Chapter 1 What is consumer Behaviour 
Demographics: Characteristics of the populations such as sex age income or education
Psychographics: Aspects of persons lifestyle such as interest, attitudes values or personality
Market segmentation strategies: Targeting a brand to a specific group of consumers rather than to everyone
Advertisment branding and packaging: Focus on positionling a product in a certain way 
*People often desire and value products that reflect the person they want to be. People often chose a product because it reflects their personality or what they wanna be 
Bran loyalty: A bond between a brand and a consumer that is really hard to break by competition, this is usually broken by changes in consumer life situation or self-concept.
Consumer Behaviour: The study of the process in which  individuals or groups engage when selecting purchasing or disposing products services ideas or experiences in order to satisfy their needs or desires. 
Previously reffered as buyer behaviour
The stages of the Consumption process
1. Prepurchased issues
a. Consumer perspective
How a consumer decide he or she needs a product, what are her best sources of information in order to learn about the alternative choices she could have
b. Marketers perspective
How are consumers attitudes to the product formed and changed?
What cues do consumers use in order to infer that a product is superior to other
2. Purchase issues
a. Consumer perspective
Is purchasing the product a stressful or pleasant experience? What does the purchase say about the consumer
b. Marketer perspective
How factors such as time preasure or store display affect the purchase desicion
3. Post Purchase issues
a. Consumer perception
Does the product produce pleasure or perform its intended use? How is the product eventually disposed and what are its implications to the environment while doing so 
b. Marketer perspective
What determines if the cosumer is satisfy with the produc
Is the  costumer satisfied by it
Will he purchase it again
Exchange: The process in which two or more organitations or people receive something of value
Consumers impact on Marketing Strategy
· Why should managers study consumer behaviour. Because this brings profit
· If a manager understands the needs and desires of the costumer he can satisfy their needs and desires
· Consumers reaction is the ultimate test of weather a marketing strategy will succeed 
· THE MAIN PORPUSE OF UNDESTANDING CONSUMER BEHAVIOUR is to predict the future

Marketing segmentation: Identify groups of costumers that are similar to one another and then devise marketing strategies  to similar groups 
Relationship Marketing: Building lasting bonds between the consumer and the brand ... making and effort to interact with consumer on the regular bases
Popular Culture: Music books movies celebrities sports and other forms of entertainment consumed by mass market. Both a product and and isperation for marketers
Consumer generated content: How consumers voice their opinion in regards to products brands and companies different channesls such as social networks, blocs and even videos.
The meaning of consumption
People often buy products not for what they are but for what they mean
*this doesn’t mean that current products don’t satisfy its primary use. This rather means that they go far and beyond in regards of its functionality. 
Global consumer culture: People around the globe are linked by their global devotion to brand name consumer goods, and celebrities 
U-Commerce: The used of networks that enable real time connections in business and consumptive behaviour EX students receiving a notification on their email when the dryers at the lundry room are ready
RFIF tags: contain small computer ships or anthenas that communicate objects with a network,
Virtual consumption
Horizontal revolution: The prevalence of social media providing the means to communicate and collaborate with other people communities and organizations 
Synchronous interaction: interaction that occurs on real time (chatting)
Asynchronous integration Interactions that don’t require participants to interact inmediatly (FB status)
The culture of participation: a belief in democracy; the ability to freely interact with other ppl companies and organizations 
Business Ethics
Rules of conduct that guide actions in the market place 
· The standards of ppl judging what is right and what is wrong
Consumer Activism and its impact on Marketing
Culture Jamming: efforts to disrupt efforts by a corporation to dominate our cultural landscape 
Corporate Social Responsability: protect and enhance positive social and environmental results of business activities
Green Marketing: offer products in ways that are less harmfull to the environment 
Social Marketing: Using marketing techniques to reinforce positive behaviours such as increased literacy or discourage negative activities such as drinking and driving
Transformative Consumer Research: promotes research projects that include the goal of helping people or bringing social change
The Dark side of Consumer behaviour
Consumer Addiction: A physiological and psychological dependency on products oe services (i.e drugs, alcohol, cigarrets)
Compulsive consumption: repetitive shopping
Shrinkage: The industry term for inventory and cash losses as a result of shoplifting and employees theft 
Ant consumption: revelling against the idea of consumption it self
The Role of Consumer Research
Primary research: When data is collected specifically for the research question
Secondary data: Data collected by secondary sources
Qualitative Research tools
1. story telling
2. role playing
3. photos 
4. Diaries






