CHAPTER 3: CONSUMER BEHVAIOUR AND TARGET AUDIENCE DECISIONS

Consumer Behaviour  Process and Activities people experience when searching/purchasing/using/evaluation and disposing of products to satisfy their needs and desires

STAGES IN THE CONSUMER DECISION MAKING PROCESS
	Need Recognition  Information Search  Alternative Evaluation  Purchase Decision  Postpurchase Evaluation


· It views the consumer as a problem solver and information processor who evaluates alterative brands
· Not always a straight line, it can loop back creating a “pre-purchase stage” = “journey”
(1) NEED RECOGNITION
Need Recognition  Occurs when the consumer perceives a need + becomes motivated to enter a decision-making process. 
· It’s caused be a difference between the consumer’s ideal state (desires), and actual state (really like) 
Want  Is a felt need that is shaped by a person’s knowledge, culture, and personality
 (2) CONSUMER MOTIVATION
To better understand the reasons underlying consumer purchases, marketers extensively consider:
· Motives  Factors that compel a consumer to take a particular action
	One approach to understand consumer motivation is based on hierarchy of needs 
1. Self-actualization  The need for self-fulfillment and desire to realize one’s own potential
2. Esteem  Need to feel a sense of accomplishment and gain recognition, status, and respect from others
3. Social/Love and Belongings  Desire to have satisfying relationships and to feel love, acceptance
4. Safety  Need for security and safety from physical harm
5. Physiological  Basic level of primary needs to sustain life (food, shelter, clothing)


 (3) INFORMATION SEARCH
Internal Search Scan information stored in memory to recall pas experiences and/or knowledge regarding 
External Search 
	· Personal sources (friends/relatives) 
· Public sources (articles in print media/reports
	Marketer-controlled sources (advertising/sales people) 
Personal Experience (Past use/handling/examining the product


[ Auto industry largest digital advertiser + Shopping is reduced from 4 to 5 weeks + buyers evaluate 4 brands vs 2.5]

Active Shopping Mode  Consumers who are in the information search stage and deliberately seek information 
· (Visit internet sites, speak with friends)
Passive Shopping Mode  Consumers during the pre/post-purchase stage where they receive unsolicited information
· such as advertising and promotion msgs or social media postings
PERCEPTION
Msg and media decisions are depended on
1. How consumers sense external information
2. How they attend to different sources of information
3. How this information is interpreted and given meaning
4. How information is retained
Perception  Process which by an individual receives, attends to, interprets, and stores information to create a meaningful picture of the world 
Selective Perceptions  May Occur within all 4 stages of the perceptional process
Sensation  The immediate, direct response of the snese 9taste/smell,sight,touch, and hearing) to a stimulus 
· Ex: Ad, package, brand name, point-of-purchase display, or mobile alert
The Selective Perception Process
(1) Selective Exposure  Consumers choose whether or not to make themselves available to information
a. Ex: Tv  Can change channels, or even leave it on while leaving the room
(2) Selecting Attention  Consumer chooses to focus attention on certain stimuli while excluding others
a. Ex: Tropicana  Bright colours to attract ppl reading a magazine
(3) Selective Comprehension  Interpreting information on the basis of their own attitudes, beliefs, motives
(4) Selective Retention  Consumers don’t remember all the info they see/hear/read after attending to
a. Mnemonics  Symbol, rhymes, associations and images that assist in the learning/memory process
ALTERNATIVE EVALUATION
Alternative Evaluation  Ppl compares the brands identified as being capable of satisfying the needs/motives                                  that initiated the decision process 
· Brands identified as purchase options are referred to as the consumers’ evoked set
Evaluative criteria  Attributes of a product that are used to compare different alternatives which can be ob/subjective
· Ex: When buying a car, the attributes would be price, warranty, fuel economy (Objective)
· Ex: Image/styling (Subjective) 
	Attribute – What product has
Product  Physical (Classico has 17 flavors of tomato sauce) + (Wholesome ingredients)
.............  Quasi-Physical (Pasta sauce tastes like home-made) + (Authentic texture with good pasta)
Non-product  Moderate price, re-usable package, flavour availability


Functional benefits   Concrete outcomes of product usage that are tangible and objectively related to the purpose of the product
	ex: Message says the Chevrolet Sonic has 10 air bags.
The implied functional benefit is stronger prevention of serious injury during an accident, with an implied safety motive.


Performance Benefits Less tangible and subjectively related outcomes of how the product or an attribute affects the consumer.
	Ex: Message says Dove beauty bar will reveal beautiful glowing skin.
The brand makes a benefit claim that consumers may agree or disagree prior to, or after use. The implied motive is quite possibly physiological.


Experiential Benefits   How it makes the consumer feel while consuming the product 
  Individual-based feelings (e.g., happy) or socially-based feelings (e.g., status) experienced during consumption. 
	Ex: BMW messages says joy is, in good company, youthful, timeless, moving
Motive is likely self-esteem.


PURCHASE DECISION
Purchase Intention  (Predisposition/Tendency to do something) to buy a certain brand 
· (Based on matching of purchase motives with attributes/characteristics of brands)  
Brand Loyalty  A preference for a particular brand that results in its repeated purchase
INTERGRATION PROCESSES
Integration Process  The way product knowledge/meanings/beliefs are COMBINED to evaluate 2+ alternatives
[ Analysis of the integration process focuses on the different types of decision rules or strategic consumer use ]
Heuristics  Make purchase decision by using more simplified decision rules 
1 type of Heuristics  Affect Referral Decision Rule (Consumers make a selection on the basis of an overall impression or summary evaluation of the alternatives under consideration)
SATISFACTION
Satisfaction  Judgement that consumers make with respect to the pleasurable level of consumption-related fulfillment 
“Fulfilment” implies that a consumer’s goals has been achieved (ie.need) and that the fulfillment is “judged with reference to a standard”
Cognitive Dissonance  A feeling of psychological tension or post purchase doubt that a experience after making a difficult purchase choice. 
TYPES OF DECISION MAKING/CONSUMER BEHAVIOUR
Routine Problem Solving (Routine Response Behaviour)  Many purchase decisions consumers make are based on habit (ie. Low-priced, frequently purchased products, perform internal search)
Limited Problem Solving  Low degree of complexity. Consumer doesn’t have time/motivation
Extended Problem Solving  High degree of complexity, occurs with expensive products


[image: ]GROUP DECISION MAKING
Group  2+ individuals who share a set of norms/values/beliefs and have certain implicitly/explicitly defined relationship to one another such that their behaviour is interdependent 
Reference Group  A group whose presumed perspective or values are being used by an individual as the basis for his/her judgements, opinions, and actions


TARGET AUDIENCE DECISION
Target Market Group of customers toward which an overall marketing program is directed. 
Decision has 3 steps (1) Segment the Market (2) Select a target market (3) Determine the market positioning strategy
	DEMOGRAPHIC
	SOCIOECONOMIC
	PSHYOHGRAPGHIC
	BEHVAIOUR
	GEOGRAPHIC

	Age/Sex
Race/Ethnicity
Life Stage
Birth Era
Household Size
Marital Status
	Income
Education
Occupation

	Values 
Life Style
Personality
Culture
Social Class

	Brand Loyalty
User Status
Usage Rate
Situation
Benefits Sought

	Region
City
CMA
Density




	Demographic, Socioeconomic, Psychographic
Used to define target market.
Not sufficient as primary for target audience.
Use relevant variables from these three within the initial customer/non-customer group consideration.
Geographic
Geographic markets have varying customer development, demographic, socio-economic, and psychographic levels.
Examples   National vs. Major markets.
                  National vs. Regional markets.



CMA  CENSUS METROPOLITAN AREA (Ottawa, Gatinaeu)  City Regions         | Baby boomers (gen x) = 1950-1960 |
VALS  Method for applying segmentation based on values
Subcultures  A cultural subgroup differentiated by status, ethnic background, residence, religion, or other factors that functionally unify the group and act collectively on each member.
Social Class  Homogeneous division in a society into which ppl sharing similar lifestyle, values, norms, interests, and behaviours can be grouped
Behaviouristic segmentation  Dividing consumers into groups according to different actions
Usage Situation  Circumstance in which the profuce will be used 
Purchase Situation  Involves the environment operating at the time of the purchase
Benefit Segmentation  Grouping of consumers on the basis of attributes sought in a product
Target Audience  Group of consumers that a marketing communication program (ie. Advertising) is directed toward

	Customer Groups
Brand loyals  Buy our brand only (Regularly buy the firm’s products) 
Favorable brand switchers  Buy our brand and other brands 

	Non–Customer Groups
New category users  Enter category by buying our brand
Other-brand switchers  Buy other brands and not ours
Other-brand loyals  Buy another brand and not ours (Buys only 1 other brand)
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