Lesson 5- UNDERSTANDING BUYER AND BEHAVIOUR & METRICS


Consumer buying decision (BCD)
1. Need recognition – looking for the product
2. Information Search – researching different products
3. Evaluation of Alternatives – iphone and samsung
4. Purchase Decision – do u want to buy it or not 
5. Post-purchase behavior – is the customer satisfied / customer emorse

1. Need Recognition – consumers recognizing what they need 

Functional/necessity – buying cause of it’s function
Psychological/luxury – buying cause you think you want it (shoes) 

Performance – risk of a poorly performance product
Financial – cost of initial purchase + cost of use or maintenance 
Social – what will my friends think
Physiological – harm to self if product doesn’t perform
Psychological – what imagine will it convey to others 

2. Information search
· Internal search – examines their own memory/knowledge of product 
· External search – buyer seeks information from friends, family, or salesperson

Internal Locus of control – you still have control over outcomes (whether YOU want to buy it or not regardless of what others say

External locus of control – other factors that influence outcome

3. Alternatives
· Compensatory – trades off one characteristic against another
· Non compensatory – on basis of a subset of characteristics regardless of other attributes
· Decision characteristics – mental shortcuts that help narrow down choices (Price, brand, product presentation)

4. Purchase and consumption
· Seek our purchase products that they believe to provide best value


6. Post-purchase outcomes
· [bookmark: _GoBack]Dissonance – prevent disconnection in expectation


Psychological factors:
Motives – hierarchy of needs
Attitude - cognitive, affective, behavioral components
Perception – selective exposure, attention, comprehension & retention 
Learning – change in thought from experience
Lifestyle – way to spend time and money to live

Social Factors: 
Family – decision makers vs influencers 
Reference groups – person used for comparison for beliefs, feelings and behaviors 
Situational factors 
Purchase situation – based on why or who you may be being for
Shopping situation – based on something in the store. Atmosphere, sakes, crowding, promo
Temporal State -  based on state of mind. Like Anger 


Characteristics of Business Market
· Demand is derived from different products, consumer markets

Buying process characteristics 

Marketing mix characteristics – 




Lesson 6: 

B2B 
· Manufactures and producers 
· Resellers (Wholesalers; resell manufactured products without much change)
· Institutions (hospital, organization, prisons, non-profit organization)
· Government (central government) 
Challenges
· Identify right persons/decision maker
· Understand the buying process of each potential client
· Identify influence purchases

Market characteristics – tastes, goal
· B2B supply demand, make money
· B2C purchase goods for personal needs
Product characteristics – raw / manufactured 
· B2B buy raw materials
· B2C buy manufactured materials for use 
Marketing Mix characteristics – role of sales person
· B2B sales person for transaction
· B2C sales person for communication 
North American Industry Classification System NAICS codes – classification scheme with 6 digit codes 

Information
Broadcasting except intner
Radio and television braodcasting
Radio broadcasting
Radio networks 
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B2B Buying process 

1. Need recognition – through internal/external sources that it has unfilled needs

2. Production specification – other solutions for potential specification

3. Request for proposals  RFP– bid on supplying their required components. 

4. Proposal analysis and supplier selection – 

Factors affecting b2b buying process

Buying Centre – the group of people responsible for buying decision in large organizations

· Initiator – doctor 
· Influencer - pharmacy
· Decider – the hospital
· Buyer –hospital material manager
· user - patient
· Gate keeper – insurance company who controls information or access or both to decision makers and influencers


Organizational culture – reflects the set of values, traditions, customs that guides managers and employee’s behavior. 
· Autocratic buying centre – multiple participants, one person makes Deision
· Democratic buying centre – majority rules in decision making 
· Consultative buying centre – one person makes decision, but gets input from others
· Consensus buying center – every member makes the decision and must support each other 



Buying situations – effects b2b decision process 
· New buy –purchases a good/service for first time (first concealer) 

· Modified rebuy – purchased something similar, but change on specifications (different concealers) 

· Straight rebuy – buy something you already bought before (buying the same concealer) 
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