Chapter 6 - Consumer Markets and Buyer Behaviour
Consumer buying behaviour - the buying behaviour of final consumers - individuals and households that buy goods and services for personal consumption

- decision making process before, during and after purchase

- influenced by: cultural, social, personal and psychological factors
**Factors influencing consumer behaviour figure 6.2**
Cultural Influences:
- Culture: the set of basic values, perceptions, wants and behaviours learned by a member of society from family and important institutions 

- we can add a layer: 'source' culture (birth culture) vs culture of the place you're 

currently living 
 - Does culture influence buying decisions? How so? 

- food preferences, clothing, activities, etc
-Subculture: a group of people with shared value systems based on common life experiences and situations 

- regional subcultures

- ethnic subcultures

- cultures of consumption

- Generational cohort as subculture

- occupational subcultures 
- Social class: relatively permanent and ordered divisions in a society whose members share similar values, interests and behaviours

- marketers are interested because people within a given class tend to exhibit 

similar buying behaviours, interests and values
Social Forces:
- Reference groups - external influences that serve as direct (F2F, Face 2 Face) or indirect points of comparison or reference

- Membership groups - groups to which you belong

- Aspirational groups - groups to which you wish to belong

- Dissociative groups - groups to which you do not wish to be associated or 

belong --> homeless, unemployed, sens fans
- Opinion leader - person within a reference group who, because of special skills, knowledge, personality, or other characteristics, exerts social influence on others 
- Online Social Networks - online communities where people socialise or exchange information and opinions 
- Family - the most important consumer buyer unit 

- husband-wife interactions, influence of children
- Roles - activities people are expected to perform according to those around them 
- Status - roles carry status reflecting the general esteem given to them by society
Personal Factors:
- Age and Life-Cycle Stage
- Occupation 
- Personal Economic Situation
- Lifestyle - person's pattern of living as expressed in his/her psychographics. Pattern o acting and interacting 

- Requires measuring activities, interests and opinions 
- Personality and Self-concept - the unique psychological characteristics that lead to relatively consistent and lasting responses to one's environment 
Psychological Factors:
- Motivation - a motive is a need that is sufficiently pressing to direct the person to seek satisfaction
- Perception - the process by which people select, organise and interpret information to form a meaningful picture of the world 

- implied screening process by this definition 
- Learning - changes in an individual's behaviour arising from experience 
- Beliefs - a descriptive thought that a person holds about something 
- Attitudes -  a consistently favourable or unfavourable evaluation, feeling or tendency toward an object or idea 

- positive or negative associated with thought
Types of Buying Decisions:
- Complex - buying behaviour in situations characterised by high consumer involvement in a purchase and significant perceived differences among brands 
- Involvement - the degree of personal relevance a consumer perceives a product, brand, object or behaviour to have --> psychological involvement 

- high involvement products are seen as having important personal 



consequences or as useful for achieving important personal goals 

- low involvement products are not linked to important consequences or goals 
- Dissonance-reducing - buying behaviour in situations characterised by high involvement but few perceived differences among brands 

- dissonance - a psychologically uncomfortable state produced by an 


inconsistency between beliefs and behaviours, producing motivation to reduce 

the dissonance 

- post-purchase dissonance - after-sale discomfort
- Habitual - situations characterised by low involvement and few significantly perceived brand differences 

 - buy out of habit, brand familiarity
- Variety-seeking - situations characterised by low involvement and significant perceived brand differences 

- buy just to try something different 
Buyer Decision Process (figure 6.5)
- 5 stages that help us understand how the decision process may operate

- in routine or habitual purchasing, buyers may not pass through all the steps
1. Need Recognition - buyer recognises a problem or need 


- can be triggered by internal or external stimuli 
2. Information Search - consumer is motivated to search for more information

- search may be internal, external or consist just of heightened awareness

- results in a 'choice or consideration set'
3. Evaluation of Alternatives - buyer uses information to evaluate alternative brands in choice set

- calculus using weighted decision criteria, buy on impulse, go with 'gut feel'
4. Purchase Decision - usually the preferred option is purchased

 - situational factors may interfere e.g., stockouts, sale on second choice
5. Post-purchase Behaviour - consumers take further action based on satisfaction or dissatisfaction 

- positive/negative word of mouth, selective ad viewing
The Buyer Decision Process for New Products (figure 6.6):
- People differ greatly in their readiness to try new products. In each product area, there are "consumption pioneers" and early adopters 
- We each have our own degree of innovativeness 

- 2.5% innovators --> 13.5% early adopters --> 34% early majority --> 34% late 

majority --> 16% laggards
- Relative Advantage - the degree to which the innovation appears to be superior to existing products. The better something seems compared to other stuff, the more you'll like the new something 

- As RA increases so does the adoption rate
- Compatibility - the degree to which an innovation fits the values and experiences of potential consumers 

- As compatibility increases, so does adoption rate 
- Complexity - the degree to which the innovation is difficult to understand or use 

- As complexity increases, AR slows down
- Divisibility (Trialability) - the degree to which the innovation may be tried on a limited basis

- As trialability increases, AR increase 
- Communicability (Visibility) - the degree to which the results of using the innovation can be observed or described to others 

- As visibility increases, so does the AR 
