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Consumer Behaviour: Actions a person takes when purchasing and using products and services. 
What does this mean though? …

Purchase decision process: the stages that a buyer passes through when making choices about which products and services to buy
FIVE stages
1. Problem recognition: perceiving a need
2. Information search: seeking value
3. Evaluation of alternatives: assessing value
4. Purchase decision: buying value
5. Post-purchase behaviour: value in consumption or use
1. the initial step in the purchase decision. 
Happens when consumer figures out they want to purchase something (need or want, ex/ need food (need), or mp3 player broke (want))
Marketers can activate this step by presenting the weaknesses of other products
2. consumers start to search for info about which product/service will most effectively satisfy their need/want.
Internal search: scan memory for knowledge of previous experiences with products or brands
External search: usually used when consumer doesn’t know about product
Personal sources (relatives, friends) public sources (internet, magazines) marketer-dominated sources (advertisements, PoP [point-of-purchase] displays)
3. considering all the factors when evaluating your chosen product/service
evaluative criteria = these factors
comparing brands and products to optimize your buying choice
4. still have to decide:
Which brand, (from research)
where to buy, (past experiences, reputation, return policy)
when to buy, (sales, rebates, atmosphere of store)
5. compare product/service with expectations and is either happy or not
this outcome affects future purchasing behaviour (word of mouth is a powerful tool)
studies show (3 people were told after a good experience, 9 people were told after a bad experience)
companies focus attention on this behaviour to keep customer satisfaction high (offer toll-free phone numbers, return/refunds, staff training)
cognitive dissonance (from psych!!) happens when a consumer has two or more extremely good alternatives (iPod, mp3 player) and thinks they got the wrong one

Involvement and Problem-Solving Variations:
Five step process does not happen all the time
Involvement: personal, social, and economic significance of a purchase to the consumer
Ex/ pop and toothpaste do not require the five steps, compared to a computer or car
Typical five step process attributes: expensive, serious personal consequences, or reflect one’s social image
Routine problem solving: items like milk and table salt
Recognize problem, make a decision (low priced, frequently purchased)
Limited problem solving: jeans and restaurants 
some information is sought out, as well as evaluation of alternatives
Extended problem solving: car and house
 all five stages of purchase decision process are used. Lots of time and effort

Situational influences: purchase situation will affect the PDP
1. purchase task: (product for own use, or a gift?)
2. social surroundings: (other people present at time of purchase)
3. physical surroundings: (items in retail store may affect decision)
4. temporal effects: (time of day or time available)
5. antecedent states: (consumer’s mood or amount of cash on hand)

Psychological influences
Motivation:  the energizing force that stimulates behaviour to satisfy a need (Maslow, physiological, safety, social, personal, self actualization)
Personality: a person’s consistent behaviours or responses to recurring situations (characteristics are often revealed in self concept: [the way they see themselves and how they think others see time]
Two differences: actual self and ideal self (self-explanatory) 
Attitude: learned predisposition to respond to an object, in a consistently favourable or unfavourable way
Belief: one’s perception of how a product or brand performs on different attributes
Perception: the process by which an individual selects, organizes, and interprets information to create a meaningful picture of the world
Attributes 
Selective perception: filters the information so that only some of it is understood or remembered to the conscious mind 
Selective exposure: when people pay attention to messages that are consistent with their attitudes/beliefs, ignore messages that are inconsistent (Xbox fanboy vs. PS3 fanboy)
Selective comprehension: involves interpreting information so that it is consistent with their attitudes/beliefs (Snow pup for a snow blower makes it seem kiddy, snow master increased sales)
Selective retention: when consumers do not remember all the info they see, read or hear

Perceived Risk:
The anxieties felt because the consumer cannot anticipate the outcome of a purchase, but believes there to be negative consequences

Would you rather have $40 or a chance to win $100 based on a coin flip?
Risk averse: choose the $40
Would you rather have $50 or a chance to win $100 based on a coin flip?
Risk neutral: indifferent to this choice
Expected value of the gamble is .5 $100 = $50
How much do I have to pay you to get you to forgo the gamble?
Risk seeking: If this amount is >$50

Socio-cultural influences:
How our relation to different groups affects our decision-making as consumers
Opinion Leadership: individuals who have social influence over others

Reference Groups:
People to whom an individual looks as a basis for self-appraisal or as a source of personal standards
Three groups:
Membership group: a group someone actually belongs (frats and sororities, social clubs, family)
Aspiration group: a group someone wishes to be a member of
[bookmark: _GoBack]Dissociative group: a group that someone wishes to stay away from
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