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Unit -1

- CONSUMER BEHAVIOUR — AN INTRODUCTION

The core basis of the marketing concept involves the matchirig of tli‘e”ski'lls and resources
of the organization, profit or non-profit related, to the needs of 'the ' cilstomer. Marketing
management relies on an understanding of how customers or consumer midke decisions and their
likely reactions to the different elements of the marketing mix. Consunieris 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 satisfy customer’s needs
and wants. Though similar, consumers are unique in themselves; they have negeds and want which
are varied 'and‘ diverse from one another; and they have gljfferent consumption patterns and.
consumption behaviour. The marketer helps satisfy these needs and wants through product and
service offeﬁngé. For a firm to survive, compete and grdW, it is esseh)tﬁﬂ that the marketer
identifies. these needs and wants, and provides product 6ffeﬁrigs -more effeéévely and efficiently
than other competitors. A comprehensive yet meticulous’ lﬁlowledge of ‘Consumers and their
consumption behaviour is essential for a firm to succeed. Hékrein, lays the eésence 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,
mmkeﬁng should _resglt in a consumer who is ready to buy. All that should be needed then is to
make the product or service available. In short consumer or customer satisfaction is the key to an
organisational success.

Consumer behavior covers a broad variety of consumers based on divérsity in age, sex, culture
; » Sex, culture,

AR
using or disposing of

taste, preference, educational level, income level, etc. Consumer behavior can b
decision process and' physical activity engaged in evaluating,'acquiring,
goods and services.” '
With all of the diversity to the surplus of goods and services offered to Uus, and the freedom of

choices, one may speculate how individual marketers actually reach ug with their highly definit
e

i 1 g whom to target, how
to target, when to reach them, and what message is to be given to them to reach the ¢
: ) arget

audience to buy the product.

marketing messages. Understanding consumer behavior helps in identifyin

Consumer
Any individual who purchases goods and services from the market for his/her eng

. _ i . . -use is called a
consumer. In simpler words a consumer is one who consumes goods and services

: f ) o V1C€S available in the
market. In other words, consumer is ‘an ultimate user of a product or service, "1ROD 1o, :

According to International Dictionary of Manageriierit, *‘consumers are purchaserg P%0bd
services for immediate use and consumption”.

Consumer Behaviour kel

Human being differs from one to another. It is not easy to predict the humap behaVio'ur_ Hitian

being differs in their taste, needs, wants and preferences. But one constant thing is that all
we are
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consumers. CB is a vast and complex subject. Understending 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, paradmg, 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:
consumers in a desired. manner. The success or failure in this pureuit determines the difference:*
between success and failure of marketing efforts or even the business itself. el
Consumer behaviour explains the reasons and logic that underlie purchasing decisions and “
consumption patterns; it explains the processes through which buyers make decisions. Consumer 3
Behaviour may be deﬁned as “the mterplay 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 behavxour, it continues through pre-purchase activity to the .,
post purchase experience; it includes the stages of evaluating, acquiring, using and disposing of
goods and services”.. The “consumer” includes both personal consumers andux
business/industrial/organizational consnrners. !
Important definitions of CB | }4 Ll
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.”- Schszman ¥
and Kanuk
2. The decision process and physical acnvny engaged in when evaluating, acquiring, using b
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 that
satisfies their needs”- Wells and Prenskyu ! 0
4. “Those actions directly involved in obtaining, consunling and disposing of products and'!
services including the decision processes that precede and follow these actions”. -Engel,
Blackwell, Miniard 5
5. “The dynamic interaction of effect and cognition, behaviour and the environment by
which human beings conduct the exchange aspects of their lives” - American Marketmg ‘

Association 7t
By 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 the-;
consumption process: selecting, using and disposing of goods and services. X
i. Cognition: ‘
This includes within its ambit the “knowledge, infonnation. processing and thinking” part; It

includes the mental processes involved in processing of information, thinking and interpretation*

Consumer Behaviour 5 l
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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 bfand). 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,
usmg, 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.

The subject of Consumer Behaviour is viewed as the edifice of the marketing concept, an
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:

a) Analyzing the environment: identifying opportunities and fighting threats.

b) Segmenting, targeting and positioning. '

c) Designing the marketing-miXx.

d) Designing the marketing strategy.

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

Consumer Behaviour & |
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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.

9. 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.

3. 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
reasons why marketers use celebrities like Sharuk khan, Sachin Tendulkar, Manju Warrier

etc. to endorse their brands.

p— =
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9. Improves Standard of Living: -Consumer buying behaviour may lead to higher standard
of living. 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
time depending upon changes in age, education and income level. Etc, for instance,, kids
may prefer colourful dresses, but as they grow up as teenagers and young adults, they may
prefer trendy clothes.

Scope of Consumer Behaviour: 3
The study of consumer behaviour deals with understanding consumption patterns and behaviour.,
It includes within its ambit the answers to the following: 13035

a. ‘What’ the consumers buy: goods and services )

b. ‘Why’ they buy it: need and want |

‘“When’ do they buy it: time: day, week, month, year, occasions etc,

a o

‘Where’ they buy it: place

(44

‘How often they buy’ it: time interval v .

)

‘How often they use’ it: frequency of use i

The scope of consumer behaviour includes not only the actual buyer but also the various roleg
played by hiny/ different individuals.

Basic Components in CB

i) Decision making ( Cognitive and Affect):

This includes the stages of decision making: Need recognition, Information Search, Evaluation of
alternatives, Purchase activity, Post purchase behaviour.

it) Actual purchase (Behaviour):

This includes the visible physical activity of buying of goods and/or service. It is the result of the

interplay of many individual and environmental determinants which are invisible,
iii) Individual determinants and environmental influences:
The environmental factors affect the decision process indirect]

» through way of affecting
individual determinants.

iv)Buying roles:

Actual Buyer vis a vis other users, There are five buying roles, viz. Initiator, Influencer Decid ,
’ ider
User, and Bryar ’

The iuitiator is the person who identifies that there exists a need o want; .
: it f) i ?
b. the influencer is the one who influences the purcha»se deCiS‘;OH, the actua] purchase activ;
THaS@aetivig
and/or the use of the product or service; 4

R 23¢C jy

c. The decider is the one who decides whether to buy, what to buy, whe, to buy
to buy, and how to buy;

Consumer Behaviour & ! —\
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"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 thes¢ roles. This would depend on the product or service in 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 pencils and crayons. Now the roles played are:
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
Apphcatlon / Role of Consumer Behaviour:

”‘P?’Nr

An understanding of consumer behaviour is necessary for long term success and survival of a
firm. It 1s viewed as the edifice of the marketing concept, an important orientation in marketing
manégemént. According to the marketing concept, the marketer should be able to determine needs
and wants of the target segment and provide product and service offerings more effectively and
efﬁéiently than competitors. It is essentially a customer-centered philosophy, which aims at
u'ndérStanding customer needs and wants, providing the right product and service, and deriving
cuistomer satisfaction; “make what you can sell” rather than “sell what you make.”

An understanding of the study of consumer behaviour helps formulate appropriate marketing
strategles for a firm keeping in view the consumer and his environment. It has a number of

apphcatlons, the main application bases are as follows:

1. Analyze the environment:

The knowledge of consumer behaviour can be apntied to help identify opportunities and fight
threats. The opportunmes could be in terms of newer customers, newer markets, unfulfilled needs
“wants (through a study of consumer individual T e urn

and
nces). The threats could be fought by developing and implementing appropriate marketing

influe

strategies t0 pest fit the environment.

The marketing strategies need to be dynamic and constantly evolving keeping in view the

uncertainty in the environment; Environmental uncertainty is a function of complexity and

dynaml
yarious factors in the environment that a firm has to deal with. Dynamism relates to how quickly

the chan

:sm. Complexity is defined in terms’of the number, strength and interrelatedness of the

ges take place in the environment.

.
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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 their
needs, providing the right product and service offering and communicating about the offering —
all of these help a marketer succeed in the long term and ensure his surv1va1 and success in a
changing environment. e

a) Segment the market: The marketer needs to identify distinct customer groups 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
size, family life cycle, gender, lifestyle, personality, religion, generation; geography, nationality,
and social class. The behavioural dimensions take forms of benefits, uses, use occasion, usage
rates, and loyalty status.

b) Select target market: The marketer then selects one or more 'méfkets to enter. The
segment(s)that should be targeted should be viable; there s;hould be a fit :between the market
attractiveness and the company’s objectives and resources. The marketer would be able tq assess
the viability of a segment on the basis of the following criteria, viz., Mmeasurability, substantia]
ability, accessibility, differentiability, and actionability.

¢) Position: the product offering in the mind of the customers: The marketers should be able to
communicate the distinct and/or unique product characteristics.

3. Designing the Marketing Strategy:

There exists an interrelation between the Consumer, the Environment and the Marketing Strategy

eferences; Thus, there

es), Affect (feelings of
i e unfavourableness) and Behaviour (action: buy or not to buy).

a) Consumer: The consumer has his needs and wants as well as product pr,

exists an interplay of Cognition (knowledge about products and alternatiy

b) Environment: This refers to forces in the environment, which make the environment complex
and dynamic.

: c) Marketing strategies: This implies setting up of goals and then achieving them through the
design of an appropriate marketing mix.

The Marketing Strategy should be ' designed to influence consumers
Behaviour) and be influenced by them. It should be flexible and ever evo]

customer needs and wants; as well as, changes in the environment in

(Cognition, Affect ang
ving with changes in the

which it Operates. The

knowledge of consumer behaviour can be applied to develop a “best fit between consumer neeq
5 At 3 61 % 5 S

and wants, the environment in which the firm operates; and, the firms’ goals ang Objét{ti\:/es.

4. Designing the Marketing Mix:
4-Ps The study of consumer behaviour may be applied to design the 4 Ps,

¥
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a) Product: The term product includes both tangible products and intangible services. The issues
to address consist of name (brand), size, shape, features, labeling, packaging, accessories and

supplementary products, terms of sale and services, after sales etc.

b) Price: This includes the pricing of the product offering. The major components include, form
of payment, terms an&ly ;cqnditions of payment, discounts, price sensitivity, differential prices and
customer reaction, imagery (price increase and customer reaction, price decrease and customer
reaction).

¢) Place and Distribution: This includes the marketing channel, ‘and comprises decisions
regarding choice of ¢hannel (direct or'indirect), location, accessibility and availability of product
offering, wholesaling, retailing, logistics etc.

d) Promotion: This includes marketing communication, and the major issues comprise decisions
on communication/promotion mix, the message and media strategy (the content, appeal and
context). v

5. Application in Governmental and Non-profit Organizations and Social Markeﬁng: :

The knowledge of consumer beha&(ioi;r finds relevance even in Govemfnental and NonQproﬁt
Organizations and Social Marketihg. Governmental and Non-profit Organizations have the
society as its customers and need to understand them so as to be able to serve them better. bl
Social marketing involves propagatidn of ideas; attempts at such circulation and spread of ideas
for moral and social upliftment can be more successful if there is a proper understanding of the
these consumers (i.e., the public and society)

The Interdisciplinary Nature of Consumer Behaviour (Dimensions): )

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

1. Psychology: This includes the study of the individual as well as the individual determinants in
buying pehaviour, viz., consumer perception, learning and memory, attitude, self-concept and
personality, motivation and involvement, attitudes and attitudinal change and, decision making.

5. Sociology: This includes the study of groups as well as the group dynamics in buying
behavioul, viz., family influences, lifestyles and values, and social group influences.

3. Social psychology: This includes the study of how an individual operates in group/groups and
its effects on buying behaviour viz, reference groups and social class influences. .

4. Anthropology: This is the influence of society on the individual viz., cultural and cross-cultural
issues in buying behaviour, national and regional cultures etc.

5. Economics: This is the study of income and purchasing power, and its impact on consumer
behaviour. The qnderlying premise is that consumers make rational choices while making

purchase decisions. While resources are limited and needs and want many, consumers collect

information, and evaluate the various alternatives to finally make a rational decision.
As discussed before, consumers are unigue in themselves. A comprehensive yet meticulous
knowledge of consumers and their consurspiion behaviour is essential for a firm to succeed. In

order to understand and predict consumition patterns and behaviours within segment (s), market

research becomes essential.

st

Consumer Behaviour i1 l



personal selling, and sales promotion affect buying behaviour of consumers, M
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Unit-2 by

CONSUMER AND INFLUENCING F ACTORS

While making decisions related to purchase activity, consumers vary amongst each other
They also differ within themselves across buying situations. This is because the dynarmcs that
operates while consumer decision making are significantly different. The consumer decmon
making process is impacted by (i) individual determinants that are specxﬁc to an 1nd1v1dual and
his self; these primarily take the form of psychological influences; and, (u) group mﬂuences that
are general across a class (es) of customers and take the form of socwloglcal mﬂuences ThlS
module deals with the psychological influences on consumer deci Cision makmg Such
psychological influences include the forces that impact consumer dec1sron m.z_lkmg, these are @)
Consumers Needs & Motivation, Emotions and Mood, Consumer Involx'lement; (i) Consumer
Leamning; (iii) Personality, Self-concept and Self-image; (iv) Consumer Perceptxon,‘.Risk aﬁd

Imagery; (v) Consumer Attitude; and (vi) Consumer Communication, X

The study of consumer behaviour indicates how individuals, groups, and organizationg’ Select
buy, use of dispose goods, services, ideas or experiences to satisfy their needs and desxres The

various factors influencing buyer behaviour are as following:

| Marketing Factors

Each elément of the market mix — product, pricing, promotion and place (distribution) — hag the
potential to affect the buying process at various stages.

A. Product: The uniqueness of the product, the physical appearance and packaging can

influence buying decision of a consumer.

B. Pricing: Pricing strategy does affect buying behaviour of consumers, Marketers m t
us

consider the price sensitivity of the target customers while fixing prices

C. Promotion: The various elements of promotion such as advertising, publicity public relatj

5 ons,
arketers select the
promotion mix after considering the nature of customers. :

D. Place: The channels of distribution, and the place of distribution affects buying behay; ' £
10ur o
consumers. Marketers make an attempt to select the right channel and distribyte the Bl ]
’ ucts at
the right place. ) '

£3

1T, Personal Factors:

The personal factors of a consumer may affect the buyin g decisions. The persona s v l
Include

ARy S T ST R
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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 sugp as pink, purple, peach, whereas, boys may go for blue, black, brown, and
so on.

’C. Education: Highl

K

y 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, am'i‘s'q on.

D. Income Level:; LI"\IA(.)rmally, higher the income level, higher is the level of spending and vice-
<versa. But this may: I}ot 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 luxlllé;y items such as luxury cars, luxury watches, premium brands of clothing,
jewellery, perfumes, etc.

i

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

‘m1. 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 learning, people

acquire beliefs 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:
-'' ¢ Pride and possession
| »i2 “liLove and affection’
- Comfort and convenience

- Sex and romance, etc.

1303 V380 a . . . b & . .
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

Consumer gehaviour 13 |
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his/her perception of the situation. For instance, a student may perceive examinations as an
important event, and therefore, he/she would make every possible effort including purchase of
new stationery like pens, whereas, another student may be casual about the examinations, and
therefore, would not make extra efforts.

F.  Beliefs: A belief is a descriptive thought, which a person holds about certain things. It may
be based on knowledge, opinion, faith, trust and confidence. People may hold certain beliefs of
certain brands/products. Beliefs develop brand images, which in turn can affect buying behaviour.
IV. Situational Influences:

Major situational influences include the physical surroundings, socjal surroundings, time, the
nature of the task, and monetary moods and conditions.

A. Physical Surroundings: The physical surroundings at the place of purchase affects buying
behaviour. For instance, when a customer is shopping in a store, the features that affects buying
behaviour would include the location of the store, the decor, the layout of the store, the noise
level, the way merchandise is displayed, and so on.

B. Social Surroundings: The social surroundings of a situation involye the other people with the
customer that can influence buying decision at the point of purchage, For instance, a bargain
hunter shopping with an impatient friend may do quick purchases, and may not haggle over the
price, so as to please the impatient friend.

C. Time Factor: Customers may make different decisions based op Wwhen they purchase — the
hour of the day, the day of the week, or the season of the year. For instance, 4 consumer who has
received a pay cheque on a particular day may shop more items, than at the end of the month
when he is short of funds.

D. Task: A customer may make a different buying decision depending upon the task to be

48 a gift rather thap for personal
ending upop to whom the gift is

performed by the product. For instance, if the product is meant
use, then the customer may buy a different brand/product dep
purchased.

E. Momentary Conditions: The moods and condition of the customer a¢ the time of purchase

may also affect the buying decision. A customer who is very happy woulg make a different

buying decision, as compared to when he is not in a happy mood.
V.  Social Factors:
The social factors such as reference groups, family, and social and Status affect the buythy
behaviour:
A. Reference Groups: A reference group is a small group of people such ag colleagues at work
place, club members, friends circle, neighbours, family members, and so op Reference groups
influence its members as follows:

- 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 the consumer behavioy,
Nowadays, children are well informed about goods and services through medi, or friend circles,

Consumer Behaviour 14 l “
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m
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
marketing goods and services that cater to the tastes and preferences of consumers belonging to
different sub-cultures.

The term ‘individual’ means a human being or a single person. The individual may be major,
minor, married or unmarried, and sound or unsound mind. The term “consumer” 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
potcntial purchaser of products and services offered for sale. The central focus of marketing is the
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,
how they buy, when they buy, from where they buy, and how often they buy. An open-minded
consumer-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.

————— - :‘E
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CONSUMERS’ PERSONALITY AND THEORIES OF PERSONALITY
Personality- meaning : j
s« To understand the buyer and to make a customer out of him is the main purpose of the study of
7 consumer behaviour. Though this problem has been analyzed from different viewpoints under
, 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
- some others are highly dominant. These have different priorities in the ischeme of things. The
i; buyer has his own ideas and plans about realising these needs and desires. The first and foremost
. task of the marketer is to get close to the buyer and understand his need-structure and priorities.
-1, There are four major factors which influence the behaviour of the consumers. They are:
»: 1. Psychological factors influencing Customer B'ehaViéur *
+ 2. Social Psychological factors influencing Cusfomer_Behavipur
3. Sociological factors influencing Customer behaviour
4. Economic factors influencing Customer Behaviour
- Psychological Factors
ir These are the factors which are the personal attributes of an individual. We shall study Five of
s~ them : Attitude, Motivation, Perception, Personality and Learning,
- 1. Personality ‘ (i |
i+, Each individual has inherent personality characteristics that influence his buying behaviour
~ According to Kotler, '
I; “Personality” is a set of distinguishing human psychologlcal trait
.+ consistent and enduring responses to environment stimuli. It is often refserrt::tt iy ey
: self-confidence, dominance, autonomy, deference, sociability, B T

defensiveness
> and ad t: 1
¥ Accordmg to Schiffman and Kanuk, aptability.

.+ “Personality” is defined as those inner psychological characters that both determine el
how a person responds to his environment. The single most important elemén in 8 ol ecI:
inner characteristics of an individual. These are the specific qualities, attributes, . 1ty 1s

. 1 mannerisms that distinguish one individual from another. 1S, and
,; The Nature of Personality: 18

The following are the three important and dlstmct properties of Pef50nahty

, 1. Personality Reflects Individual Differences: Ly ibial i
Because of inner inherent characteristics which constgtute an individuaj’s e‘ L
. complex combination of factors, no two 1nd1v1duals are identical or exacily ahkep Isenality are a

¢ any individuals may be similar on the basis of a single personality trat i le fortunately,
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. - j

2. Personality is Consistent and Enduring:

The personality:of an individual is both consistent (that is, it doesn’t change in the short run)and
enduring (that is;»it 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 knowiwhich personality characteristics influence which specific consumer responses,
then they can attémpt to appeal to those relevant!traits in their target consumer group. Even if the
personality of antindividual is fairly consistent, still then the buying and ‘consumption pattern
often varies with several external factors like,:time, environment, social, psychological, 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.

3. Personality Can Change: latl s

Under certain circumstances the personality 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 life, like birth of a child, death of a dear one, divorce, major career promotiori, accident,
loss of job, migration, natural calamity, etc. There are also instances where the personality stereo-
types may change over a period of time. For examiple, over the last 50 years, men’s personality
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 personality is the sum total of an individual’s enduring internal
psychological traits that make him or her unique. Self-confidence, dominance, autonomy,
sociability, defensiveness, adaptability, and emotional stability are selected personality traits. The
sum total of an individual defines his personality. Just as an individual has a personality, similarly
products also have a personality of their own.

Personality traits and Personality types:

We need to differentiate between a “personality trait” and a “personality type”. As mentior.zd in
the above section, as individuals, each one of us is unique with a wide array of qualities,
attributes, traits and characteristics. However,each one of uis shares with éach other a qrality or a
few tfaits(s). When we share a trait (s) with another (others), we are said t6 be similar on that trait
and thusiwe together with the other'person (s), is said to fall in a personality type.

In othér 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, Sigmuhd 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 1)
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.
L 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 modern 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 abeve 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 conscioys. 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 parts, viz., ¢ onscious,
preconscious and the unconscious or the sub-conscious; The conscious mind is what one is aware
of at any particular .mor'r:enltf z)f tt;lme and re:e;tls ones present thoughts, feelings, perceptions,
fantasies, etc; it restricts itself to the current thinking processes and compri
our current awareness. The preconscious mind or the "available mimsoeS ivéry o e
Ty,” 18 what cap be

retrieved and made conscious, and brought to mind instantly or quickly; it is what we are a £
: ware o

; i B
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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, feelings 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 primitive
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 recognizes what is real and understands that
behaviour has consequences. The processes that come into play are secondary processes, like
learning 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 our
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 Id;
Ego and Super Ego. The /d 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

W—— O
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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. LR LR
II. Jungian theory: A1t
Carl Jung, a contemporary of Freud proposed the famous Jungian Theéry. He elaborated
on personality types, and his contribution has great relevance to the study of consiimer behaviour.
Carl Jung's proposed a ‘typology based upon four bipolar dimensions#where each pole
represents an opposite preference and thus illustrates four dichotomies, ‘ViZ; Extraversion —
Introversion, Sensing — Intuition, Thinking — Feeling, and Judging — PerceivingThe permutations
of these 4 pairs help identify sixteen different personality types. The sixteen'péféonality types are
defined in terms of acronyms of the combination of ‘the 4 dimensions they reptésent. The various
types are Extraverted Sensing (ESFP, ESTP),  Introverted Sensing (ISTJ,' ISFJ), Extraverted
Intuition (ENFP, ENTP), Introverted Intuition (INFJ, INTJ), Extraverted Thinking (ESTJ, ENTYJ),
Introverted Thinking (ISTP, INTP), Extraverted: 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-Briggs 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 undey 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 based
on an unbiased reasoning and logic; the pedple who fall under the F category base théiir- dedisions
on feeling and emotions. Thus we can make decisions based on objective logic, or: Subjective

feelings. According to Jung, we all use'the S,N, T and F; however each one yg varies in thajy

ir usage
defiies ‘our personality type; T same
descriptions of the sensing-intuiting (S-N) and thinking

and frequency. The combination of our "preferences"

-feeling (T-F) personality typeiy Tiay be
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applied to consumer behaviour; the S and N determine how a consumer gathers and processes i
information about products, while the T and F determine how he makes a purchase decision. i
By cross-tabulating the two pairs of psychological dimensions, we can derive four different 5
personality types, viz. Sensing-Thinking (S-T), Sensing—Feeling (S-F), Intuiting-Thinking (N-T)
and Intuiting-Feeling (N-F). Each of these‘ reflects -voriedly in purchase decisions and
consumption processes. The marketer could beneﬁt .immensely by gaining insights as to the
varying types so as to design his marketmg strategy to be able to serve consumers effectively and ¢
efficiently. Let us descnbe the four personahty types w1th an example. There are four women,
each one with a different personahty type S- T, S-F, N-T and N-F. They desire to buy some gold G
jewellery An Assessment of the Theory Carl Jung was the first psychologist to speak of u;
personality types. His typology based upon four bipolar dimensions has been widely applied in :
research in social sciences; it has also been successfully used i in studies on consumer behaviour as -
well. He believed that our behaviour is shaped by past generations' experience.
Implications for a marketer: '_ {7 , 4 i
The theory has relevance for a marketer. After gaihing an insight into the various personality 1
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 satlsﬁed
III.  Neo-Freudian theory: : ' 0
There were a group of psychologists who believed that social interaction and resultant -:
relationships formed the - basrs for the: growth ‘and development of personality. Here, they i
disagreed with their contemporary, Freud who beheved that personality was i) biological and ::
rooted in genetics, and ii) was groomed as a result of early chrldhood experiences. This group of !
researchers who laid emphasis on the process of socialization came to be known as the Neo- =
Freudians. Noteworthy among them are Alfred Adler Harry Stack Sulhvan and Karen Homey.
A) Alfred Adler: Adler, who is regarded as the father of individual psychology, was a disciple of -
Freud. He later broke away from the Freudian "philo_sophy due 'ta disagreement over the o
importance that Freud gave to the “unconscious”. Adler was the first psychologist to speak of the
term ‘inferiority complex’, something that arose_o\lt:of a sense of inferiority or inadequacy. He '
believed that: ,
* 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 1s the single "drive" or motivating
force behind all behaviour and expenence ,
® individuals seek to overcome feelings of anxiety and feelings of inferiority; the baSIC drive
in hwman beings is to strive from an initial state of inadequacy, or what he termed
"inferiority", toward “superiority” or self-actualization. People compensate (strive to

overcome) for inferiorities by making necessary adjustments.
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e People strive for goals that can be referred to as style of life;

‘. 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;

e 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
personality 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
féduce 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

isychosocial analysis. Her work focused on the emotional relationship that exists between parent

and 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
feelings of anxiety. According to her, people experience anxiety and tend to act as neurotics; the

itrational defenses against anxiety become a permanent part of personality and that affect 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).

o 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.

o 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.

o 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
types of g9 pie 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); and detached consumers who seek total independence and like to create their
own style would like to go for meditation and rejuvenation camps (Vipassana).
sessment of the Theory: The Neo-Freudian theories draw themselves from various

An As

ntributors and are an expanse in content and processes in so far as the subject matter of
co

rsonality 18 concerned. However, while the Neo-Freudians speak of human tendencies to strive
pe : : : b ;
f perfCCtion’ fight anxiety and inadequacies, and of social relationships, they tend to ignore the
or :
piological traits and the genetics involved.
io

cations for marketers:

[mpli y )
Th Neo—Freudian theories emphasize the role that socialization has to play. Marketers could
e

At in heavily 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 trajts;
they classify individuals into groups of people on thé 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. Howeyver, the
limitation 1i~: i the fact that sometimes traits tend to be indefinable, vague and lndescnbable

nevertheless the personality tests are widely used. ;
il
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Examples of general versus consumplion specific traits:

Eneral personality traits Consumption-specific personality traits

- Dogmatism O - Innovativeness

- Compliance - Social directedness or other directed

- Expertise and Involvement | Opinion leadership

- Self confidence -Early adopters (high confidence) versus late majority or

* Laggards (low confidence)

- Impulsiveness Deal prone
~ Need for cognition : High versus Low
E troversion Prefer to shop with others than alone; Socially directed.

Openness to experience Variety novelty seeker; Innovative

Conscientiousness Careful; Logical and rational
-{_ O] y

Agreeable Socially directed; Looks towards others for help, advice

and decision, Compliant.

just as individuals have a personal make-up with

Personality:

Brand o ; '
: /raits/qualities, similarly products/services also have personalities. Brand

characteristics
personaﬁty refer
associated with a br
characteristics o trafts/ 10 AT s | AN

ed out of the manner in which it 15 positioned by the marketer. Thereafter, consumers

s to a set of characteristics/qualities similar to human beings that become
and. Based on their understanding, consumers’ begin to ascribe certain

a brand. This association between the characteristic/trait and the brand

gets generat

the product and/or brand persoralities, with their own personalities, self-image and self
match the

on: Dove, Titan Raga

Sophisticati {2
:; R ; gedness Levi’s Jeans, BajaJ Pulsar
ug
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¢) 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 patronize 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 Multipie 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 or
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 explanation to such a
phenomenon states that a single individual acts and behaves differently in different situations, like
a person behiaves differently wi'th his parents, his children, his friends, his colleagues, etc. In fact
this display of different personality in different social situations or social roles g considered to be
normal and healthy. And conversely, the absence of this is considered to be abnormal or ap
unhealthy person. This observation is very important for marketers who try to 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-Image” of his/her
own as a

certain kind of person with definite skills, traits, habits, behaviour, relationships egc, This is built
since childhood, with the interaction of parents, family members, and later with people outside
Products and Brands have symbuiic meaning and value for individuals, which they evaluate them‘
with their personal pictures, concepts, or images of themselves. So naturally Some products are

a favourable match whereas others are not. Consumers tend to select prod
el Ucts/services wh;
which they

Research study reyeals that

reflect their Personalijties. The

1mage is often ugeq to define or

describe them. Persons having a strong preference to a particular brand consider the b
T AR, A € brand as an
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extension or representing an aspect of themselves. This “connection” helps marketers to establish
customer royalty and a positive relationship with them. We have a variety of different iy

/ concepts represented in the following ways:

1. Consumers’ actual self-concept: this is how consumers actually see themselves,

9. 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. Tdeal social self-concept: this is how consumers would like others see them, Expected self-
image: this is how, consumers actually expect to see themselves at sometime in future. This is
somewhere betweer 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. Ought-to self-Image: this consists of the traits and characteristics that consumers believe to be

their duty and obligation to pOSSess. The consumers are guided by different self-images in

different situations for their buying behaviour.

For example: PN

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

9. For socially enhancing products (Public) — social self-image,

3. for fantasy products — ideal self-image

These Ecc Sgy pronounced for publicly consumed products as compared to privately
consumed goods. RS the concept of self-image is of utmost important and has strategic
implications for marketers. They can segment their market on the basis of relevant consumer self-
images and position their products/services as symbols of such self-images.

Consumer personality and market segmentation

Market S€

homogeneous group
fferent Ways. Variation depends upon different factors like wants, resources, buying attitude,

gmentation can be defined as the process of dividing a market into different

s of consumers. Market consists of buyers and buyers vary from each other in

di
locations, and buying practices. By segmentation, large heterogeneous markets are divided into

smaller segments that can be managed more efficiently and effectively with products and services

that match to their unique needs. So, market segmentation is beneficial for the companies serving

Jarger markets.

Criteria for selecting Market Segments

a Measurable

A segment should be measu

customers and

rable’ It m:aas you should be able to tell how many potential

how many businesses a-¢ out there in the segment.
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b. Accessible i
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 s : i
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 because 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: ; fo o '
Geographic variables

Demographic variables

Psychographic variables

< HE &=~

Behavioural variables e forh
L Geographic Segmentation
In geographical segmentation, market is divided into different geographical units like:
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 climate pattern) [
A company, either serving a few or all geographic segments, needs to put attention on variability
of geographic needs and wants. After segmenting consumer market on geographic bases,
companies localize their marketing efforts (product, advertising, promotion and sales efforts).
JIR Demographic Segmentation
In demographic segmentation, market is divided into small segments based on demogra;;}ﬁc
variables like: .
a. Age,
Gender
Income
Occupation
Education
Sogial Class 15 560
Generation
Family size
i, Family life cycle
J. ‘Home Ownership
k. Religion
I. Ethnic group/Race

FRre e g
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m. Nationaiity
D . ;
- eor:ilographltc factors are most important factors for segmenting the customers
eds, wants, o
; : usage rote these all depend upon demographic variabl S Coosumer
emographic factors, while defining marketing strategy, is crucial AN
III. Psychographic Segmentation , :
In P i i
sycoograpmc Segloentatlon, segments are defined on the basis of social i
personality characteristics. Psychographic variables include: SO o A G

a. Interests
Opinions
Personality
Self Image
Activities
Values
g. Attitudes'
A segment having demographically grouped consumers may have different psych hi
ographic

characteristics.
Iv. Behavioral Segmentation
on market is divi i
arket is divided into segments based on consumer knowledge, attitud
) e, use

duct. Behavioral variables include:

me 0T

In this segmentati
or response to pro
a. Usage Rate
b. Product benefits
c. Brand Loyalty Price Consciousness
d. Occasions (holidays like mother’s day, New Year an 4 Eid)
e. User Status (First Time, Regular or Potential)
Behavior al segmentation is considered most favourable segmentation t .
yariables that ar¢ closely related to the product itself. bty oIk et
Bases for Business Market Segmentation

. can be segmented on th me
Business market e bases consumer market variable
les .Business
. market

might be segmen
4. Company Size: what company sizes should we serve?

try: Which industry to serve?

ted on the bases of following variables:

p. Indus

s Purchasing approaches: Purchasing-function organization, Natur isti
. elatiOHSthS’ purchase policies and criteria. : R W
product usage

Situational factors: seasonal trend, urgency: should serve companie i ;
cder: focus on large orders or small. s needing quick order

or standing o
r Geographic: Regional industrial growth rate, Customer concentration, and international
. : ation

macroeconomic factors.

M"
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Unit-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. Schiffman 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 perceptibn 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 our 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 internal (memory) and external sources (dealer, packaging) etc,
80 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 a¢
a conclusion. This is referred to as perception. Thus while sensation is physiological, perception
is broader and includes not only the physiological component but als_o the sociological and
psychological component.
While perception starts with sensation, it ends up when meaning is given to the stimulj, through
cognitive processes. While sensation picks up bits and pieces as stimuli, the cognitive procesges
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 e
different. In other words, sensation is similar but perception is not. This is because as far ag our
sense organs are concerned, we are similar, but when it comes top the human mind ang 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 environment, which acts as an input to the perceptual
mechanism.

ii Perceptual mechanism: The per¢eptual 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
one or a few out of the many stimuli pfesent in the environment; this selectivity is based
on one’s demographic, socio-cultural and psychographic factors. A person would tend to
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
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
organized whole (of stimuli), and giving meaning to it.

2% Qutput: Once the input has been interpreted, it results in an output. This output towards the
,stimuli assumes various forms, for example, in the formation of emotions and moods, feelings
and opinions, as well as attitudes and beliefs.
-iv 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,
i feelings and opinions, as well as attitudes and belief.
Consumer Perception and Implications for Marketers:
Individuals act and recent on the basis of their perceptions, not on the basis of objective reaiity. In
reality is a totally personal phenomenon, based on that persons need , want s, values, and personal

iexperiences. But for the marketer’s consumer perception is more than the knowledge
Elements of perception

sSensation

;'Sensation is the immediate and direct response Qf the sensory organs to stimuli. A stimulus m ay
be any unit of input to any of these senses. Examples of stimuli include products, packages, brand
‘names, 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
: ; 0s
consumer products.

' The absolute threshold

»The 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”
“nothing” is that person’s absolute threshold for that stimulus. '

“The differential threshold

and

The minimal difference that can be detected between two similar stimuli is called‘ th; differential
: y . ;
threshold or the just noticeable difference. eren
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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, they 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.

Dynamics of perception - 477

Human beings are constantly bombarded with 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 changin g. According to the principles of sensation, intensive stimulation
“bounces off” most individuals, who sub consciously block a heavy bombardment of stimuli. Qne
type of input is physical stimuli £ uuu the outside environment; the other type of input is provided
by individuals themselves in the form of certain predispositions based on previous experience.
The combination 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 expectations, it follows that each individual’s
perceptions are also 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 fraction of the stimuli 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.

Nature of the stimulus 1) i TE Lk

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 (e
advertisements :and commercials including copy claims, choice and sex of model, siz=> ! ad,
topography, the position of print ad or a commercial, and the editorial environment.

Expectations valtne bie

People usually see what they expect to see, and what they expect to see is usually based o
familiarity, previous experience or preconditioned set, In a marketing context, people tend to

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
e'){pectations 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 Organiration

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

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 pattern 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.

P S e
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Positioning of services
Compared w_ith 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. 39 834
Perceived price ' ' : e1f -lefy 9t
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 one!will be happy to
know that they have paid twice the price.
Reference price . e
A'reference can be external or internal; it can be any'price that a consumer uses as a basis for
comparison in judging another price. ' TR0
Perceived quality - 0 T—
The consumer usually judges the quality of a product or services with the other attributes relating
with it. Such related factors become important to understand in order to satisfy. thes customer,
Perceived quality of the product
Cues that relate to the physical characteristics of the product like color, flavor, or aroma, size etc
Perceived quality of the service ; wannl
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. h o !
Price quality relationship
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 an(; tha
 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 thej
image and environment. The study proves that the customer determines by the availability of i
products available in the stores, advertising, time availability and easy shopping. ok
Manufacturer’s Image
The customer’s imaginary extends beyond the perceived price and store image. The SR
who enjoys the favourable image generally finds new customer in his store where new o
are accepted more readily than those manufacturers who have a less favorable or neutral .pr0ducts
Perceived Risk REAES,
The perceived risk varies depending on the AL
per g person, the product, the situation and the cultue.

Some of the customers may perceive high degree of risk dependin
ng on the consumptign «:
ption situation.
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Types of Perceived Risk:

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

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

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

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. -4

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. |

Cousumers seeking reassurance; ansumers who are uncertain about the product choice seek for:

reassurance through money back guarantees and warranty’s or trial use etc.
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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 internal 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 market.er c'ould ?so 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 g

desire amongst people to try out newer dishes and cuisine, Or the display of a newly launched
: ched 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 7 goal % action 7 satisfaction chain comprises the cognition, affect
and behaviour components within an individual; however, the process gets started with cognition,
and therefore marketers need to inform and educate fhe 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 born 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 affiliation, 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.

Goals:

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

see as a means to satisfy their needs and wants. For example, a consumer may want to T

phone.
b) Product-sp ecific goals: These are specifically branded products or services that the consumers

select {0 fulfill the generic goal. For example, the consumer would want to buy a Nokia or a
Samsung.
Motives and Motivation:

Motives cail be rational as well as emotional.

—
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a) Rational: When consumer motives are objective, and when selection of goals is made on the
basis of objective criteria, 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 and

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 to as an approach
object. His behaviour is directed towards achievement of a positive goal, which ig fitness,
body building and great looks. ;

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

Nature of Motivation:

Needs & their fulfillment are the basis of motivation. Needs change, so also mo

th decay.

tivation. Both

internal & external factors are responsible for change. The fact is that not all needs are satisfied
isfie

fully. When some are satisfied, some others arise. Sometimes because of personal, fj ial
» lnancia],

social cultural limitations, people can’t fulfill some of their needs, wants & goalg Failure of d
; of nee

fulfillment may give rise to the following states: Rationalisation — trying to justify the Sititationia
excusing oneself,

1. Aggression — getting angry & frustrated, and resorting to unsocial actions,

2. Regression — trying to settle without that particular need & try Something else,

3. Withdrawal — trying to disassociate oneself from the very thought of j¢,
The Role of Motives

The role of motives is to arouse and direct the behavior of consumers, The arousa] ¢
Omponent

activates bodi' 7 energy so that it can be used for mental and physical activity. In their dj
2 rective

role, motiv = I: sve several important functions for guiding behavior.
1. Defining Basic Strivings

Motives influence consumers to develop and identify their basic strivings. Includeq among 1,
ng: basic

strivings are very general goals such as safety, affiliation, achievement, or other desireg
‘states

which consumers seek to achieve. They serve to guide behavior in a general way acrosg
a wide

variety of decisions and activities.
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2. Identifying Goal Objects

X

can satisfy their motives
s st golsdith . In fact, consumers often go one step further and think
goals, without realizi of prod
3. Infl : . zing that they actually represent ways of satisfyi 'p s
A uencing Choice Criteria s of satisfying motives.
Motives also guide ¢ '
onsumers : e
wongly iaflue A in developing criteria for evaluating products. Thus, f
nced by the conveni ; ; s, foracarb
s bt b i venience motive, features such as electronic spe d .
r-seat a ed co

; ; justments would become more import ~hoi -p il
styling or mileage. portant choice criteria than would

4. Directing Other Influences
At a more fundamental 1

evel i
personality i , motives affect the individual determinants of
, attitudes, and ho 3 perception, learni
oA T w people process information. This also result . e
ior. For e L™ : esults in directi
Loy . xample, motives influence information . ireetiand]
gulates how we interpret and respond to our environm \ processing, which in tum
Theories of Motivation: i
A. Maslow’s Theory of Need Hierarchy:
Dr Abraham Maslow, a clini
) nic :
- o o al psychologist formulated a widely accepted th
on the noti - J © €or
e i on of a universal hierarchy of human needs. This id -y of human
evels O need which rank i : . This identifies five basi
. in order of importance from lower 1 o

higher lev r level needs (biogenic) to

needs befo
s serves to motivate its i
behaviour. Only when it is satisfied fairly well then h
en he can

¢l needs (psychogeni
genic). The theory says that individuals need to satisfy the 1
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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 (Mc 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 fulfilling them. Or
how much 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 behaviour is
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 to be
closely related to the ego need, in that many individuals experience increased self esteem
when they exercise power over objects or people.

2. Need of Affiliation — affiliation is a well known & well researched social motive that has

far reaching influence on consumer behaviour. This = suggests that

behaviour g

strongly influenced by the desire for friendship, acceptance and belonging People with
. i

high affiliation needs tend to be socially dependent on others.

3. Need of Achievement — individuals with a strong need for achievement oftep regard personal
on

accomplishment as an end in itself. This is closely related to both the egoistic peeq & the self-

actualisation need.
C. Sheth's Consumer Motives:

Professor Jagdish N. Sheth, proposed a classification of needs more Pertinent tq marketj
eting

management. While he primarily researched in the area of travel industry, the ﬁndings are equal]
y

applicable across most products and services. Sheth classified motives into five dimensiong_ vi
» Viz.,

functional motives, aesthetic/emotional motives, social motives, situational motives ang Curios;
T108ity

motives. According to him, eac’. of these is oriented to the achievement of specific goglg

a) Functional motives: this refers to the utility of a product/service, the utility ang the functi
ion

SO

that is performed. e Tl

b) Aesthetic/emotional motives: this refers to the aftractiveness in terms of appearanc d
€ an

looks of the product/service.
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¢) 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’s Psychological Motives .

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 madkets 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 internal 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
{0 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
(in terms of credibility). When consumers attribute a sales motive to advice given by a
salesperson Of advertising message, they tend to discount the advice. In contrast, similar

advice given by a friend: would likely be attributed to a desire to be helpful and might

therefore be accepted.

3. Need 10 Categorize: People have a need to categorize and organize the vast array of

:nformation and experiences thev encounter in a meaningful yet manageable way. So they
i
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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 information. categorized 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. o

4. Need for Objectification: These motives reflect needs for observable cues or symbols that
enable people to infer what they feel and know. Impressions, feelings; and attitudes are
subtly established by viewing one’s own behavior and that of others and drawing
inferences as to what one feels and thinks. In many instances, clothing plays an important
role in presenting the subtle meaning of a desired image and consumer lifestyle. This is so
critical that companies such as Anheuser-Busch use clothing consulting firms to tailor
clothes for executives that are consistent with the firm’s desired image.

b. Cognitive growth motives

5. Need for Autonomy: The need for independence and individuality is é characteristic of the
American culture, All individuals in all cultures have this need at some level. Americans
are taught that it is proper and even essential to express and fulfill this need. In contrast, in
countries such as Japan, fulfillment of this need is discouraged. while fulfillment of the
need for affiliation is more socially acceptable. Owning. or using products and services

. that are unique is, one Way consumers express their autonomy. The increasing Popularity

of handmade craft goods, original art, antiques, and other unique products reflects the
need. Marketers have responded to this motive by developing limited editions of products
and providing wide variety and customization options. In addition, many products are
advertised and positioned with independence, uniqueness, or individuality themes,

6. Need for Stimulation: People often seek variety and difference Out of a need for
stimulation. Such variety-seeking behavior may be a prime reason for brang switching and
urvilinear and changeg
ly become satiated and

come bored and desire

some so-called impulse purchasing. The need for stimulation is ¢
over time. That is, individuals experiencing rapid change general
desire stability, whereas individuals in stable environments be
change.

1. Technological Need: Consumers are pattern matchets who have images of desired

outcomes or end states to which they compare their current situation, Behaviors are

changed and the results are monitored in terms of movement toward the desired end state

This motive propels people to prefer mass media such as movies, television Programs, and
b

books with outcomes that match their view of how the world should work (the good guys

SR
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win, the hero and heroine get together, and so forth). This has obvious implications 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 skills. Thus, a consumer
watching a situation comedy on elevision not only is being entertained but is learning
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.

c. 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
self-concept and utilize defensive behaviors and attitudes. Many products can provide ego
defense. A consumer who feels insecure may rely on well-known brands for socially
visible products to avoid any chance of making a socially incorrect purchase.

12. Need for Reinforcement: People are often motivated to act in certain ways because they

were rewarded for behaving that way in similar situations in the past. This is the basis for

operant learning as described in the previous chapter. Products designed to be used in

public Simations.(clothing, furniture, and artwork) are frequently sold on the basis of the

amount and type of reinforcement that will be received. Keepsake Diamonds exploits this

motive with a0 advertisement that states, “Enter a room and you are immediately

surrounded by friends sharing your excitement.”

d. Affective growth motives

131 Need for Assertion:
dominance, Important to them are power, accomplishment, and esteem. The need for

Many people are competitive achievers who seek success, admiration,

-y¢1and’

assertion underlies numMerous ads.

WO
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14. Need for Affiliation: Affiliation is the need to develop mutually helpful and satisfying
relationships with others. It relates to altruism and seeking accepfance 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 Identification: The need for identification results in the consumer playing
various roles. A person may play the role of college student, sorority member, bookstore
employee, fiancée, and many others. One gains pleasure from adding new, satisfying roles
and by increasing the significance of roles already adopted. Marketers encourage
consumers to assume new roles (become a skateboarder) and position products as critical
for certain roles (“No working mother should be without one”),

16. Need for Modeling: The need for modeling reflects a tendency to base behavior on that of
others. Modeling is a major means by which children learn to become consumers. The
tendency to model explains some of the conformity that occurs within reference groups.
Marketers utilize this motive by showing desirable types of individuals using their brands.
For example, some Rolex ads devote most of their C€opy to a description of very successful
people such as Picabo Street or Monica Kristensen. They then state that this person owns a
Rolex.

E. Murray’s List of Psychogenic Needs

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

1. Autonomy: To be independent and free to act according to impulse; to be unattached,
irresponsible; to defy convention. (e.g. Impulse buying, wearing unconventional clothing)
2. Dominance: To direct 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, interpret, and lecture, (e.g. playing opinion
" leaders)
F. Ernest Dichter’s Consumption Motives

Emest Dichter was psychoanalyst trained in Vienna in the early part of the century, A strong

lay a Significant
umers for some

believer in Freud’s theory of personality, he believed that unconscious motives p

role in people’s consumption decisions. Based on in-depth interviews with cons
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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 2 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

PIOCESEOBUIC &N Et b the sustomierto decide in its favour.

O D, S N A
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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 all 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 lie dormant. 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.
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CONSUMER 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 cOnsmtently favourable or unfavorable manner with respect to a given object.
Thus, an attitude is the way one thinks, 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 wouid be likely to purchase the least expensive or most
convenient brand.

2, Value-expres‘s_iive 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 hkely to express support for envuonment protection initiatives, to recycle, and to
purchase and use ‘green’ products.

3. Utilitarian functlon' 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 we
have been describing in the previous chapters, and they represent an important influencr c-; 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

i
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It is useful to consider attitudes as having three components: cognitive (beliefs), Affective
(feelings), and behavioural (response tendencies).
1. Cognitive Component: Cognitive componcnt 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 performance
are generally viewed as positive beliefs. The more positive beliefs as somated 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 ‘T like Pepsi” or “Pepsi is a tasty drink” is -
expressing the results of an emotional or affective _eva]uation of the product. The overall
evaluation may be sitnply a vague, general feeling developed without cognitive information or
beliefs about the product. : '
3.Behavioural éomponeﬁt’:'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 1t 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 oceur.
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 formed: ‘
1. Classical conditioning — Attitudes about the products are formed over the years by continuous
tutoring & exposiné the consumers to product’s attributes. Thus slowly the consumer’s attitude is
reinforced. g
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 at’utude Whlch lays the foundation of future strengthening of attitude.
3, Cognitive lear ning theory Thxs is sumlar to class:cal condmonmg, with a difference that it

i3 agiaaled with epriite o mental processmg & evaluatlon experience of using the products
over a period 0" 'ime. ’ e

Theories of Attitude Devé'lopmeni (Theory of Cognitive Dissonance)

Usually behaviour is the result of attitlde. 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 sa.ld to
be in conflict with the behaviour. The theory further states that in the case of such a conflict, ‘he
person changes any of them to match the other. This is very important to the marketer, because,
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this process ‘a buying decision is involved which may be favourable or unfavourable to it. This
theory is supported by the following:

1. Self perception theory — According 1o this theory, the consumer has an opinion about his taste,
attitude personality & these are reflected in his buying decision / action, and he justifies his
action.

2.Social judgment theory — According to this 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 the product they already like, & it’s difficult to change that
attitude.
3! Balance theory — According to this theory, the consumer tries to balance three 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 three favourable, then he decides buying the product. i case of a
conflici 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! Forming & changing both may slow or
fast and may be easy or difficult. This phenomenon is very important & abig 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 thejr products to a famous personality or an-estabiished & reputed
firm. This changes the attitude of the consumer who likes to be such associated.

3. By changing the features & presenting the product in a new light ~ Marketers sometines 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 aproduct - 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 directl y say the

T ETTe———————_ L A R e R ————
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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. yio

bh. Attitude models: , 2

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

¢, Tri-component model:

According to the tri-component model, attitudes consist of three major components — (1)
cognitive (knowledge, leering), (2) affective (feelings, emotions), & (3) conative (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 researchers 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 atiitudes by enhancing positive or negative
emotions or feelings.

; Conati : . . ;
3 tvé component - The third part of the tri-component attitude model conative

nt i > = . .
component consists of a person’s likelihood or tendency to undertake a specific action or
behaviour towards the attitude object. Often this means theactual 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.
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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

ca. 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.

_— —r
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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 the 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 con sumer

may be asked to interpret a picture (Thematic Apperception Test), or fill ip g dialogue in a
cartoon, or write ten-twelve words describing a figure or an image. They can alsg pe 4 sked to
complete an incomplete paragraph (as story writing), or write the first word that comes Set0, mind
when a product/service or brand is mentioned or shown. Open ended ({H\?S'iiom like sentence
completion help reveal consumer insights and underlying feelings and opinions apoy product

ern

offerings, brands and the 4Ps. The problem with psychological tests is that inte; preta
; \tion may turn

out to be subjective and it requires trained psychologists as interpreters.

¢) Quantitative techniques, Rating scales or Attitude scales: Commom y us
wu (108

uhludg for
measuring attitudes is via attitude scales. Consumer survey questionnaires

ased on ratin

sca
are used to measure attitudes quantitatively. The most commonly used attitude W

scale is the Likert

scale, which measures consumer, reactions on a five point or on a sev
nt scale hc%’?d on

en T‘{
degrees of agreement and disagreement, or liking and d1shkmg Another g ale t

hat is COomin
used is the one that uses a bipolar scale comprising opposite adjectives 4t fadh nmonly
1

, A ; ! : exXtreme; ¢
known as a Semantic differential scale. While collecting responses may be i, P Whigis
ne ¢

COnsSuming
scales provide a means for quantitative analysis, and thereby lead to rej; able PELER
¢ ari(

valid findings.

P e
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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,

) Increased perspiration,

(3) More rapid breathing, Increased heart rate and blood pressure, and

@) 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 characteristically
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
feeling 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 your friends could name others that
did not appear on your list. Thus, it is not surprising that researchers have attempted to categorize
emotions into manageable clusters. Some researchers have suggested that three basic dimensions
— pleasure, arousal, and dominance (PAD) — underlie all emotions. Specific emotions reflect
various combinations and levels of these three dimensions. Following table lists the three primary
PAD dimensions, a variety of emotions or emotional categories associated with each dimension,
and indicators or items that can be used to measure each emotion.

A model of Emotion

Although a number of psychologists have tried to explain emotions, the most contemporary
theory is Schachter’s two factor theory. According to psychologist Stanley Schachter, the
experience of emotion depends on two factors, automatic arousal and its cognitive interpretation,
or meaning analysis. In this model, we recognize that the initial stimulus can come from the

external environment as well as from the inside of the organism, such as hunger pangs or a

headache.

Marketer can adapt or respond to customer emotions by (1) designing the stimulus and (2) aiding
grappretoal, The first intervention takes the form of making product or service designs

appropriate consumption emotions. The second t Akes the form of e o i

ing symbolism to products or services in advertising or in explaining certain aspects of the

attachung :
et i oy ations from the expected marketplace events or outcomes. For

the meanin

to fit

mark
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ssitive attempts to help a customer’s meaning appraisal process might include a
“plaining treatment procedures to a patient or a serer explaining why there is a delay
d at a restaurant.
sure Plutchik’s Eight Emotions y
1otions can be measured by rating the following triads of an adjectives, each rated on
e, ranging from “not at all” to “very strongly.” How do you feel at the moment?
‘hreatened, frightened, intimidated
fostile, annoyed, irritated
Happy, cheerful, and delighted
sloomy, sad, and depressed.
‘helped, accepted, trusting 8
: disgusted. Offended, unpleasant
: alert, attentive, curious
:Puzzled, confused, startled
r Moods 0
e simply emotion s felt less intensely, they are also short-lived. They are easy to induce,
wpear and disappear frequently and readily. They are pervasive in that we are always in
' of mood-happy mood or sad mood, pensive mood or careless mood, irritated or
amused or bored. Moods affect our behavior of the moment in general and our response
arketing activities to which we might be exposed at the time. For this reason, moods are
‘or marketers to understand.
re induced by external stimuli as well as internally by autistic thinking that is, recalling
ast incident or fantasizing about some event. Among the marketing stimuli that can induce
r negative moods are:
The ambience of the store or service delivery facility
'he demeanor of the salesperson
e sensory features of the product

The tone and manner of advertising

er it frustrates
one’s goals in attending to that message (e.g., if the salesperson is not knowledgeable or

lvertisement is vain, the customer may feel frustration at having wasted the time).

e consequences in terms of favorable or unfavorable customer response to

In research studies done by consumer Tesearchers, customers haye also been

reer longer in positive mood environments, recal] those advertisementg more that had

ositive moods, and feel more positive toward brands based on advertising that created

) "‘Il :\'-/-;n;‘v.:‘ﬁ‘h

Viood affects the sirategies used to process information by consumers. However there is

sam of research that states that positive mood reduces the processing of stimulyg

S
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information, 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 Sternthal 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
to recall as many brands as possible after this exposure, a positive mood helps them recall more
categories and more brands as members of these categories, thus increasing the number of brands
recalled compared to when they are in a natural mood. Corroborating this finding is the research
study by Barone, Miniard, and Romeo on the effect of positive mood on brand extension
evaluations. They show that a positive mood influences the perceptions of similarity between the
brand extensions. Both of these factors are important determinants of extension evaluations, and
positiVC mood enhances evaluation of brand extensions by influencing these determinants.
Thus, marketers could use advertising, point-of-sale material, celebrity endorsements, free
eral other strategies to induce positive moods in consumers to enable a more positive

gifts, and sev

evaluation of a
ercome their inability to actually bring the customer into the store by creating the mood or

ence within the web site. This might include the incorporation of store colors and

brand extension, thereby influencing choice. Marketers on the Internet attempt to

ov
ambi

backgfound music aimed at creating a favorable mood in the customer.

BU————————e LS
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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 Della 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.
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.
6. The term “Learning” generally covers all ranges of learning from simple reflexive

Tesponses to abstract concepts or complex problem solving capability.
Elements of Learning

involvement determines the consumer’s level of motivation to search for information about a

inotive so that they are ready to provide
ads for winter goods Just before winter

product / service. Marketers must be awarc of this kind of
product info right at that moment. For example, shoWing
and summer products just before summer.
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 can influence in the manner Consumers respond to g
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motive. For example, i
, in the mark - ;

T W PR e.zt place, price, styling, packaging, store display all
motive to buy a parti particular product from a group But if th e

a cu : e con 5
cues so that th pd lar product group, he may not buy. Markete Srp e oSl LR

ey don’t upset the con ' rs must be careful in providi
sumers’ - : ful in providin
c. Response: expectations driven by motives. o
Response is how th
e consum .
ot Ml e.rs. ;eact to the motives or a cue, and how they beh
’ r vi y ave.
occur. Responses appro iat sible) or covert (hidden or mental), but in eith R
: ria > | ’ er c :
cacing thak TS o? e to a particular situation are learned overti hrase (e
. ten mar ] ime thro’ . .
eriod of e b l;e.ters may not succeed in stimulating a purcha ex};;nence p
2 ! se.

consumer’s Ui e h in forming a favourable image of a particul PN

. e consumer is ready he is lik ular PrOduCt in the
d. Reinforcement: . , he is likely to buy that.
Reinforcement is an i

important ele A
S tiular response 10 oG 3 rfnent which increases the probability (tendency or likeli
einforced gL it uture as a result of a given set of motives dr bestfhage) o
: 5 e repeated, consumers can learn and,cues DERpiee
responding to . sir needs ot changing condition to develop successful means of
st

Behavioural Learning Theories

Various theories have b
een developed to explain different aspects of 1
earning. The most

acceptable are those based on sti
stimulus-response theory. These theories
assume that observ
able

response t0 8 ecific e e
p p external stimuli indicate that learning has taken :
aken place. When a
person acts or

responds in 2 pre
The “process” of
stimulus and the “outcomes” OI TESPONSe of learning. There ar isti

1 Classical (Of respondent) conditioning, and R i

2 Instrumental (
Classical Conditioning:
This theery says that all living beings learn from or taught by “repetiti Th
| tioning” W ' ion?®. This:i
conditionne which means a kind of spontaneous response to a particular si is is referred to as
ar situation achieved b
y

repeated exposu

stimulus with an
expOSuIe; the new stimulus will also begin to get the same or simil
; i milar response.
IVAN PAVLOYV, 2 Russian physiologist was the first to postulaie t:xe b
e above theory about

dictable manner to
a known stimulu
s, then he is said
to have “learned”

leaning is not at all 1
1 important here. The only important factors i
are “inputs” or

or operant) conditioning. They are discussed bel
clow:

re. Classical conditioni
n
g or respondent conditioning pairs or
connects one

ssical conditio
of dogs- The do

immediately after

is the “unconditione
f salivating: After a sufficient qumber of repetitions of this procedure, learni
, learning (conditionin
g)

occurs and the do
showed the same 1eSP

g are hun and A

%t, gave songlzymeat t: iﬁ:rtli}; war}t;l-lg for the food. Pavlov rang a bell, and
ek wiibind . gs. This caused the dogs to salivate. Here the’

_ ogs are already associated with it by s meat

0 ng a response

s started associatin ke
g L e f th;hb o1l sound (conditioned stimulus) with the meat and
g. That means now if the bell rang, the dogs would start

oSS
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salivating. Thus the pairing or associating of an “unconditioned stimulus” and a “conditioned
g

stimulus” is said to be successfully done. W

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 rééponse” 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. 440

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 modél of learning.
He suggested that most of the individual learning take place in controlled environment in which
individuals 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 animal 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 successful In the
context of consumer behaviour, this model is very important and applies 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 individua] 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, hag in fact
undergone instrumental learning. Presumably, this is the brand she is likely to continue buying,
Cognitive Learning Theory

There is another type of theory of learning, which doesn’t involve repeated trials or g connection

g the menta] faculty of
search for information,

mental activity js known

between a stimulus and response. This type of learning arises out of usin
the individual to discover things, perceive things, seeking knowledge,
sudden impulsive learning, solving problems, etc. Learning based on the

as “cognitive learning”. Human beings. are the most evolved .animals who have the t

. . . . ; mos

prominent characteristics of thinking, deliberation and problem solving. Unlike behaviourg]
oA aviour,

theories, the cognitive theories involve a complex mental processing of informat; d
3 on, an

emphasize the role of motivation and mental processes in producing the desired Tesponse

PR T
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Wolfgang Kohler’s experiment with a chimpanzee provides an interesting
understand this theory of learning. A chimp was placed inside a cage with a box in a
cage and bananas hung from the roof of the cage beyond reach. The chimp jumped ¢
and tried to reach the bananas, but in vain. Suddenly by impuise, the chimp placed |
under the banail;as and jumped from it to 7 2ach the bananas, and he got them. This =
the ape’s leafriing was not a result of repetition or trial-and-error, but because of sor
and a sudden ‘iﬁsight into the problem solving method. The bananas in this experin
rewards, but a kind of motivation to apply thinking and problem solving methods.

In the context of consumer behaviour, the individuals are considered to show prot:
‘behaviour and have active understanding of situations confronting them. This view
most importaﬁt‘ in understanding how consumers learn which stores, method of
products will best meet their needs.
For example, it can take the form of learning about the uses and benefits of new |
market, especially if they represent significant innovations: It can also explain hov
learn about existing products for which they have developed a recent interest or nee«
Communicainn and Persuasion
Communica‘iiOn with existing and potential consumers, for molding consumer be
must for any company. Persuasion is the subtle part of communication that wi
continued favourable behaviour of existing consumers and convert potential con
Customers. Communication and persuasion is important tool in the hands of the 1
by them to create a customer base large enough to generate profitability, to keep an
base, to keep existing business and develop it for further new business.
Communication can be defined as the transmission of information and message (o ¢
the media or personal contact, mail, print tele / electronic means and broadcas
feedback and learning from it is also a part of communication.
Communication Mix
Today the concept of communication mix is equally important for a company to achic
effective communication. The following are the elements from among which choi
made by the marketer in arriving at the most appropriate communications mix.
1. Face to face (vis-a-vis) meetings and interactions between sales force and customiers
7. Direct marketing by means of mailing of letter and catalogues, telephone, 1 ¢
convey jnformation, develop dialogue and achieve interaction.
3. Advertising in one or several mass media available like Print/Radio/T V/Internet.
ig) .Sales-promotion, which may include a variety of incentives, to stimulate trial purct

establish dialogue with the consumers.
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5. Publicity and Public relations exercises to project a general favourable image of the company

I
I ©

or the product to consumers at large.
Some Marketplace Beliefs and Myths Develop Due to Insufficient Communication

d these

assumptions solidify into beliefs and myths. Some examples particularly encountered in the

i

Where there is insufficient communication, consumers form their own assumptions an

developing world are the following:

= Price and Quality are directly related and therefore a low-priced product cannot
have good quality.

= A big company’s products are costlier per se and its consumer is made to pay for
the high overheads of the company.

= 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.

2N

Advertised goods are costly because customers pay for the advertiseme

nts.
Communication and the consumer profile

The profile of the consumer exhibits among other things ‘exposure to media’ and vultiest
Depending on these the marketer can decide op the selection of media for communication and the

the age, income, and education etc, of the consumer will
about the benefit of the product.
Strategies

the following:
= Economy of price
= Guarantees
= Value for money
= Economy in maintenance 2
= Technical features
=N

Expert endorsement
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Unit-8

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 will 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 merﬁbership 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 spouses, 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 complex1ty 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 11kely
to know every member personally and to be aware of every member’s specific role or activities in

the group.

4. Membership versus Symbolic Groups
Another useful way to classify groups is by membership versus symbolic groups. A ménibérshjp
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 fully 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
establishment 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, ;practices 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': by o 41
The sheer amount of!titne that people spend at their jobs, frequently more than thirty five hours
per week, provides amiple 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 thoséindividuals 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 dctivities of other team members. Members of informal work groups may
influence the consumption behaviour of other members during coffee or lunch breaks or after-
hours meetings. P!
g. Reference Groups

Reference groups are groups that serve as a frame of reference for individuals in their purchase
decisions. This basic con¢ept 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.

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 symbolic: 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 terms of the positive or negative influences they have on his or her valus,
attitudes, and behaviour. Four types of reference groups that emerge from a cross-classific .on of
these factors: contactual groups, aspirational groups, disclaimant groups, and avoidance gruugs.

1. A contactual group is a group in which a'person holds membership or has regular face-to-face
contact and of whose Values, attitudes, and standards he or she approves. Thus a contactual group
has a positive irifldetice on an individual’s attitudes or behaviour.

e e sy
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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 oppositicn 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
eénhance his career opport'mities. It is clear those individuals who hold the MBA degree serve ag
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

’I:he degree of influence that a reference group exerts on an individual’s behavioyr usually
QEpends on the nature of the individual and the product and on specific social factors. Thig 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 fu]]
information about it, is less likely to be influenced by the advice or example of others. On the
other hand, a person who has little or no firsthand experience with a product or Service, and does
not expect to have access to objective information about it (e.g., a person whg believes that
rt?levant, advertising may be misleading or deceptive), is more likely to seek oyt the advi
example of others. Wi
For example, if a medical student wants to impress his new girl-friend, he may take her tg g

restaurant that he knows from experience to be good or to one that has b .
een highly rec
ommended

nor information
others by taking

by the local newspaper’s Dining-Out Guide. If he has neither personal eXperience
he regards as valid, he may seek the advice of friends or imitate the behaviour of
her to a restaurant he knows is frequented by physicians whom he admires

7. Credibility, Attractiveness, and Power of the Reference Group

A reference group that is perceived as credible, attractive, or powerful cap -
1 induce consumer

ed with obtaining
they are likely to be

at is, they are more

attitude and behaviour change. For example, when consumers are concern,
accurate information about the performance or quality of a product or service
persuaded by those they consider to be trustworthy and knowledgeabje Tt;
Jikely to be persua-ied by sources with high credibility.

e e T —
S o
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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 4
The poténtial 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.

T
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Benefits of th

Reference group appeals have two principal benefits for the advertiser: they increase brand

e Reference Group Appeal

awareness and they serve to reduce perceived risk.
1. Increased Brand Awareness ; bis
Reference group appeals provide the advertiser with the opportunity tofgain and retain the

attention of prospective consumers with greatcr ease and effectiveness thaniis possible with many

other types of promotional campaigns. This is particularly true of the celebrity form of reference

group appeal, where the personality employed is generally well knowni to the relevant target

segment. Celebrities tend to draw attention to the product through thejr 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 announcenients.

2. Reduced Perceived Risk P g

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 wel

_the comments of an acknowledged or apparent expert. For eg. “If he says it worksg N come

must work.” > really

Common Man: When consumers are worried about how a product will affect them personally,

they are likely to be influenced by a common man endorsement or testimonia] Ho oo s

just like me are using the product” ; eg. “People
The Family and Family Life Cycle

The importance of the family or household unit in consumer behavioyr arises for ¢

1. Many products are purchased by a family unit. WO reasons:

2. Individuals’ buying decisions may be heavily influenced by other family memb

How families or households make purchase decisions depends on the e thers. .
members in the purchase, consumption, and influence of products. € various family
ducts like food
such as cosmetics or shaving cream, might be purchased by an indi:i,:zafs p‘?rSOnal care items,
or her own consumption. Homes and cars, on the other hand, are o flen purChamlly member for his
pethaps with involvement from children or other member of the o ;ﬁed by both spouses,
shopping malls often involve multiple family : members iging Clotiied family. Visits to
something with a heavy dose of influence by family member’s chij dren b n

and approved of by parents, whereas teenagers may influence the

Househo]
and soaps may be purchased by a person but consumed by many d pro

gtiand accessories,

ol biyy clothing paid for
N8 purchase of 5 parent.

s ——————s ;
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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 born 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 live together and interact to satisfy their personal and mutual
needs.

What is a Household?

The term household is used to describe all person, both related and unrelated, 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 Affectiﬂg Families and Households

M urketers 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.

P
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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 ; SR
Four basic functions provided by the family are particularly relevant to a discussion of consumer
behaviour. These include: ) i3

(1) Economic Well-Being 1wy
Providing financial means to its dependents is unquestionably a basic fa;r’ﬁly function. How the
family divides its responsibilities for providing economic well-being has ‘changed considerably
during the past 25 years. The traditional roles of husband as econofr‘iicprovider and wife as
.- homemaker and child rearer are still valid. The economic role of chlldrén 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"k'éi.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. i
/(3) Suitable Family Lifestyles

Another important family function in terms of consumer behaviour is the establishment of g
suitable lifestyle for the family. Family lifestyle commitments, including the allocation of time,
greatly influence consumption patterns. 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 beha "
consistent with the culture. These generally include moral and religious pﬁncibles inte: VIO:;
skills, dress and grooming standard, appropriate manners and speech, and the select,ion offper'sogl
educational and occupational or career goals. Marketers often target parents looking fi s.mta ¥
in the task of socializing preadolescent children. & Ior assistance
Family Life Cycles ‘

Families pass thrbugh a sexjes of stages that change them over time. This
been called the family life cycle (FLC). The concept may need to be cp

: ; anged t i
cycle (HLC) or consumer life cycle (CLC) in the future to reflect changes"giﬁ 3 y ‘housimld o

TR society. However,
aviolir.

Process historically has

we will use the term FLC to show how the life cycle affects consumer beh
Family Life Cycle Characteristics ‘ o
The traditional FLC describes family patterns as consumers m, K

A arry, have cHi
lose a spouse, and retire. cHildren, leave home,
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1. Young Singles
Young singles may live alone, with their nuclear families, or with friends, or they may co-habitate
with partners in this stage. Although earnings tend to be relatively low, these consumers usually
don’t have many financial obligations and don’t feel the need to save for their futures or
retirement. Many of them find themselves spending as much as they make on cars, furnishings for
first residences away from home, fashions, recreation, alcoholic beverages, food away from
home, vacations, and other products.
2. Newly Married Couples
Newly married couples without children are usually better off financially than they were when
they were single, since they often have two inéoﬁles available to spend on one household. These
families tend to spend a substantial amount of their incomes on cars, clothing, vacations, and
other leisure acﬁyiﬁgs. They also have the highest purchase rate and highest average purchases of
durable goods (particularly furniture and appliances) and appearv to be more susceptible to
advertising. VA
3. Full Nest I
With the arrival of the first child, parents begin to change their roles in the family, and decide if
one parent will stay to care for the child or if they will both work and buy day-care services. In
this stage, families are likely to move into their first Home; purchases furniture and furnishings for
the child; and purchase new items such as baby food, toys, sleds, and skates. These requirements
reduce families’ ability to save, and the husband and wife are often dissatisfied with their
financial position.
4. Full Nest II
In this stage, the youngest child has reached school age, the employed spouse’s income has
improved. Consequently, the family’s financial position usually improves, but the family finds
jitself consuming more and in larger quantities. Consumption patterns continue to be heavily
influenced by the children, since the family tends to buy large-sized packages of food and
cleaning suppliers, bicycles, music lessons, clothing, sports equipment, and a computer.
5. Full Nest IIT
As the family grows older and parents enter their mid-40s, their financial position usually
continues t0 improve because the primary wage earners income rises, the second wage earner is
receiving 2 higher salary, and the children earn from occasional and part-time employment. The
family typically replaces some worn pieces of furniture, buys some luxury appliances, and spends
money on education. Families also spend more on computers in this stage, buying additional PCs
for their older children. Depending on w}llere children go to college and how many are seeking
higher cducation, the financial position of the family may be tighter than other instances.
6. Married, No Kids s \
Couples who mary and do not have ghildrén are likely to have more disposable income to spend

], and entertainment than others in their age range. Not only do they have fewer

s, these couples are more likely to be dual-wage earers, making it easier for them to

expense .
retire earlier if they save appropriately.

Consy
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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 independently or because they co-habitate
with partners), either group 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 pressur
for the future, since there is no second income on which to rely as they get older.

8. Empty Nest I , s

At this stage, the family is most satisfied with its financial position. The childrdn have left home
and are financially independent allowing the family to save more. In this stfage discretionary
income is spent on what the couple wants rather than on what the children need. Therefore, they
spend on home improvements, luxury items, vacations, sports utility vehicles, food away from
home, travel, and product for their grand children.

9. Empty Nest IT

But this time, the income earners have retired, usually resulting in a reduction in income and

€ to save

disposable income. Expenditures become health oriented, centering on such items as medical
appliances and health, and medicines. But many of these families continue to be active ang in
good health, allowing them to spend time travelling, exercising, and volunteering. Many continue
working part time to supplement their retirement and keep them socially involved,

10. Solitary Survivoer

Solitary survivors be either employed or not employed. If the surviving spouse hag worknd
outside the home in the past, he or she usually continues employment or goes back to work tq live
on earned income (rather than saving) and remain socially active. Expenditures ¢ -- “lothing ang
food usually decline in this stage, with income spent on health care, sickunc:-

- “are, travel
entertainment, and services.. Those who are not employed are often on fixed incomes apg may

move in with friends to share housing expenses and companionship, and some may choose tq

remarry.
11. Retired Solitary Survivor

Retired solitary survivors follow the same general consumption patterns as solitary gy
however, their income may not be as high. Depending on how much they have been able
throughout their lifetimes, they can afford to buy a wide range of Products. Thege
have special needs for attention, affection, and security based on their lifestyle choiceg
Family Decision-Marking

TVivors;
to save
individua]g

Families use products even though individuals usually buy them. Determining what product
cts

2 ou
buy ‘he_'ll s a (:OlnpliCated pI'OCGSS inVOIH.Ilg a ba-liety Of [OIES EIIld aCtOlS‘ {

Role Behaviour 23ife

Families and other groups exhibit what sociologist Talcott Parsons called inStfﬁihental and
expressive role behaviours. 1)
= Instrumental roles, also known as functional or économic roles, involye financia]
performance, and other functions performed by group members, X

4

ey, ransmemea B ey

CavaaTseay
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= Expressive roles involve supporting other family members in the decision making process
and expressing the family’s aesthetic or emotional needs, including upholding family
norms.

Individual Roles in Family Purchases
Family consumption decisions involve at least five definable roles, which may be assumed by
spouses, children, or other members of a household. Both multiple roles and multiple actors are
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 the buyers. One or both of the parents may be the decider and the buyer, although
the children may bg important as influencers and users.
Family Roles
For a family to function as a cohesive unit, roles or tasks-such as doing the laundry, preparing
meals, setting the dinner table, taking out the garbage, walking the dog must be carried out by one
or more family members. In our dynamic society, €tc. family-related roles are constantly
changing.
Key Family Consumption Roles
The roles played,by the different family members will vary from product to product. While
shopping in the market, a housewife comes across a new variety of juice that she buys for the
family. Her decision to purchase does not directly involve the influence of other family members.
She is the decider, buyer; but she may or may not be the preparer and is not the only user. In case
of products such as television, car, music systems, furniture or any other product which is likely

to be used by sOme or all the family members, the purchase decision is likely to be joint or group
decision.

There are eight distinct roles in the family decision-making process. A look at these roles
provides further insight into how family members act in their various consumption related roles:
1. Influencers: Those family members who provide information and advice and thus influence

the purchase- The housewife tells her family -Uout the new eatery that has opened in the

neighbourhood and her favourable description about it influences her husband and teenaged

children. :
2 Gatekeepers: Those family members who control the flow of information about a
product/SCI'Vice thus influencing the decisions of other family members. The teenaged son who

wants 2 racing bicycle, may withhold from his father much of the relevant information on all
prands except the one that he fancies, thereby influencing his father’s decision in favour of his

preferred prand. ofikt din At | |
3, Deci mbers who have the power t0 unilaterally or jointly decide whether or not

ders: Family 7€

{0 buy @ product O service. The husband and wife may jointly decide about the purchase of a new
0 rof
refrigerator-
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4. Buyers: Those family members who actually buy a particular product or service. A housewife
may be the person who actually buys all the foodstuffs, rations and toiletries, which are consumed
by all the family members. :

S. Preparers: Those family members who transform or prepare the product into the form in
which it is actually consumed. The housewife may prepare the family meal uging raw vegetables,
lentils, spices, oil and other ingredients. g : '; “'

6. Users: Those family members who use or consume a particular product orgsférvice. All family
members may use the car, watch the television, and listen to the stereo music sg;ét‘em,

7. Maintainers: Family member(s) who service or repair the product so that jt will provide
continued satisfaction. HETd ‘

8. Disposers: Family member(s) who iniﬁ'éiié or carry out the disposal or discontinuation of
particular product or service. g S S Wi S r

Social Class and Consumer Behaviour oo

a

Social class is more of a continuum, i.e., a range of social pbsitions, on which each memper of
society can be place. But, social researchers have divided this continuum into 4 small number of
specific classes. Thus, we go by this framework, social class is used to assign individuals or
families to a social-class category. T
Social class can be defined as ‘The division of inembers of a society into a hierarchy of distinct
status classes, so that members of each-gl,ass have relatively the same status and the members of
all other classes have either more or less status.”
The main characteristics of Social class NI,
1. Persons within a given social class tend to behave more alike
2. Social class is hierarchical ik
3. Social class is not measured by a single variable but is measured as a weighted function of
one’s occupation, income, wealth, education, status, prestige, etc.
4. Social class is continuous rather than concrete, with individuals able to move ipt, a higher
social class or drop into a lower class.
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 ambi-alent as pot perceived as long-term
substantial group '

@i Aangi g

Customerg Constitutes g

e Target with value-oriented strategies.

[
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Factors showing social class differences . i« <

Status, value & 0, et
S1.No prestige : Social ¢lasses of .. Factors affecting social class
enjoy"e_gl o ! 5
1 i1 v | Lower Lower levél occupation with no authority, less
Low income, and no education or minimum education.
class
by For example, labour class or clerks etc.
2 - i ‘ ' .
: Graduates, or postgraduates executives’ managers [0) 74| T
3 Middle companies with authority, drawing handsome salary
Medium ;. Class ‘ .of which certain amount can be saved and invested.
‘ - _For example, executives or middle level managers of
companies
! Authoritative person, drawing handsome salary, very
5 Higher Lo . T
High often professionally qualified, working in a very
" class -, | senior position or a person born into a rich family,
with a good background of education.
:

T
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Unit -9

CULTURE AND CONSUMER BEHAVIOUR

Culture - Meaning ; .

For the 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 all
members of that society. Howard and Sheth have defined culture as “4 selective, manmade way
of responding to experience, q set of behavioural pattern”. Thus, culture consists of traditional
ideas and in particular the values, which are attached to these ideas. It includes knowledge, belief,
art, morale, law, customs and all other habits acquired by man as a member of society. An
accepted concept about culture is that includes a set of learned beliefs, values; attitudes, habits and

forms of behaviour that are shared by a society and are transmitted from generation to generation

within that society.

Culture is learned through the following three ways: kg
1. Formal learning: parents and elders teach children the proper way to'behave. For instance,
you have been taught that you need to study to be successful and happy in life. This learning

may influence your Iesponse both as a student and individual towards education.
2. Informal learning: we learn by imitati

to done such as painting, dancing, singing etc.
Characteristics of Culture
a Culture is learned.
b Culture regulates society —Norms, Standards
c Culture makes life more efficient
d. All members follow same norms.
€ Culture is adaptive,
f Culture is environmental.
g Multiple cultures are nested hierarchically.
Culture also determines what is acceptable with
people wear, eat, reside and travel. Cultural valyes j
age and seniority. But in our éulture today, time scarcj
change in meals. Some changes in our culture:

1. Convenience: as more and more women are joining the work force there is an

demand for products that help lighten and'relieve the dailys household chores, and make life more
hing machines, microwaves,
cookers, Mixer grinders, food processors, frozen food etc; ;-

2, Education: People in our society today wish to ac
would help improve their career prospects. This is

increasing

ient. This is reflected in the soaring sale of;
conveni g sale of \Was Pressure

: ; : +'50 many
professional, career oriented educational centres are coming up, i

Pr——
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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 retailing 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 acquiring products such
as air-conditioners,;cars CD players etc, which adds to our physical comfort as well as status.
Types of Culture: !

= National culture: The culture prevalent in a nation, common to everyone

= Popular culture: The culture of the masses with norms of mass appeal

= Subculture: The culture of a group within the larger society. Group identification based

on nationality of origin, race, region, age, religion, gender, etc.

= Corporate culture: The company’s values, rituals, customs, myths and heroes
Cultural Influences on consumer
Culture is that complex whole which includes knowledge, belief, art, law, morals, customs and
any other capabilities and habits acquired by humans as members of society. Culture influences
the pattern of living, of consumption, of decision-making by individuals. Culture is acquired. It
can be acquired from the family, from the region or from all that has been around us while we
were growing up and learning the ways of the world. Culture forms a boundary within which an
individual thinks and acts. When one thinks and acts beyond these boundaries, he is adopting 2

cross-cultural behaviour and there are cross cultural influences as well.

The nature of cultur
and thinks like the other members of the same culture. It is all pervasive and is present

al influences is such that we are seldom aware of them. One feels, behaves

everywhere. Material culture influences technology and how it brings cultural changes like use of
telephones, mobile phones, clothing styles and fashions, gives the marketers a chance to improve
roduct, packing, etc. to meet the needs of the customers. Norms are the boundaries that

the p
e s ets on the behaviour. Norms are derived from cultural values, which are widely told

beliefs that specify W
natural to obey them.

How we greet people,
ear and any other patterns of behaviour. Culture keeps changing slowly over time; and is not

Changes take place due to rapid technologies. In case of emergency, war, or natural

hat is desirable and what is not. Most individuals obey norms because it is
Culture outlines many business norms, family norms, behaviour norms, etc
how close one should stand to others while conducting business, the dress

we W

static.

calamities, imarketers and managers must understand the existing culture as well as the changing
=]

sulture and culture of the country where the goods are to be marketed. Major companies have

d themselves to intern

adapte
the W orld.|Procter & Gamble and other companies give cross-cultural training to their employees

By m akings cmss-cultural mistakes, many companies have difficulty in pushing their products for
(i) Coca Cola had to withdraw its 2 litres bottle from Spain, because it did not fit in the

ational culture and are accepted globally. Coca Cola is sold all over

example;
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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 are three broad forms of cultural values as shown in the following figure.
I.  Other Oriented Values il 8 ‘

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
successful.

d. Adult/ child theme: Is family life concentrated round children or a
children play in decision-making?

e. Masculine/ Feminine: Whether the society is male dominant o
balanced.

f.  Competitive/ Cooperation: Whether competition leads to succe
forming alliances with others. '

theme is more
dults? What role do
T Women dominant or

ss. This is achieved by

g. Youth/ age: Are prestige roles assigned to younger or older
American society is youth oriented and Korean is age oriente
mature people in Korea.

IL. Environment Oriented Values

members of the society.
d. Decisiong are taken by

Cleanliness: If a culture lays too much stress on cleanliness. There is
creams, soaps, deodorants, insecticides, washing powder, vacuu
countries, a lot of emphasis is placed on this aspect and perfumes ap,

a. Performance/ status: A status oriented society cares for hj

chooses quality goods and established brand names and high priceg items. Thyjs ig true f,
s e
the United States, Japan, Singapore, Malaysia, Indonesia, Thailand s or

. ‘ : i _ most Arabic
countries. In performance oriented societies, where rewards and Prestige is bageqd
on an

rand nameg, Products which
used. Germang do not gjve the

Scope for the sale of beauty
m cleaner, etc, In western
d deodorants are widely used.
gher standards of living, and

individual’s performance, less importance is given to b
function equally well and may not be big brand names are
same amount of emphasis to brand names. The marketers adopt strategjes accordingly,

b. tI‘radition/ change: Traditional oriented societies stick o the old produyct and resist
Innovation or new techniques. In traditional societies, there is less scope for ney products
and old traditional products are in greater demand, In somé societies which are l.lpwardl):

mobile, consumers are looking for modern methods, new products, new models ang ne
. J i W
techniques.

C. Risk taking/ security: An individual who isin a s

ecure position and takeg 5 tisk can pe
either considered venturesome or foolhardy. This

depends on the culture of the 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.

III. 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.

¢. 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.

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

Race: Asian, black, white

Age: young, middle aged, elderly

Sex: Male, Female

Occupation: Farmer, teacher, business

Social class: upper, middle, lower ‘

Geographic regions: South India, North-eastern India

Regional, Ethnic, and Religious Influences on Consumer Behaviour '

The three major aspects of culture that have important effects on consumer behaviour are

regional, ethnic, and religious differences. Firstly, consumption patterns may differ in various

=3 333 083.0038

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 easily 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 b,e 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 bltiinti fire
information processing, decision styles, and consumption  patterns. Gendhs Ssiome aits,
throughout lifetime, influencing customer values and preferences. Gender shows d?fsflsi::

tion patterns and perceptions of consumption situations — :
consump p percep P tuations —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 value 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

5z 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 consumers 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.”

—
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A company can enter a foreign market as a
= Domestic exporter
= Foreign importer
= Foreign government-solicit the firm to sell abroad
The firm’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
i 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.

23 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 sel]
soap

Cross-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

angllysis can provide marketers with an upderstanding 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 Leadershiy is the process by which one person (opinion leader) inf .

actions or attitudes of otlirs, whoymay be opirr)lion seelfers or merel)ylrz)i())irrr:ilcz)l:y ln'ﬂ lfences the

definition of opic.on leadership emphasises on informal influence. This informal fr]eClplents.. 'Ijhe
Oow 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

¢ When information is generated in the course of normal interaction ¢
of a group

o
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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 Adyvice

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 they 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 seék
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 commumnication

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 trying to reassure him that his purchase decision was right.

P i 25 |
Cons. " =r Behaviour



School of Distance Education

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 sharc 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. ' '

4, Message involvement:

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 Surf’s
“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 purchase 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 durable
products, books, etc.) and are very hard to find. Usually, opinion leaders are knowled
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 haye market inyol
volvement,

geable about

rather than product involvement of the normal opinion leaders. They are people who actj 1 k
ctively see

and are a great
discounts at that
0 visit for which

market information which they feel may be useful from friends and relativeg
source of information like — which place offers the best deals, where there are
time of the year, what new products/brands are in the market, which outlets t
product, the new outlet in 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:

e Reduction in customer recruitment cost
e Generation of more and more loyal customers
e Expansion of customer base
e Reduction in advertisement and other sales promotion expenses
o Benefiting customer selectivity approach
e Increase in the number of proﬁtable customers
e [Easy introduction of new products
e Easy business expansion possibilities
e Increase in customer partnering. Etc.
Building Customer Relationship Management:
Step 1: Acquisition: It is a vital stage in building customer relationship. The acquisition procesg :
constitutes the following stages.
¢ Enquiry
¢ Interaction
¢ Exchange
4 Co-ordination
¢ Adoption
Each one of the above stages assumes a significant role in the acquisitiop
stage, the prospective buyer undertakes a detailed enquiry with reg
pertaining to the organisation, product, nature of transaction and all other
stored the information he passes on to, the interaction stage, where the cus

process. In the enquiry

ard to severa] aspects

related aspects. Having

tomer interacts with the

organisation and obtains additional information, clarifies and ensyre
S already collected

information.
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Terms of exchange, mode of delivery and other 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): Interaction plays a lead role in building
customer relationships. CIM constitutes the customer relationship technologies with additions of
technology-based interactive solutions. The interactive channels that are currently available
enable very effective customer interactive communications, which leads to CIM, which further
leads to relationship building.

In view of technnlogy growth, the interaction management is facilitated by communication in
terms of media, message, speed, accuracy, distance, content, reach, repetition etc. The customer
interaction management stands for intensive interaction between customers and the organisation,
which is supported by technology-enabled 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.

¢ Outsourcing

Step 3: Customer Retention: The focus of the organisations is more on customer retention than
simply on customer acquisition. Customer retention is the process of keeping customers in the
customer inventory for an unending period by meeting the needs and exceeding the expectations
of those customers. It is the approach of converting a casual customer into a committed loyal
customer.

CRM is 2 complete system with a number of inter-linkages- beginning with what type of
consumers should be targeted to finally obtaining efficiency in it. Unless an organisation has a
holistic view of CRM, it may begin to concentrate on those aspects of CRM may not have critical
Jinkages With the other important dimensions of marketing. Online processing or customer call-
centres alone cannot lead to 2 successful CRM. A CRM has to start with a good database of
consumers and it should have a historical perspective on them. For example, it should be possible
for a CRM programme 0
and advocates. CRM strategies have to take into consideration these differences to qualify

consumers for 2 CRM i
beneficial both to the company and its consumers and holds true in the case of both consumer and

industrial products.

E-CRM: ’ :
E-commerce really is not a new game- It S an exfensmn of the game we have been playing A
the dawn of commerce- the game of creating. .mal.ntaining, and expanding customer relationships.
To play the game of business in this century, lt.’S important to know what e-commerce can do for
you and how it’s changing customer expectations. Working with the touchstone of your CRM

o use new rules and the new tools offered by e-commerce to satisfy

have specific strategies for prospects, first-time buyers, repeat buyers

programme- This is important because a CRM programme has to be

strategy, you will be able t
your customers.

The Internet can enable your CRM strategy in three ways:
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Level 1: Getting information out to customer: The Internet can provide an avenue for getting
information about your business and your products and services to your current and potential
customers. At its most basic level, this means letting them know you are there and how to reach
you in the “real world”. It can be as simple as a Web-based brochure that describes: your products
and services and tells customers where you are located and how to reach you by phone.

Level 2: Getting information back from customers: The next level of sophistication means you

not only provide information to your customers, but also learn more about them:and from them.

The Internet allows you to collect all sorts of useful- and sometimes not so useful- data about your
customers. Sometimes this means Customers respond to questions and provide you useful

information. In other cases you may be able to collect information that’s very,useful to your

business without interfering at all with the customer experience. i

Level 3: E-commerce sales: At its highest level, you can use the Internet to deliver products and

services to your customers, You can have mutually rewarding relationships with; customers you

never see, meet, or speak with! Your entire relationship can successfully exist in cyberspace. With

the technology available today, you can sell your products over the Internet, respond to customer

questions., offer additiona] products and services based on previous purchases, .and evaluate

customers’ satisfaction with your offerings- all without ever dealing with them in person.

Leveraging the Internet can free up resources to deliver higher levels of value to customers in new

ways.

Level 4: Getting Information out to Customers: With half of American households wired to

the internet, and the numbers growing throughout the United States and the world, you should

eXpect your customers to search the Web for information about you and your products and

services. From a CRM standpoint, it’s helpful to think about this leve] of Internet activity in two

ways, passive and active.

Consumer Movement

The consumer movement is an effort to promote consumer protection through an organized social
movement which is in many places led by consumer organizations, It advocates for the rights of
consumers, especially when those rights are infringed by the actions of Corporations, governments,
and other organizations which provide products & services to consumers.

The terms "consumer movement" and “consumerism" are used as €quivalent terms in much

products meet standards, cooperative

. Y of consumer interest, as well as the
consumer o+ ‘ment itself. The term "consumer movement"

groups and :assroots activism to promote consumer int
corporations or policies of government,

80 the "consumer movement" is a subset of the discipline
of "consumerism".

T€ consumers are generally ignored and
» CONSUMErs come together for 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
community, such as hoarding, adulteration, 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 Saféety, Right to be Informed, Right to Choose, and Right to
Redress: " P

Advertising and technology are the two driving forces of consumerism —

The first driving force of consumetism 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 MAKIN G

Decision making is an art and a science which has been studied over generations. The secret of
marketing lies in learning 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
decision 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, different processes can be
defined for decision making.

Decision making mainly depends on the involvement of the customer. There are high

3 Similarly, there are consumer

compared to commercial products because the amount of investment in industrial products is also
huge. i
Thus based on the above arguments, there are mainly 3 types of decisjon making processes which

can be defined.
1. Extensive decision making process — This type of decision making process is used when

the product is a very high involvement product, possible a high investment product as

well. Typical examples include buying a house for consumer, or buying a new

manufacturing plant in case of industries. In both cases, there are multiple people

involved, and the decision making is extensive as the customer wants to get i
imum

benefits. There are also risks involved in such endeavours, hence EXtensive decisi
g ecision
making is done.

i _ ; » the investment is
nominal and not very high. At the same time, you have some experience with th )
e produc

. S, you do not g ’
much time on buying these products. Nowadays, the limited diis pend as

as you regularly watch television and you regularly sit in carg, Thu

ion making process is
know a ot about the
ion making js dependent
as well as the amount of

further helped with the presence of online media, where people
product w! ile sitting at home itself. The speed of the limiteq decis
on the customer experience and his knowledge about the product
time he has to make th= decision.

3. Routine decision mai-‘ng process — Routine decisior, making h
like buying a soap or shampoo. In this case, the customer ig
brand for a long time. He is unlikely to switch to differe

appens in day ¢, day life
more likely to stjc) to a single
nt brandg because he wants to

a lnt of thingg Which influence

A r 8 5y FMCG compapies, This is
because, the routine things are brought over and over again. Ang once the
com

such a customer, they are likely to reap long term profits from the same cust
? 'ome

invest minimum time in routine decision making. There are
the routine decision making process, like regular advertisir

pPany gets
T.
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hus, the above 3 are the i ‘o
and the amount of investr(rilgrffrizntt}:ype DRCEN Bi DepenGinsfon HeIgpe f
e e product, the decision making process may erpy ;o:rlxls;omer,
Consumers are different. . g
ot i ir:lp::::(z;leg};the dec%5fon making process is the same, they have varyi
s STHE ;nal decision. ?onsumer behavior models’ heh; a z;;afy;;fg
ke aky 4 marke:’ range of variables that could explain consumer beh (?ter o
i, T T it err understand and predict buyer behavior, and the :]llon -
i . e decisioi p n?aiams and strategies. Researchers have attempte):i t: p the
MRl e ng consumer behavior from varying N study
o 7 A AR, impmSiv.e ese -models have evolved from the economic arad's’ g
o tho informsion Pie0esso o,f P;Elotlonal and vulnerable social consumer of thI:: 195lgm ¥
post 1980's. Ih purchase bl e 1960°s and 70s, to the cognitive a 1 rational Wi
purchase is regarded as an outcome afVe plpicgolied eamanatcopiic s ot i
purchase is regarded as @ learned behavc‘) D i il e ljatad) s
. jour; and the habit paradi - L
established routine pattern of behaviour. e is regarded as a pre-

Models of Consumer (Approaches of Consumer)

Co :
nsumers approach the marketplaces differently; they go though the buyi
uying decision proces
s

differently as
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Models of Consumer Behavior
The 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
orientations impact the buying decision process and overall buyer behavior. P04

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 category, viz: Economic model, Psychological model,
Psychoanalytic model and Sociological model bl ¥t

¢

)

i) The Economic model: The economic model explains buying behavior from an economic
perspective; the assumption is that resources are scarce, viz. a viz unlimited 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.- i
Economic models can be further classified into Micro. economic models and iMacroeconomic
models.

a. Micro economic models: ; Vil WLl
The micro economic models focus on the act of purchasing; they focus on ‘what an average
consumer would purchase and in what quantity; 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 valye utility.
With resources being scarce, they would allocate money on their purchases in a way that satisfies
them maximally. The consumer decisions are thus based on benefit to cost ratio; the consumer
would settle on an alternative that provides the highest ratio in terms of marginal utility.

The limitation of studying consumer behavior with this orientation is that consumers are
not always rational, and they seek average /adequate satisfaction and not total satisfaction. Also,
consumers assess the benefit to cost ratio differently; they define the two variables “cost” and
benefit” variedly; the issue is subjective. The view is
during the buying process.

b. Macroeconomic models:

also silent about other forces that operate

The macroeconomic models focus on the overall trend in the economy that has an impact and is

also impacted upon by buying patterns. They focus on the aggregate flows in the economy.
Conclusions about consumer behavior are made after analyzing such flows. This approach could
also be studied with two orientations: '
a) Relative income hypothesis: A persons’ €xpenses are:influenced b

y his social Surrounding and
group. With his income being constan; the relative; expenses and

: ; the resultant savings will not
change, until and unless, there is a big change in the fota] income. The hypothesis holds that what

and how much a consumer spends is not solely dependent on income, but is influenced by peers
b) Permanent income hypothesis: Even if the total. income increases, people initially exhibjt
inertia towards spending as they want to accumulate wealth; so purchasing pattern does not
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change immediately.

The limitations of studying consumer behavior with this orientation is that the view is

silent about other forces that operate during the buying process. _
ii} The Psychological model: The psychological model, also called the Learning Model or the
Pavlovian Learning Model, was proposed by classical psychologists led by Pavlov. According to
this model, consumption behavior and decision making is a function of interactions between
human needs and drives, stimuli and cues, responses and reinforcements.

People have needs and wants; They are driven towards products and services (stimuli 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 experiences of the
buyers; and learning is a product of information search, information processing, reasoning and
perceptjon. Reinforcement leads to a habit formation and the decision process for an individual
becomes routinized, leading to brand loyalty. Consumers also learn through trial and error and
resultant experiences that get stored in our memory.

The limitations of studying consumer behavior with this approach is that the model seems
incomplete. Learning is not the only determinant in the buying process and the decision making.
The model totally ignores the role played by (a) other individual determinants like perception,
personality (the sub-conscious), attitudes; as well as (b) interpersonal and group influences.

iii) psychoanalyﬁc model: The psychoanalytic model was proposed by Sigmund Freud. The
el tries tO explain consumer behavior as a resultant of forces that operate at subconscious

mod
level. The individual consumer has a set of deep seated motives which drive him towards certain

buying decisions

According 0 the model, buyers needs and desires operate at several levels of
consciousness: Not all of the behavior is understandable and explainable by the person. Also not
all of human behavior is overtly visible and explainable. Sometimes, the behavior may not be

realized and understood by the person himself. Such causes can be understood by drawing

inferences from ob

There have
se are a) Gestalt model b) Cognitive theory

it model: The model based on Gestalt principles (meaning “patterns B

servation and casual probing.
been two more contributions that have been made to the psychoanalytic

» lays emphasis on the perceptual processes that impact buying behavior.

According to this model, consumption behavior and decision making is based on how a

consumer perceives 2 s
¢ external cnvironment and his own prior experiences.

timuli ( the product and the service offering and the 4 Ps) viz a

e viz.th
 Lbe Cognitive theory:

who faces 2 feeling
s faced with many alternatives, all of which seem desirable. Post-purchase,

The model proposed by Leon Festinger, views the consumer as one
of anxiety (dissonance), while he is making a purchase; this is

pecause he i
nance incre
tries to get out of this state as soon as he can. So a buyer gathers

his dissO ases even further. There is an imbalance in the cognitive structure;

and the consumer

,M":mr—'
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information 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, friends, 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 IMPLICATION

-Consumers’ are price sensitive; they look out
for a value proposition and thus buy those
1. Economic offerings 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
a. Micro sales promotion can also impact buying
decisions to his favor.

Consumer purchases are affected by
b. Macro fluctuations in the economy.

-Consumers learn from experiences of self and
others. .
-They would buy products and services that are
rewarding and  would bring  positive
reinforcement.

-Marketers should arrange for product >
2. Psychological 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 alsg
affected by hedonic elements. The marketer
3. Psychoanalytical also needs to understand the consumer psyche
and design the 4Ps accordingly; this hag
implications on pricing and promotion.

|

This has implications for brand management;

a. Gestalt branding, brand associations and ima ery.
-This is related to post- purchase behavior; the
b. Cognitive marketer needs to help minimize the

consumer’s post-purchase dissonance.

- A persons’ purchase behavior is affected by
his culture, sub culture and socia] group;
4. Sociological ,

- Opinion leadership and social &roup appeals

‘Jm
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II. 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-Minia_lrd
(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, LPS 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 stimuli 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, Symbolic, (both of which are commercial
and can be 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.

e Significative stimuli: The product/brand information that the marketer provides, comprises

the significative component; it deals essentially with the brand characteristics. - Symbolic

S

P ; m
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M

stimuli: this is the psychological form with which a buyer perceives the product and

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
advertising and promotion efforts.

e 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 constructs 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
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 ag 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 learning constructs are seven in number, and range from g
buyer’s motive for a purchase to the final satisfaction from a purchase; the interplay of these
constructs ultimately leads to a response output or a purchase. The motives refer to the goals
that a buyer seeks to achieve through a purchase and the corresponding urge towards actiop or
the purchase aptwity. The brand comprehension is the knowledge and informatjop that the
buyer has about the various brands in his evoked set. The buyer forms ap order ¢

i ) f preferen
for the various brands; this order of preference is based on the choice ¢ i ce
Tite

g ey L ria dec' 1
mediators). The decision mediators are the evaluative criteria and the applicati (decision
1Catio

rules by the buyer to the various purchase alternatives. 1 of decisions
Based on the choice criteria, the attitudes are formed for the varying brinds -

reflect the predisposition of the buyer; preference toward alternative brands- . The a.ttltudes

like/dislike towards the offerings. The brand potential of the evoke » and, feelings of

d :
set deterrnmes the buyer's
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perception and confidence level of the brands that he is considering to purchase. The purchase
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, intentiop 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 wiich 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 reférs 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 Vvariables 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.
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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 ; hterplay
between the attitudes and the motives. In other words, the search for information and the
conclusions drawn would be filtered by perceptual bias (that would be a resy); of, attitnd
confidence, search and motives). It may alter the existing patterns of motives and ey .e,
thereby leading to a clnge in the attitude towards the brand, brand comprehension mot'ena,
purchase intention and/or action. The final purchase decision is based on the interactio;l ¢ 1ves,
brand comprehension, strength of attitudes towards the brand, confidence ip, R det\.w?en
and purchase intention. The actual purchase is influenced by the buyer's intentions ang ; f:c.1s10n
which he confronts. The entire process is impacted by various exogenouys variab] lnh.lbltOI'S,
importance of purchase, price, time available to make the purchase, social anq cultur Pt
etc. After the purchase, the buyer experiences satisfaction if the performance match 1
exi)ectation; this satisfaction would strengthen brand comprehension, reinforce :;:
associated with the buying situations, and strengthen the intention to repeat purch
With a satisfying purchase decision, the buyer learns about buying in Similar _ase of the brand.
Situa

behavior tends to gt routinized. The purchase feedback thus influences the ¢ R .
. Onsumers’ attitudes

al influences
and exceeds
¢ confidence
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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, Blackwell and Kollat’s Model: Engel-Blackwell-Miniard Model of Consumer
Behavior:

The Engel, Kollat and Blackwell Model, also referred to as the EKB 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). ;

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 sﬁmuli
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).

Const mer Behaviour
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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, beliefs, attitude, personality, values, lifestyle, normative compliance, etc.

St External influences: The 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 other

normative influences; situational influences include consumer’s financial condition.

Marketing implication of the Model

The decision process comprises five stages from need recognition to outcome. The outcome in the

form of satisfaction/dissatisfaction acts as the input in then next cycle of a similar purchase. Each

of the components is directly or indirectly impacted by environmental influences, individual

differences and social influences.
The model incorporates many constructs that impact consumer decision making. It tries to explain
cess and the various variables.
as made to define the variables
cts. However, the model fails to

clearly the interrelationships between stages in the decision pro
They attempted to relate belief-attitude-intention. An attempt w
and specify functional relationships between the various constru

§
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Implication of Consumer Model

Word-of-mouth can be a powerful pressure on buying behavior, and marketing strategies are!
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

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 like 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
primary 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 thege
changes in their behavior. Therefore, different consumer segments may be affected at differept

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 Portfolig

The challenge is to offer value without compromising the image in the market

Consumer Behaviour
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There are different strategies to deliver value — some are appropriate and some mds i
L , some

will damage the brand image permanently and some will keep the image undamaged but still help

to adjust.
Reseaych,ahons that direct price reductions are likely to damage more than temporary discounts
and decreasing pack sizes are more harmful than increasing pack size at the same price |

o Look at your Distribution Channels .
A stressed econumic 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
1ot to change the brand, but try to find the brand at a cheaper price at another store.
With more time at hand and greater incentive to economize, MOre CONSUMELS are likely to shop at
overexcited markets than the pricier supermarkets and ease stores. The scarch for value and
bargeins Wil also turn the shoppers to online shopping = the only channel that will grow eve
faster than overexcited markets. 5

o Helping the Consumer
yeR opportunities are less and the competition is more vicious, the Chinese consumers will
wanbto ephance, their skills and knowiccge. Visibly it is very good news for companies teaching
English of computer programming or knowledge. However, the opportunity is not restricted to
these firms — the FMCG industry could also take more educative communication position - wine
makers could try 10 educate the consumers about appreciating fine wines, cosmetic companies
could offer training on skin care and food companies could instruct on diet and nutrition

., Family, Home, and Security '
Recession is the supreme timie to catch up with friends; relatives take their children to the park

and visit parents, and in the process enjoy emotional warmness (o compensate for the coldness of

the fiscal climate.

The children
renewed determination to help their children with their studies. This offers opportuniti
i es

are likely to pay a deep price for this, with parents having more time and fondnass as

well as
to prornote in-house consumption, than out of house consumption, which in many categories such

as alcohol, is mOre expensive.

° Communication
¢ is not just the product but also the message, which needs to reflect the current consumer mind

The communication messages of nowadays needs to reflect sentiments of care and protectio
o

eI
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rational and careful behavior, performance and value these tones of communication, which always
appealed to the Chinese consumers, are likely to find even greater meaning in these timés.

° Go Digital '
For the largest internet population in the world, internet has been a tool of entertainment and
information — less a tool for commerce. However, the original barriers are bei'ng'overcome and
consumers are discovering the joy of internet shopping. '
The attributes of consumer connect with internet shopping are variety, enables detajled evaluation
and comparisons and getting the product at competitive prices. 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 exceptional pace. As a result, so is the consumer atmosphere anq
sentiment, which will have an effect on their decision-making and the brands and products that
they buy. If marketers do not feel their pulse all the time, they could 80 wrong. One cannet just
listen to the consumer once a year - marketers need to put their ears firmly on the ground and

listen to every change of beat, every tone of the consumer Jmood and continue to find tupe of the

strategy.

Consumer Behaviour e
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Unit-12
PROFILE OR CHARACTERISTICS OF THE INDIAN CONSUMER

The Indian consumers are noted for the high degree of value orientation. Such orientation to value has
labelled Indians as one of the most discerning consumers in the world. Even, Juxury brands have to
design aunique pﬁging strategy in order to geta foothold in the Indian market. Indian consumers have
ahigh degree of family orientation. This orientation in fact, extends to the extended family and friends
as well. Brands Wi’gh _identities that support family values tend to be popular and accepted casily in the
Indian market. Indlan consumers are also associated with values of nurturing, care and affection. These
values are far mdfé dominant that values of ambition and achievement. Product which communicate
feelings and emotions gel with the Indian consumers. Apart from psychology and economics, the role
of history and traditionin shaping the Indian consumer behaviour is quite unique. Perhaps, only in India,

one sees traditional products along side modern products. For example, hair oils and tooth powder -

existing with shampoos and toothpaste.

pifferent Segments of Indian Consumers

o The Socialites .

Socialites belong to the upper class. They prefer to shop in specialty stores, g0 to clubs on weekends,

and spend 2 good amounton luxury goods. They are always looking for something different. They are

the darlings of exclusive establishments. They g0 for high value, exclusive products. Socialites are also

very pranding conscious and would go only for the best known in the market.

° The Conservatives

The Conserv atives belong to the middle class. The conservative segment is the reflection of the true
Indian culture- They are traditional in their outlool - autious in their approach towards purchases;
spend more time with family than in partying and focus more on savings than spending. Slow in decision
making, ey seRloRis! of information before making any purchase. They look for durability and
functionality butat the same ime is also image conscious. They prefer high value consumer products,

put often have 10 settle for the more affordable one. These habits in turn affect their purchasing habits

where they aré trying to 0 for the middle and upper middle level priced products.

o The Working Women

The working women segment is
opened the floodgates for the Indian retailers. The working woman today has grown

the one, which has seen a tremendous growth in the late nineties. This

Segment has ;
out ofher Jong-standing image ofbeing the homemaker. Today, she is rubbing shoulders with men,
pr oving herselftobe equally good, if not better. Working women have their own mind in decision -

to purchase the products that appeal to them
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e 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 families here than in the rich category. The Super Rich are mainly
professionals and devoted to consumerism. They buy many durables and are status conscious.

¢. The Ultra Rich
There is no typical profile of the ultra-rich. There are some DINK households of middle-level
executives. Some single earning households are of first generation entrepreneurs. Some rich
farmers, who have been rich for a long time, belong to this category.

d. The Sheer Rich
They do not have a homogenous profile. There are joint families as well as nuclear families in this

category. They consume services greatly. They own multiple cars and houses. They aspire to
social status and power. -

e. The Obscenely Rich

They are first-generation entrepreneurs who have made it big. Some of them are techies. A variety
of people belong to this category. They are just equivalent to the rich in the developed countries.

They crave for exclusivity in what they buy. Most Premium brands are relevant to them.
e Rural Consumer

moving consume goods as well as consumer durableg
® Increasing Awareness of Indian Consumers

Over the years, as a result of ihe increasing literacy in the coun
television, foreign magazincs and newspapers, there is a gj

are selective on the quality of the
ers seek more and moge reliable

Wi corporate background and where
the accountability is more pronounced. The consumer also seeks |

5 ‘7 purchase from a place where
his/her feedback is more valued.

Indian consumers are now more aware and discerning, and are knowledgeah]e about technology
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products and the market and are beginning to demand benefits beyond just availability of
of products that came from ‘trusted’ manufacturers. The Indian consumers are pri , 0‘ 'a i
prefer to buy value for money products. g il et g
Marketing Strategies

= Online Marketing
Currently, the products Indian consumers are buying through online are greeting cards, cloth
CDs/VCDs/DVDs, cassettes, books, magazines, medicine and educationa; gal o
online shops in consumer include: material. TREZJCpUAT
www.ebay.in
www.shopping.rediff.com www.reliablegreetings.com
www.shopping.expomarkets.com

= Celebrity Influence

This is an important tool which is able to influence Indian consumer buying oehaviour. In Indi
celebrities are being increasingly used in marketing communication by marketer; @ lena;
personality to their products. With the visual media becoming more popular the use of celebriti
in the TV media has increased. Celebrities create headlines. Their activities and movements a:
being closely watched and imitated. What they endorse sell like hot cakes. It is not surprisin
therefore that using celebrities in advertisements has become common practice Inrp Indii
especially, it is not difficult to look for the reasons as to why companies are increasi.ngly usin
celebrities. Indians always Jove their heroes and heroines. Consumers like advertisements more i

they are admirers of the celebrities in the advertisements. When a consumer likes the celebrity in

the advertisemcnt, he o
product and therefore will develop more positive feelings toward the advertisement and the brand
itself. Famous ce

the advertisements
= Quality Oriented Outlets
Indian consv™e? looking for quality choose expensive brands as they feel that price is an

indicator of quality- However, in the absence of well known brands in selected product range
likely to take cues from well established retail outlets hoping that these outlet;

r she is more likely to accept what the celebrity says about the advertised

lebrities are able to attract attention and retain attention by their mere presence in

consumers are
carry quality products-
= Freebies

Indian consumer buying behaviour is influenced by freebies. Freebies are consumer products

free of charge a5 gifts to purchases of selected products above a certain value. TVs, washing
refrigerators, and readymade clothes are some of the product categories ,in which
to Indian consumers. Freebies generally comprise tooth paste, soaps, detergent

given
machines,
freebies are given

cooking oil etc.

= Eco-Friendly Products .
L environmental awareness in [ndia has started affecting marketing of products based upon

their eco—fricndliness. In general, Indian consumers are likely to buy envircnmentally responsible
products and packs. The future key for m.arl g could be to select more ethical and ecological
roducts and packaging, whict i also convenient for consumers, thus, balancing

responsible P : 91 ; !
| concerns with commercid considerations. Consumers in India are taking lead in

c:nvironmenta

.g.‘ﬂ'.‘.‘sﬁy)&ﬁ.‘sw’,-ﬁ“ e
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prompting manufacturers to adopt technologies to produce eco-friendly products.

Changing Trends in Indian Consumer Behaviour

Bulk Purchasing

Urbanisation is taking place in India at a dramatic pace and is influencing the life style and buying
behaviour of the consumers. The working urbanites ‘are depending more ori fast and ready-to-
serve food, they take less pain in traditional method of cooking and cleaning;-Bulk purchases
from hyper L Y

stores seems to be the trend these days with purchasing becoming more of a. once-a-week affair,
rather than frequent visits to the neighbourhood market/store/vendor. The .popular growing
shopping trend among urbanities is purchasing from supér markets to hyper stores.

Trendy Lifestyles ' _ ‘ ;

The current urban middle and upper class Indian consumer buying behaviour to a large extent has
western influence. There is an increase in positive attitude towards western tr_éﬁds. The Indian
consumer has become much more open-minded‘ and ex;ierimental in his/her perépective. There is
now an exponential growth of western trend reaching; the Indian consumer by way of the media

and Indians working abroad. Foreign brands have gaiﬁéd wide consumer acceptance in India, they
include items such as; ¢ i
> Beverages
> Packed food, Ready to eat food, Pre-cooked food, canned food
»  Personal care products.
> Audio/video products faval o
» Garment and apparel Footwear
»  Sportswear and Toys
> Gift items

i de a ( have always preferred foreign goods and with
the liberalization, they now have a choice of foreign products Vis-a-vis the local products

Consumer Behaviour
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Unit-13

CONSUMER INVOLVEMENT

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
awareness that motivates consumers to seek out, attend to, and think about product information
prior to purchase”. It is the perceived interest and importance that a consumer attaches to the
acquisition and consumption of a product/service offering.
Herbert Krugman, 2 researcher is credited with his contribution to the concept of consumer
involvement. According to him, consumers approach the marketplace and the corresponding
product/scrvice offerings with varying levels and '}ntensity of interest and personal importance.
This is referred to as consumer involvement. i
Nature of Consumer Involvement
It is an inner urge that creates within an individual an interest/desire to hold certain

)
product/service offerings in greater relevance/importance.
2 Involvement possesses certain properties
; It has a level of strength and intensity that determines the degree of involvement that a
a

psumer POsSesses: This could be high or low. A highly involved consumer would actively
co

arch for information and collect facts, compare the various brands against each other on the
se

basis of the information, assess differences and similarities between the various alternatives and
asis

finally make

intensely and ' . :
w on involvement would not make so much of effort in collecting and processing

a choice. In other words, they collect process and integrate information very
finally arrive at a decision regarding the brand choice. On the other hand, a

umer lo S . . .
cons tion about yarying alternative brands and taking a decision.
informatl

The length of time that
b) e. It could be short term and situational interest in the product/service category; or it

of persistcnc . :
could be Jong term and endunng.

T irected towards a1y or
oduct (its features/attributes and benefits), the price, the store or the

al effort (advertisement/sales promotion etc).

the consumer remains in this heightened state determines the level

all of the elements of the marketing mix. A person may show

ion
dealer O even the promotio
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3. A mechanism underlies the very process of involvement. As a process, involvement is
impacted 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;
learning/experiences; interests; attitudes: personality; lifestyle/social class/interests/values; etc,
have a bearing upon consumér involvement. Products which relate to self image and personality
lead to high involvements.

b) The object, stimuli or the product/service 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 by

and
very importantly the associated risk levels. Products which possess high levels of risk increase the

level of consumer involvement.

features, benefits and associated value of various brand offerings; brand image and equity;

c) The situation: The occasion/situation/reason of purchase also have a bearing on the level
of consumer involvement; for example, while gifting to a person special to oneself, we are carefy]
about the product or the brand. Also, for gifting to self or to near and dear Ones on special
occasions, we are extremely conscious of the kinds of products and the brands we buy, as
opposed to routinized regular purchases. Further, social pressure (shopping alone Versus shopping
with friends), also impacts the level of involvement. When alone we may eat at any place of shop
at any outlet, but when we are with peers and friends, we are more conscious of the brands we
buy and the places we shop in. Social visibility also impacts the level of involvement; the level of
consumer involvement increases in case of social visibility of both the product category as wej] as
the purchase activity. Finally, the time commitment to purchase (leisure versus time constraint),
also affects our level of involvement. Irrespective of the fact that the product is of a high
involvement type or that the person bears personality traits making him a high involving
consumer, he may not be bale to expend much time on a purchase activity, due to time constraings
and need to make quick decisions. This is referred to as decision imminence,

Moderating factors: The factors that can restrain the impact of antecede

nts so as to impact the
level of involvement include

a) The opportunity available to the person to collect and collate facts and information;

b) His cognitive ability to process information and draw conclusions;

c) Time available in hand.

4. The antecedents, moderators and the properties of involvement finally conye rge to'a

response in terms of information search, information proce;ssing, information transmission, ¢
1on, the

purchase decision and post purchase behaviour. Consumer involvement affects the ways in which
whic

consumers seek, process, and transmit information, make purchase decisiong and mak,
€ post

purchase evaluation.

s o SRR e mmae
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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 dislikeability 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.
€) 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.
o 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,

v e e - R
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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 journals, 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 birth 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 knowledge 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
informatior.x, make purc-:hase decisions and make post-purchase evaluation. As the level of
consumer 1nvolve.mc?nt mcrezrses, the.consumer has greater motivation to gather, comprehend,
relaborate and assmula.te 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 comimunication

has a key role to play. A few models have been proposed that are based op con
s
involvement; these are discussed below. oy

1. The Low-Involvement Learning Model:

As explained in the. previous section, low involvement products are thoge products thag i
inexpensive or maybe moderately priced; they are low in value and risk: and, are frequentl

purchased. Often, they are purchased as a matter of routine. Example, toothpaste, 80ap, bread ty
For such products, the consumer gives little thought, and feelings may not pe Sk eﬂ;:.
product until after the purchase has been made. So the tri-component, ¢q STt attimer e
behaviour are arranged in a manner such that cognition leads to behayj : Erand
finally to attitude.

Marketing communication through audio visual media, i.e. TV and radie,

our that finally leads

follows thig principle.

; § Product offer
the brand; this may be a new product or a modified version of an existing ge ofkflenng and
uct; he tries to

Through the advertisement, the marketer educates the consumers about hj

create awareness and form beliefs about the brand.
2. The Learn-Feel-Do Hierarchy Model:

With implications for marketing communication, the leajm-feel-do--_hierar h
g (o

Y model, was
ing; thus, it also

: T0ss the nature of
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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 learn-feel-do model is a simple matrix that links consumer decision
making and consumer choices to three components which are information (learn), 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 signifying 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 7 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 ~ learn — do.

©) 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
Jforming 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 = learn —# 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.:ch
products to satisfy personal tastes, many a times influenced by peer influence ar - social
pressures. Examples

include cigarettes, liquor, movies etc. The strategy model is do — feel = learn.

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
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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) Preaitention: This level of involvement requires only a limited processing and, thus the

b)

d)

desire is just to gain some amount of familiarity;

Focal attention: A degree greater than the first stage, here the consufnér concentrates on
the message source and context, and becomes receptive to basic _’information like
product/brand name and usage. | 101
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.

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

BRAND INVOLVEMENT

Q
Y

b)

FPRODUCT INVOLVEMENT

iligh Involvement Iow Involve n‘u:nt~

Blighs
Involvement Brand loxahists Routine brand buaver
! yers
SR
Lo Information seckers Brand swiatchers

Invoilvermoent

Brand loyalists: Brand loyalists are consumers that are highly inVéiYed with th

category as well as the brand. As both product and brand are of ,}.lligh e e product
marketer should provide information about the product category aSI“\i/ Al thVetr)nent, the
the consumers are involved with the brand as well, they exhibit brari;iy ol € brand. As
Information seekers: This is a consumer category that is highly in\;OJlVe d Y-
category but shows low involvement with the brand. The consumers b
much about the brand, show less preference towards the brands ang
established a preferred brand; brand loyalty is absent in most Case}S, . would not have

- A m
in a few cases. Such consumer put in efforts to search out collect inform i‘_ybe \:,I'y lo}:v
Ay 109 ation about the

with the product
ere do not think
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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
cétegory 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 Brand 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 like (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 appea1§. Attempts should bfa made to créate and maintain brand loyalty. Point-of-
purchase stimuli, stofe display @d attractive me.rchandlse can also help boost sales. Advertising
should focus on audio visual media through famo.tmnal appeals. :

3. If a marketer is c"’oﬁfronted with both high an(.)lve.ment and low involvement segments, he
can deal with both tHe segments separ ately 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 only a small segment operates on a low-involvement or on high involvement,

may not be feasible to cater to both.
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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,
mformatlon 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 making 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 —

Low-invelvement purchase High-involvement purchas g

There are common five stages in the consumer decision making process, Thege ar
e

Nominal
decision-making

Limited
decision-making

Extended
decision-ma king

Problem recognition
{selectivel

Problem recognition
{generic)

Froblem recognition
{generic)

|

|

—

Information search
{limited. internal}

-
Product choice and
purchase

Infenmation search
{internal. limited
external)

Information search
(internal, external)

i

y

Evaluation of
alternatives

Evaluation of
altematives

!

!

Product choice and
purchase

Product choics and
purchase

*ost purchase
action
o dissanance,
very limited
evaluation

Post purchase
action.
o dissonance
himited
evaluation

Post purchase
action, No
dizsonance.
comples
evaluation

i Need recognition/Problem recognition
2 Pre-purchase information search

3. Evaluation of alternatives
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4. Purchase decision

S 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 stimulu$ 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.
A need or problem;,ré‘cognition could be simple or Complex.

a) Simple: §irhple 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 modern; 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 AS Types, who realize that there is a problem after it hag 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. é Want to purchase a newer model of the refrigerator.
A need is recognized in any of the following situations:
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.

ConsumérBehaviour E
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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.

@) Various alternatives

(ii) Various brands.

The amount of information a consumer will gather depends on the following:

1) The consumer: demographics (age, gender, education), psychographics (learning,
attitudes, involvement, personality type)

1) Product category: differentiation and alternative brands available, nsk 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 procesé 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.

(iif) 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)
stored in his memory (comprising information gathered and stored, as well as his experiences

direct and indirect). Internal sources seem sufficient when:
(2]

Internal sources: This includes the consumer and his self. He recalls information that is

It is a routine purchase s
®

ii ces:
) External sources: Here the consumer seeks information from the T environment.
External sources of information include: 3b

The product is of low involvement

= Interpersonal communication (family

% fnends work peers, opm10n leaders etc.)

Marketing comm

g unication or commercjal information (advertisements, saleg 1
company websites, magazines etc.) people,
= Other public sources (editorials, trade magazines and reports, consu
programmes on TV, Internet etc.) ¢ mer awareness
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Repeat purchases: If the consumer is satisfied, he would buy the brand i
tead to brand loyalty: i KO e roneg a%am. Repeat purchases
:)) :Vvhhere to buy from? (Place: Real/brick and mortar or virtual/lzrllllsi:er;:
om to bu ) i . ’
3 LT bu;'?fr(f’rrinn;e(zhr:;}rlgs;(:; (zelic)zzs ondre;.)utation of seller, past experience, etc.)
Ttis n(?teworthy that a purchase intention (desire t(I)1 L:),uyu’z:lzgr;::ts (;))Irlc’z:efrfr:flatjon’ e
result in a purchase decision in favour of the brand; it could i e Sy
@) Attitudes of others; and ’ Bk R ate by
2) Unexpected situational factors.
5, Post-purchase outcome and reactions:
The p.o.st purchase outcome and reactions contains two stages; Stage I ¢ i
Cognitive Dissonance and Stage IT comprises Product usage an, PN AN omprises Post purchase
Stage I: Post purchase Cognitive Dissonance: This is a feeling of te;lsi i
consum.er exp'eriences after the purchase of a product. The consumer A inosnt a?ld anxiety .that a
uncertainty with respect the performance of the product and begins to dofbt h‘0 ) feelm'g >
«whether the decision Was the right one? He begins to ask himself the followiris P“rChf‘S i
a) Have I made the right choice? GFISTION
'b) Have I purchased the right brand?
c) Have I got value for money?
The Fox and the Sour Grapes is a perfect example of Cognitive Dissonance

ye dissonance generally occurs in cases where:

Cogniti

@) The decision making and purchase relates (0 a high involvement product;
(i) The purchase activity is irrevocable; ,
(iii) The consumer cannot return the product;

(iv) The various alternatives have desirable features and are all comparable;
) The alternatives are also unique in some way or the other. ’

Consumers Y to reduce this dissonance by:

Gaining more product information;

®
(i) Discussing with other satisfied customers who have bought the same product/brand;
(iii) Going back to the dealer and asking for reassurances. ’

thods that consumers employ to reduce cognitive dissonance are by:

Other me
2 Raﬁonalizing that the choice that they have made is the right one

o Refer (to datd (printed/audio visual) that supports and recommends the ch
chosen

product/brand.

= Make others buy the s
Marketers also employ strategies toO reduce this dissonance by providing guarantee d
S an

o company consumer forums and communication and follow up with th
(¥}

ame product/brand to reassure their choice

warranties, membership t

customers.
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External sources are resorted to in cases where:
o Past knowledge and experience is insufficient.
o The product is of high involvement and the risk of making a wrong decision is
high.

3. Evaluation of alternatives:

Once the consumer has gathered information and identified the alternatives, he compares the
different alternatives available on certain criteria. This involves:

1) Generation of choice alternatives;

i) Identification of evaluative criteria: Attributes and Benefits;

ii) Application of Decision Rules.

i) Generation of choice alternatives: While generation of alternatives, a cONsumer moves
from an evoked set towards the choice set.

a, Evoked set/Consideration set: This is the set of alternatives that he actively considers
while making a purchase decision; these exist either in his memory or feature prominently
in the environment. The consumer perceives them to be acceptable.

B Inept set: These are those alternatives from the evoked set that the consumer excludes
from further consideration, as he perceives them to be inferior and unacceptable.

C. Inert set: These are those alternatives from the evoked set that the consumer excludes
from further consideration, as he is indifferent towards them and perceives them as ones
without much advantages or benefits.

4 Choice set: This comprises the final set of one or two brands from which he finally
decides.

i) Identification of Evaluative Criteria: Attributes and Benefits: These are objective and
subjective parameters of the brand that the consumer regards as important, and uses as standards
to discriminate among the various alternatives. The consumer evaluates the different alternatives
on one or few or many of these features and then makes a final choice. They are features that a
consumer considers in choosing among alternatives; these could be functional/utilitarian in nature
(benefits, attributes, features), or subjective/emotional/hedonic (emotions, prestige etc.). The
major evaluative ‘criteria are: :

= Economic: Price, Value (Product Attributes, Brand image, Evaluation of Quality, Price, &

Features). i
= Behavioural: Need/motivation, Personality, self-concept and self-image, Lifestyle etc.
= Social influences: Group influences environmental issues etc.
iii) Applicati_on of Decision Rules to make a final choice amongst altermatives: The consumer
uses certain decision rules. The decision rules help a consumer simplify the decision process; the
yarious evaluative criteria are structured and integrated so as to simplify the evaluation process.
There can be two kinds of Decision Rules, viz., Compensatory rules and Non-compensatory rules.
a. Compensatory rules: Under compensatory rules, the various evaluative criteria are listed
ag attributes. These attributes are scored and rated for the various alternative brands. A lower

rating 0% &7 attribute may be offset by a higher rating on another; i.e. a higher rating on one

M :
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© Simple summated: The attributes are rated for each brand and the scores are totaled.

importance; thereafter, the attributes are rated and finally scored after multiplication with
the weights. The wej ghted scores are then totaled.

b. Non-Compensatory rules: Here, a negative evaluation of any one attribute eliminates the

1. Conjunctive rule; A minimally acceptable cut off point is established for each

acceptable limit on any of the attributes is eliminated/rejected.
ii. Disjunctive rule: a minimally acceptable cut off point is established for each

iii. Lexicographic rule: The various attributes are ranked in terms of perceived

the attribute considered next in importance,
Sometimes the application of one rule may not be €nough; And another may also be applied to
reach a final decision.
Compensatory rule: The consumer chooses that laptop which he judges as the best when he
balances the good and bag ratings with each other,
Non Compensatory rules:

purchases may be trials/first purchases or repeat Purchaseg,
Trials/First purchase: Trials could be elicited through market testing, or through Promotiopg]
tactics such as free samples, coupons, etc,

Consumer Behaviour
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Repeat purchases: If the consumer is satisfied, he would buy the brand again. Repeat | h
lead to brand loyalty. The consumer may further have to make decisions on: i
a) Where to buy from? (Place: Real/brick and mortar or virtuallonline):

b) Whom to buy from? (Which store: Depends on reputation of seller, ;)ast experience, et

c) When to buy? (Time: Emergency or Routine; during season, off season, sale rebat’ Fi
It is noteworthy that a purchase intention (desire to buy the most preferred brar;d) m;l nOtea:tc‘)
result in a purchase decision in favour of the brand; it could get moderated by: ’ g
@) Attitudes of others; and

(@A) Unexpected situational factors.

5. Post-purchase outcome and reactions:

The post purchase outcome and reactions contains two stages; Stage I comprises Post purch
Cognitive Dissonance, and Stage II comprises Product usage and — purchase
Stage I: Post purchase Cognitive Dissonance: This is a feeling of tension and anxiet th
consumer experiences after the purchase of a product. The consumer begins to have a fezli at Z;
uncertainty with respect the performance of the product and begins to doubt his purchase d Ifg' A
«“whether the decision was the right one? He begins to ask himself the following questions: BTy
a) Have I made the right choice? B

b) Have 1 purchased the right brand?

c) Have I got value for money?

The Fox and the Sour Grapes is a perfect example of Cognitive Dissonance

Cognitive dissonance generally occurs in cases where: ‘

@ The decision making and purchase relates to a high involvement product;

@)  The purchase activity is irrevocable; ,

Gii) The consumer cannot return the product;

(iv)  The various Jlternatives have desirable features and are all comparable;

) The alternatives are also unique in some way or the other. :

Consumers try to reduce this dissonance by:

@) Gaining more product information;

(ii) Discussing with other satisfied customers who have bought the same product/brand;

(iii) Going back to the dealer and asking for reassurances. ’

Other methods that consumers employ to reduce cognitive dissonance are by:

N Rationalizing that the choice that they have made is the right one.

= Refer 10 data (printed/audio visual) that supports and recommends the chosen
product/brando

= Make others buy the same product/brand to reassure their choice.

Marketers also employ S
ership 1o compayiEORSmEs forums and communication and follow up with the

irategies to reduce this dissonance by providing guarantees and

warranties, memb

customers 5
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Stage II: Product usage and reaction: After the purchase, the consumer uses the product and re
evaluates the chosen alternative in light of its performance viz. a viz, the expectations. This phase
is significant as it

1) acts as an experience and gets stored in the memory;

13

(i) affects future purchase decisions;
(iii)  Acts as a feedback. There could be three situations that can arise: s

= Performance meets expectations: This leads to a neutral feeling; Customeér may think of
more suitable alternatives next time. , [

= Performance exceeds expectations: The customer is satisfied and this 1&4ds to a positive

feeling. He would tend to repeat purchase and it would Iead to brand ‘lléyialty. He would
also spread positive word of mouth, {

Further, the procedure may not always follow a linear order, and the decision making may
not always proceed through all the five stages; it would vary across:

(6] The nature of the product (high and low involvement);

(ii) The purchase situation (emergency or planned or rbﬁtine);

(iii)  The personal characteristics of the consumer; and

(iv)  The type of problem solving (EPS, LPS and RPS);

Buying process and implication to the marketer
An understanding of the consumer decision makin

. & Process can help a marketer formulate
appropriate marketing strategies. He can also mod i

b. He can launch newer models:

product purchases could offer 45
d. He can activate a need through Communicatjon

2. Pre purchase information search 3
a. Marketing communication has an important role at this stage, ods
b. The marketer can identify the sources of information that the People generally'access and use
these to present information about his product and service offering. ¥

¢. The marketer can also identify the functional or hedonic utility and yge appeals accordj ngly
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d. This would help create the right kind of cognitive and emotional touch point so as to elicit a
favorable behaviour (purchase).

e. The marketer should be able to provide the right kind of information at th~ right nlace and at
the right time.

£. The marketer must make sure that his product and service offering forms a part of the evoked
/consideration set.

g. For high involvement products: the marketer should ensure that information is available. For
Jow involvement products: he should use emotional appeals, POP stimuli etc

2: Evaluation of alternatives:

The marketer Sifl-}('){lld be careful that his product is:

1) positionéd and promoted well;

ii) is readily available and displayed well;

1ii) The pro(liﬁpt features prominently in the evoked/consideration set; and,

iv)  The higtf}ights those attributes and benefits that are regarded as most important to the
consumers, and which they are most iikely to evaluate while selecting an alternative.

The marketer shduld inform and educate the customer about the various criteria to use for
evaluation of alternatives. While doing so an intelligent marketer should focus on those attributes,
where his producﬁ is better and/superior.

3. Purchaée decision: ‘

The marketer should be careful to stock the product at the right place at the right time so that the
consumer who has made a decision in f,av'our of the brand can have access to the product; else the
consumer may have to change his decision at the last moment. As far as trial and first time
purchases are concerned, the marketer should encourage trials through market testing, or through
promotional tactics such as free samples, coupons, etc.

For repeat purchases:

i) The marketer should make sure that he has satisfied the customer at the first time.

ii) That his offering is a part of the evoked/consideration set.
He should aim towards creation of brand loyalty.

5, Post-purchase outcome and reactions:

The marketer can play an important r01Le in reducing the dissonance that the consumer faces and

reassuring him that the choice he made was the right one.
The marketer can communicate with the customer about the various attributes/features and
ark

i) ark
benefits that th¢ ).product has to offer in comparison with other alternatives.
6]
ii) He can follow up with the customer and address queries and concerns if any (€.g. follow
up calls)-

iii) Marketers® assurances with respect to warranties, guarantees and exchange can also pacify

the cognitive dissonance state. . .
i) Compaty websites with FAQs (© equently asked questions); satisfied customers’
! e

logs; and customer care in‘ _rmation (e.g. toll free numbers etc) can also prove to

comments and b
be helpful.
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Diffusion of Innovation

According to Rogers “Diffusion is the process by which an innovation jg communicated through
certain channels over time among the members of a social system.” Diffusion is a macro process

target market over a period of time,

Diffusion is the “process by which an innovation is communicated through certain channels over
a period of time among the members of a social system”. An innovation ig “an idea, practice, or
object that is perceived to be new by an individual or other unit of adoption”, “Communication is
a process in which participants create and share information with one another to reach a mutual
understanding.”

Elements to Diffusion of Innovation

There are four main elements to the diffusion of innovations. They are:

1. Imnovation - Any item, thought, or process that is viewed to be new by the consumer

2. Communication — the process of the new idea traveling from one Person to another o
from one channe] to the individual.

3. Social System — the group of individuals that together complete 3 specific goal (adoption)
Time — how long it takes for the group to adopt an innovation g well as the rate of
adoption for individual

Innovation
Various approaches which have been taken to define a new product or a new Service inclyde:

a. Firm-oriented definitions: A firm oriented approach treats the nNewness of g Product from

the perspective of the company producing or marketing it. Whep the product is “new” to the firm

it is considered to be new.
b. Product oriented definitions: Product-oriented approach focuses ¢

machines, Internet
¢. Market oriented definitions: J udges the newness of a product in terms of how;

. much exposure
consumers have to the new product. The definitions could be:

® A product id considered new if it has been purchased by a relatively small (fix d)
e

percentage of the potential market.

Consumer Behaviour ¢ " e,
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e A product is considered new if it has been in the market for a relatively short (specified)

period of time.
C. Consumer oriented definitions: A new product is any product that a potential consumer
judges to be new. All new products introduced in the market may not be innovative. An
innovation “is an idea, practice, Of object perceived as new by an individual or other unit of
adoption.” The key words here are perception and new. New product can be an improved version
of an existing product (Microsoft Windows Millennium in place of Windows 97) or an entirely
new product category (mobile telephony). A product will no be considered an innovation until
and unless it 18 perceived to be new. The product might be perceived new by (i) the company
launching the product (ii) the market or (iii) the individual consumer.
The process (build to order computers) product (cell phones with camera) channels (online gift
sites), customer experiences (designing own car) etc, may be new for the company, but may or
may not be perceived as new by the final consumer.
When studying the diffusion of innovations it is important to understand that you are not just
Jooking at the spread of an innovation through a society but rather the spread of different kinds of
innovations through a society. As stated earlier, an innovation is an item, thought, or process that
is new to 2 certain area but not necessarily to the world.
Adoption Process
To realis® how an innovation diffuses through a society you must first understand how one person
adopts an ;nnovation. The adoption process is the steps a consumer take as they accept a new

product, idea, O service. The process can be broken down into five stages. Keep in mind that

these stages ¢
1. The first stage of the adoption process is awareness. At this stage the innovation is

cur in all fields where adoption of innovation occurs.

introduced to the person but there is no true knowledge of the product. Because of this
lack of information the person does not feel the need to run out and find out more

information, much less consider consuming it. The awareness stage merely sets the

groundwork for the following stages.

The second stage is interest. Here the person decides to invest time and energy into
finding out more about the innovation. At this point the person feels good about the
jnnovation but does not really know how or if it can be useful in their own life. The

interest stage is purely to gather knowledge, not to decide whether to adopt.

The third stage is evaluation. Here the person firsts begins to make a decision about the
innovation- How could I use it? Do I really need it? Would it be to my advantage if I had
;17 These are all question the consumers ask themselves during the evaluation stage. Then
if the innovation appears to be positive for their life they will try it out. If the innovation

has amegative connotation to the individual they may seek the advice and knowledge of

their peers-
4. This Jeads into the next stage called the trial stage. Here the individual physically gives

Hie ;nnovation 2 chance by trying it out for a limited basis. What they are looking to find

out during this trial stage is how the innovation can fit into their needs and desires

M
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Research proves that most people will not adopt an innovation without personally testing
it first to see if it really “works”.

5. The final stage is the adoption stage. Here the individual uses information that they have
gathered in the interest and evaluation stages and with the outcome of the trial 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. There is, however, another possible stage to adoption process. After the individual adopts
the innovation 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

consequences of failure,

2. Early Adopters
This group are the next thirteen and a half percent. They are highly educateq and wealthy like the
innovators but are more visible and respected among their peers. Early adopters play a key role in
the adoption process determining the time an innovation will be adopted by others and to what
extent. Because of this reason they are the best target market for new innovations.

3. Early Majority
They constitute thirty-four percent of adopters. They do not take the risk of being the first to
adopt, like the innovators and early adopters, but do accept an innovation before
person. They generally take a long time to fully adopt an inno
education and income but are followers in their social groups.

4. Late Majority
They jump on right after the average person. Their education and i
not willing to take a chance unless the majority has already fully a
for the late majority to adopt are either economic or peer pressure
group also contains thirty-four percent.

the average
vation. They are abovye average in

ficome are limited ang they are
dopted the innovation, Reasons
but are constantly weary. This

5. Laggards
This is the final adoption group and it consists of the final sixteen percent. They are more in-tuned
with the past than the future. They are skeptical of all new ideas and frequently by the time they
adopt an innovation there is a new one already beginning to take its place. Their educationg are
small and generally laggards are socially surrounded by other laggards.

These five categories have developed through years of research and observation in the diffusion
process in many different fields. Although there are exceptions in each group,

this gives a good
general breakdown of adopters of innovations.
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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 eviden- 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 positive, negative, and neutral.

Consumer Behaviour
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Cross-cultural consumer analysis is defined as the éffor;_ to determine to what extent the
consumers of two or more nations are siﬁ;ilar or different. ' |

A major objective of cross-cultural consumer analysis is to dctennine how consumers in two or
more societies are similar and how they are different. Such an understanding of the similarities
and differences that exist between nations is critical to the multinational marketer, who must
devise appropriate strategies to reach consumers in 'specific foreign markets. N o)

The greater the similarity between nations, the more feasible it is to use irelatively similar
strategies in each nation. If they differ in many aspects, then a highly individyalized marketing
strategy is indicated. : R | e R ' i :
The success of marketing and servicing in foreign c@pnuies 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, Disney,
Intel, McDonald etc., : :

Online Consumer/Purchase Behaviour Pk i X

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 around 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 algo
provides consumer more information and choices to compare product and price, more choice,
convenience, easier to find anything online. Online shopping has been shown 1o, provide more
satisfaction to modern consumers seeking convenience' and speed. On the other hand, some
consumers still feel uncomfortable to bﬁy online. Lack of trust, for instance, SEEmSs to be the
major reason that impedes consumers to buy ohline.' Also, consumers may have a need to exam

A0

and feel the products and to meet friends and get some more comments about the products before
purchasing. Such factors may have negative influence on consumer decision to shop online, g ;¢
is an essential matter to study consumer behavior towards online purchasing. Whether it ig online
or offline, the consumer buying process almost remain the same. The process of making decision
are very similar whether the consumer is offline or online. But one some major
shopping environment and marketing communication. According to traditional con
model, Consumer purchase decision typically starts with need awareness, then' informatign
search, alternative evaluations, deciding to purchase and finally, post-purchasing behavior,

The basic principles remain the same in both online and offline businesses but Priorities do
change. On . area which becomes crucial in online business is Customer Support Service.

One can {1’ your website with as many details, descriptions, FAQs, Specifications and
instructicas as you want, and still the customers will be willing to communicate with the
company representative before they make some purchase. Not to menti
dealing with the after sale queries. Staff should be fully capable
customers because the word of mouth spreads faster in cyber world.

differenceg are

Sumer decisjon

On its importance in
of managing angry
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Mostly three types of supports are used for online consumers; you can choose all three or any of
them. ' '
e Email Support

e Live Chat
e Telephone Helpline '
E-mail Support y

The most w1de1y used, most convenient and a must for any online business regardless of its

nature. You provide them with your e- -thail ‘address 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 ¢hiance to explain their position in a detailed manner.

Live Chat

More and mot€ businesses are now provndmg‘ “L1ve Chat” optron for their customers. Customers

are not requlred to log into some spec1ﬂc messenger or anythmg 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 accordmgly There are many free services
available at internet to facilitate you in providing thls feature to your customers

Telephone Helpline =~ ot A 1 ;

Large businesses all over the world depen'd on telephone help hnes as their primary source to

provide 24 hours support o' their ‘customers. This’ method is a little b1t costly and not really

necessary for small businesses. 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 communication through internet, customers now see online
advertisements of various brands. 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 proc 'cts or services.

Following diagram shows the online purchase pro»ess .
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Other stimuli: Personal and
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Online Customer Behavior Process 3

According to the above figure, in the search stage, they might look for the proéluct reviews or
customer comments. They will find out which brand or company offers them the.b>est fit to their
expectation.

During this stage, well-organized web site structure and attractive design are impoﬁant 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 quality seem to be
the most important point to help consumers decide what product they should select, or what seller
they should buy from.

Stage 3

Post-purchase behavior will become more important after thejr online purchase. Consumers
sometimes have a difficulty or concern about the product, or they might want to change or return
the product that they have bought. Thus, return and exchange services become 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

1

online. They are divided into two categoiies — externa “actors and .

o 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.

o 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.

o 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 —
J Security

163
e Privacy

e Trust and Trustworthiness
In 2012, two. Amanagement 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 internal 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:
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Starting from left, the first element Kimar and Danéé~ identified are factors that motivate
customers to buy products or services online. They divided them into two categories: external and
internal. Lt

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 and include attitudes, learning, perception,
motivation, self image, and semiotics. ] _ : D

Based on such factors customer develops what J agdish Sheth, a gfofessor 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. | |

{

RS TEEMRIR VRV VS W {

The non-functional motives relate moye,fo,the c‘ult’ﬁréip.ri_sqcia! values like the brand of the store
or product for instance.
2. Filtering Elements el T N

Kimar and Dange recognized security, privacy and, trust as three hurdles to online purchases.
Customers use these three factors to filter 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 customeré’
security, privacy and trustworthiness criteria, they won’t buy from you. Even if you are cheaper,

vitaily dnit 4 e rroie a0
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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 thexr data onlme They use that knowledge now to filter their
purchase options by 3 factors:

e Security
It’s an unfortunate characteristics of the it xtemet 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 secunty criteria.

o Privacy
Another type of nsk online is havmg personal mformatlon 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. ;

o Trust and Trustworthiness
Online trust is essential in building any relatibnéhip 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 bunld a hlgh 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 FFE model is not enough you should act on it when designing
your store. Here are the key takeaways you should remember:

o Understand that your customers havc dnfferent motives that affect their buymg dec1310n

e Overcome customers’ filtering elements:

o Show your personality and present the real person behind the online store.

o Develop a solid content marketing plan to position yourself as an expert in your niche.

o Lastly; get known for insanely great customer service you provide.
Impact of Globalization in Consumer Market

Globalization can be defined differently’ from various perspectives. Globalization 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
foites which are turning the world into a 'global village, compressing distance, homogenizing
Jdlttive, 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-western 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-western
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 western 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 and 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 learn 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:

o Spreading of multiculturalism, and better individual access to cultural diversity (e.g.
through the export of Hollywood and Bollywood movies). However, the imported cultyre
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

e Greater international travel and tourism

o Greater immigration, including illegal immigration.

e Spread of local consumer products (e.g. food) to other countries (often adapted to
their—culture)

® World-wide fads and pop culture such as Pokemon, Sudoku, Numa Numa , Origami,
Idol— series, YouTube, Orkut, Facebook and Myspace.

®*  Worldwide sporting events such as FIFA 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.

Study to understasd
Consumption

Marhetmg Market research ’ pattems and

concent hehavior

3

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

Market Research Consumer Research
To study the marketing To study consumers as
Objective environment and the customers who | individuals or as groups
are a part of it.

I. To establish trends, and

identify opportunities and threats

in the environment

Scope 2. To study the market and

forecast potential

3. To predict buying patterns | To understand consumption
based on modeling and | behaviour and consumption

simulation pattern.
Customer connect with company - | -Customer
Individual marketin and | connect wit -
End result g g B ith Cor}lpany
customization Individual marketing and
customization

L

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.

Approaches to Consumer Behaviour Research:

1) Positivist approach:

This approach also referred to as “n ylernism”, 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 weighing all

alternatives. 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.,

e Consumer actions based on cause and effect relationshi

P can be generalized; they can be
objectively measured and empirically tested;

® If a marketer/researcher could identify the reasons behind consumption behaviour: he would
be able to predict it; and if they could predict consumer behaviour, they could influence it.

® The focus lies on prediction of consumer behaviour, The methodology is essentially
quantitative, with techniques including surveys, observations, and, experiments,

It aims at
drawing conclusions on large samples.
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i) Interpretivist approach:
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 (o 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.:
2. 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.
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 ‘dynamic’ 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 persona1>
self and the surrounding environment.
iv) Contradiction:
Views changes in consumer behaviour as arising from their internal contradictions, like moods,
s etc. The approach studies the consumer as a complex total whole and views consumer

emotion
as well as consumption processes. The current approach to studying Consumer

purchase
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.

i The Decision-Making Perspective: According to the decision making perspective, the buying

process 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 recognition, 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 Experiential Perspective: The experiential perspective believes that not all buying may
be rational and logical; in some cases, buying results from a consumers’ desire for fun and
fantasy, hedonic pleasures, emotions and moods. The perspective emphasizes that consumers are
“feelers” as well as thinkers.

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:

The 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
interpretivists. 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: e

As the name suggests, the approach makes application of quantitative research techniques ito the
study of Consumer Behaviour. It comprises (i) research techniques that are used tg gather
quantitative data over large samples randomly, and (ii) statistical tools and techniques, inclusive
of survey techniques, observation and experiments. This type of research
empirical in nature. It is primarily used by the positivists while stud
with a focus on prediction of consumer behaviour. The findings can b

is descriptive and
ying consumer behavioyr,

€ generalized to marketing
situations. As mentioned above, the quantitative techniques are also s s

b) Qualitative Research in Consumer Behaviour:

This approach makes application of qualitative research techni
Behaviour. It comprises (i) research techniques that are used to gather qualitative datg OVer small
samples randomly and, (ii) non-statistical tools and techniques, inclusive of depth interviewS
focus group, projective techniques and even observation. The type of study is subjective ang non:
empirical in nature. It lays emphasis on the holistic “what, where, when, why and how» of human

behaviour”. The focus is on understanding consumption behaviour and Consumptiop Patterns. Th
TnS. e

t.he underlying Causes that
tions are Unique; and, hence

ques to the study of Consumer-

objective is to gain an understanding of consumer behaviour and
govern such behaviour. The approach assumes that all marketing situa
the findings cannot be generalized to marketing situations, This approach g Primarily yseq b

interpretivists while studying consumer behaviour. However, as ment ke

ioned abgye th T
“dinlectine /e, the qu v
techniques are also used by “dialectics”. | Qualitative
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¢) 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.

(i) Qualitative Research: It is also known 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 qualitative research cannot be generalized to large
population.

Marketers have discovered that these 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?

(i) 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: Government 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 recognize 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 consume * in
stores, malls or their own homes.
Mechanical observation like security cameras in ATM countet to observe problems custc 1er 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: Ti
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 prdduct
category, usage experience and so forth.

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
happening in the picture. It is believed that respondents will actually reveal their
own motivations, attitudes, personalities and feelings about the situations. ‘

b. Word Association Test: This is a relatively old and simple technique.
Respondents are read a series of words or phrases, one at a time and asked to
answer quickly with the first word that comes into mind after hearing each one. By
responding in rapid succession, it is assumed that they indicate what they associate
most closely with the word or phrase spoken and revea] 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 believed to be useful
in uncovering the images consumers have about products and stores,
inform-iion collected can be used to develop promotional campaigns.

d. The Third Person Technique: The interviewer asks the respondent to
third person. For this, respondents are presented with some information
person. It is believed that when they describe a neighbour or a third pe
usually respond without hesitation and in doing so, they express
attitudes or motives as they infer the attitudes or motives of someone elg

(iv)  Sampling & data collection:
There are mainly two types of sampling such as Probability sam
probability sampling.

The

describe a

about the
rson, they
their own
e.

pling and Non-
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) 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.
Motlvatlonal Research
Motivational research seeks to discover and comprehend what consumers do not fully understand
about themselves. Implicitly, motivational research assumes the existence of underlying or
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 557 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- involvement 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. The Focus Group
3. The Depth Interview
(Meaning of the above techniques already explained in former part of this unit)
Customer Satisfaction Surveys

Customer satisfaction (often abbreviated as CSAT, more correctly CSat) is a term frequently used
in marketing. 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 services
(ratings) exceeds specified satisfaction goals."

Most companies lose 45% to 50% of their Customers every five years, and winning new
Customers can be up to 20 times more expensive than retaining existing customers. Moreover, just
a 5% reduction in the customer defection rate can increase profits by 25% to 85%, depending on
the industry. Given these claims, it is imperative that customers know what makes buyers and
specifiers choose one supplier rather than another. So consumer satisfaction must be ensured by
every companies and sellers for their bare existence in the market. It seems self evident that
companies should try to satisfy their customers, Satisfied customers usually return and buy more,
they tell other people about their experiences, and they may well pay a premium for the privilege
of doing business with a supplier they trust. Statistics are bandied around that suggest that the cost

of keeping a customer is only one tenth of winning a new one, Therefore, when we win a
customer, we should hang on to them.

Customer satisfaction research is that area of marketing research which focuses on customers'

g or purchase experience. Many firms are interested in

rs thought about their shopping or purchase experience, because

finding new customers is generally more costly and difficult than servicing existing or repeat
customers.

Types of research
Descriptive or documemtary rescarch

perceptions with their shoppin
understanding what their custome

Many customer_satisfaction studies are intentionally or unintentionally only "descriptive" in
nature because they simply provide a snapshot in time of customer attitudes. If the study
instrument is administered to groups of customers periodically, then a descriptive picture of
customer satisfaction through time can be developed (this is a type of “tracking" studyy).
Inferential or models-based research -
Beyond documentary types of work are studies that attempt to provide an understanding of why
customers have the perceptions they do and what may be done to change those perceptions. While
models-based studies also provide snapshots of customer attitudes, the results of these studies are
mo're powerful because they present the firm with recommendations on how to improve customer
satisfaction. Frequently, these studies also provide firms with a prioritization of the various
recommended actions. Inferential studies can also be conducted as tracking studies. Whep this is
done, the firm can gain insight into how the drivers of customer satisfaction are changin, :
addition to documenting the Jevels and areas of customer satisfaction, o
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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 corner
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 training of the staff, possibly involving
cultural change. The result should be financially beneficial with less customer churn, 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
jtself and will only be successful if fully supported by the echelons of senior management.

There are six parts to any customer satisfaction research programmé: '
1. Who should be interviewed?

What should be measured?

How should the interview be carried out?

How should satisfaction be measured? -

What do the measurements mean?

A W

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:

o What is your overall satisfaction with EXO Ltd?

o How likely or unlikely are you to buy from EXO Ltd again?

o How likely or unlikely would you be to recommend EXO Ltd to a friend or colleague?
It is at the more specific level of questioning that things become more difficult. Some issues are
of obvious importance and every supplier is expected to perform to a minimum acceptable level
on them. These are the hygiene factors. If a company fails on any of these issues they would
quickly 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.

-"Eonsumer Behaviour
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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:

*  Quality of the product
e Length of life of the product
e Design of the product

The product
P e Consistency of quality
e Range of products
° Processibility of the product
° Deli ti
Delivery elivery on time

e Speed of delivery

e Courtesy from sales staff

e Representative's availability

° Representative's knowledge

° Reliability of returning calls
Staff and service e Friendliness of the sales staff

e Complaint resolution

* Responsiveness to enquiries

o After sales service

e Technical service

e Reputation of the company
The company o [Ease of doing business

o Invoice clarity

e Invoices on time

o Market price
Price e Total cost of use
¢ Value for money

The list is not exhaustive by any means. There is no mention above of environmenta] issueg sale
> S

ributes are deemeqd
¢ase of doing business”.
n for otherwige it will be

literature, frequency of representatives’ calls or packaging. Even though the att
specific, it is not entirely clear what is meant by “product quality” or «
Cryptic labels that summaries specific issues have to be carefully chose
impossible to interpret the results.

Consumer Satisfaction Survey and Types

The tool kit for measuring customer satisfactiqn boils down to three Options, each with the;
advantages and disadvantagqg. The tools are not mutually exclusive apg 2 selfc 1 .e1r
element could be used in a face to face interview. So tog g postal questionnajre could b:g;:ceet(;:‘rjl

by a telephone interview that is used to collect data and seek co-operatiop for the self :
element. SRy

Consumer Behaviour 1 D
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Disadvantages |y

ical Applications

a

Low response rates
Poor response to open
ended questions

Misunderstanding

Easy for a DIY
researcher to
administer

(o)

Where there is a
strong relationship
with the subject (eg
new car and new

Low cost °
Respondents can questions can not be home buyer
complete in a rectified by an surveys)
time to suit them interviewer e Where there is @
Easy to complete Attracts response from strong relationship
scalar questions complainers ~ Or the with the company
Visual very satisfied (key supplier
explanations can surveys, employee
be provided attitude surveys)
e Where people feel
obliged to fill it in
(eg utilities
J J research)
Ability to build o Expensive for 2 e For key customers
rapport and hold geographically e Where customers
the respondent dispersed population are tightly grouped
longer e Takes longer to carry geographically
Queries can be " out the fieldwork| e Where the subject is
answered because of the complicated or
Show cards can logistics lengthy
be used
Good response to
open ended
questions
Can ask!
respondent to
self complete
tedious scalar
response JL J
- Low cost o Tedious for e Used widely in all
High control of respondents when types of business to
interviewer there are dozens of] business surveys
standards attributes to rate
High control of e Some consumers are
sample hard to access by
Easy 10 ask for phone
ratings using| e Cannot show
simple scales explanatory visuals
Quick turnaround

of fieldw ork

"l

f customer satisfaction 1€

The purpose ©

ecting dust. Worse than

search is to improve customer satis

faction and yet so often

that, customers have generously given their time to assist

gurveys sit coll

s .
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in the customer service survey believing that some positive action will take place. Their

expectations will have been raised. The process of collecting the data seems easier than taking

action to improve satisfaction levels.

In any customer satisfaction survey there will be quick fixes — actions that can be taken today or
tomorrow that will have immediate effect. These could be quite specific such ag a newsletter,
changes to the invoicing, or a hot-line for technical information. In the longer term, cultural

changes may well be required to improve customer satisfaction, and that is more difficult. -

A five-step process can be used to make these longer-term improvements,

Step 1: Spot the gap
e Look at the customer satisfaction data to see where there

are low absolyte Scores and low
scores relative to the competition e

i

e Payiparticular attention to those issues that are important to customers
° Assume the scores are correct unless there is irrefutab]
remember, perceptions are reality 1y
Step 2: Cha - 'ge and redefine the segmentation |
e Ho s ..u satisfaction scores vary across differént types of customer?
o  segments correctly defined in the light of the Customer satisfaction findingg?
° How could a change in segmentation direct the offer mo;
higher levels of satisfaction? : ey

€ evidence to the contrary — gnq

re effectively ang 80 achieve

Consumer Behaviour s
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Step 3: Challenge and redefine the customer value propositions |
o Are customer satisfaction scores low because the customer value proposition (CVP) is not
being communicated effectively to the market?

o Are customer satisfaction scores low because the CVP is not being effectively

implemented?

o Is the CVP right for the segment? How could a change in CVP achieve a higher customer
satisfaction index (CSD)?

Step 4: Create an action plan

o Describe the problem

o Think thrdugh the issues that need to be addressed and list them out

o Identify the root cause of the problems

o Identify any barriers that could stop = the improvement  taking  place

Set measurable targets
o Allocated resources (usually money and people)

Assign people and time scales to the tasks

o Measure and review progress

Step 5: Measure and review
» How has the customer satisfaction index (CSI) moved?

o Isthe movement significant/real?
Has the action recommended in the plan, taken place? Has it been enough? Has it had

(]
enough time t0 work?

. Revisit the steps — spot the gap, challenge the segmentation and CVP, more action

Many of the jssues that affect customer satisfaction span functional boundaries and so

organizations must establish cross-functional teams to develop and implement action plans. One
of the best ways O

them in the whole process-

Service Quality 4
Quality i gefined as “finess for use” in user-based approach and “conformance to requirements”
ua :

i manufacturing-based approach. In the opinion of Garvin, there are five main approaches that
in

identify the definition of quality: |
ndent approach of philosophy;

(1) The transce .
based approach of economics;

3) The user based approach of economics, marketing, and operations management; and
( e user-

(4) The manufacturing—based and
ches of operation management.

4) value-based approa . ' | |
o transcendent view, quality means “innate excellence.” It is a mark of

£ achieving this involvement by different groups of employees is to involve

According 10 th

uncompromisiné o £ty 3 ]
 experience In product-based approach, quality is viewed as “a precise and measurable
through €% ¢

dards and high achievement, universally recognizable, and recognized only

Consumer Behaviour
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variable” and differences in 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 satisfaction. The highest quality means the best satisfaction of consumers’
preferences. In manufacturing-based approach, quality is defined as “making it right the first
time.” It is supply based and concerned with engineering and manufacturing practice. In value-
based approach, quality is defined in terms of cost and price. It is perceived as a functibn of price.
There 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 delivery process and actual outcome of service.it was found that service
quality perceptions in 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
tool. Service quality has been becoming more important and service providers should improve
their service quality to gain sustainable competitive advantage, customér satisfactiori, and
customer loyalty. The techniques of measuring service quality and the dimensions of sérvice
quality have become a major area in the marketing literature during the past few decades because
of the reasons above, \
Service Quality Models

Sasser defined the factors that raise the level of service quality such as Security, consistency,

attitude, completeness, condition, availability, and Iraining of service providers. Besides this
’

physical quality, intergctive quality, and corporate quality also affected the service quality level,
Popular service quality models are-
1. SERVQUAL

2. SERVPERF
1. SERVQUAL

The SERVQUAL service quality mode] was developed by a group of American authors 'Parasu’
Parasuraman, Valarie A. Zenithal and Len Berry, in 1988. It highlights the main compc;nents of
high quality service. The SERVQUAL authors originally identified ten elements of
quality, but in later work, these were collapsed into five factors - reli
empathy and responsiveness - ti:at create the acronym RATER.
Businesses using SERVQUAL ‘0 measure and manage service

perceptions of received delivery, service quality is deemed low.
In addition to being a measurement model, SERVQUAL is also

. 2 4 management model. Th
SERVQUAL authors identified five Gaps that Mmay cause customers to experience poor servic:
quality.

Consumer Behaviour i S, v e
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Gap 1: between management Perception of Customer expectations and customer Expected

Service
Management does not understand what guests expect.
Gap 2: between management Fercepiion of Cusiomer expectatus wive wolva s

Specification
Management is not willing or able to put the systems or finance in place to match or exceed

customer expectations.
Gap 3: between service quality specification and service delivery
This gap may arise through service personnel being poorly trained, incapable or unwilling to meet
the set service standard. The possible major reasons for this gap are:
o Deficiencies in human resource policies such as ineffective recruitment, role ambiguity,

role conflict, impropet evaluation and compensation system

o  Ineffective internal marketing
« Failure to match demand and supply
o Lack of proper customer education and training

Gap 4: between service delivery and external communication

Consumer expectations are highly influenced by statements made by company representatives and
advertisements. The &
delivery of the service. For example, the hospital printed on the brochure may have clean and
furnished rooms put in reality it may be poorly maintained, in which case the patients’
expectations are not met. The discrepancy between actual service and the promised one may

occur due to the
. Over-promisin
o Failure t0 manage customer expectations
Failure t0 perform according to specifications
Gap 5: betweel expected service and experienced service
This gap arises ¥ he consumer misinterprets the service quality. For example, 2 physician
keep visitin
omething is really wrong.

ap arises when these assumed expectations are not fulfilled at the time of

following reasons:
g in external communication campaign

may g the patient to show and ensure care, but the patient may interpret this as an

indication that S
Determinants .
The ten Jeterminants that may influence the appearance of a gap are:

1. Competence i the possession of the required skills and knowledge to perform the service.
For example, there may be competence in the knowledge and skill of contact personnel,
knowledge and skill of oper ational support personnel and research capabilities of the
organization.

2. Courtesy is the consideration for the customer's property and a clean and neat appearance
of contact personnel, manifesting as politeness, respect, and friendliness.

3 Credibility includes factors such as trustworthiness, belief and honesty. It involves having
. (=}

the customer's best i
company reputation and the personal ¢ naracteristics of the contact personnel.

4 Security enables the customer to f-e! free from danger, risk or doubt including physical

safety, financi

nterests at prime position. It may be influenced by company name

al security and conr:.dentiality.

P
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5. Access is approachability and ease of contact. For example, convenient office operation
hours and locations. '

the service and its cost, the relationship between services and costs and assurances as to
the way any problems are effectively managed.

7. Knowing the customer means making an effort to understand the customer's individual

records are up to date and schedules are kept.

10. Responsiveness is the readiness and willingness of employees to help customers by
providing prompt timely services, for example, mailing a transaction slip irnmediately or
setting up appointments quickly.

By the early 1990s, the authors had refined the model to five factors that enable the acronym
RATER:

1. Reliability: the ability to perform the promised service dependably and accurately

2. Assurance: the knowledge and courtesy of employees and their ability to convey trust apng
confidence

3. Tangibles: the appearance of physical facilities, equipment, personne] and Communicatjop
materials

services, and education
2. SERVPERF
Service quality can also be measured by the performance-based SERVPERF g,
researchers Cronin and Taylor questioned the conceptual basis of the SERVQU
confusing with ‘service satisfaction’, thus they opined
expectation) of SERVQUAL to be discarded and instead
Company or service provider) must be used. Because ‘P’ is defin

Consumer Behaviour , —
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The proposal SERVPERF Scale. Actually it
which shows that higher the perceived performance, higher the service quality.

SERVPERF is a performance-only model for measuring service quality with empirical
studies in banking, pest control, dry cleaning, and fast food sectors. It is the performance-based

e T T

what is referred a is the variant of former model

measures, and it can explain more of the variation in service quality than SERVQUAL.
SERVQUAL had a good fit in banking and fast food sectors whereas SERVPERF had an
excellent fit in all four industries-banking, pest control, dry cleaning, and fast food. Later it’s
applications extended to other important sector such as spectator sports, entertainment, health
care, long-distance carrier etc., Empirical studies evaluating validity, reliability, and
methodological soundness of service quality scales clearly point to the superiority of the
SERVPEREF scale. ,

1
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