Marketing Chapter 5: Consumer Behaviour
The Consumer Decision Process: represents the steps that consumers go through before, during, and after making purchases.
1. Need Recognition
· The beginning of the consumer decision process; occurs when consumers recognize they have an unsatisfied need and want to go from their actual, needy state to a different desired state
· The greater the discrepancy between these two states, the greater the need recognition will be. 
· Functional Needs: pertain to the performance of a product or service 
· Psychological Needs: pertain to the personal gratification consumers associate with a product or service 
The key to successful marketing is determining the correct balance of functional and psychological needs that best appeals to the firm’s target markets. So marketers use numerous tactics to either remind customers of a need or create new needs. Researching and understanding what products and services customers need or want and why, are the first steps in developing appropriate tactics. 
2. Information Search
· After a consumer recognizes a need they search for information about the various options that exist to satisfy that need. The length and intensity of the search are based on several factors, including the degree of perceived risk associated with purchasing the product or service and the importance of the product to the consumer. 
· Internal search for information: occurs when the buyer examines his or her own memory and knowledge about the product or service, gathered through past experiences. 
· External search for information: occurs when the buyer seeks information outside his or her personal knowledge base to help make the buying decision 
Factors Affecting Consumers’ Search Process: it is important for marketers to understand the many factors that affect consumers’ search process. Among them are the following:
· The perceived benefits versus perceived cost of search: is it worth the time and effort to search for information about a product or service?
· The locus of control: people who have internal locus of control believe they have some control over the outcomes of their actions, in which case they generally engage in more search activities. With an external locus of control, consumers believe that fate or other external factors control all outcomes. In this case, they believe it doesn’t matter how much information they gather; if they make a wise decision, it isn’t to their credit, and if they make a poor one, it isn’t their fault. 
· Actual or perceived risk: five types of risk associated with purchase decisions can delay or discourage a purchase:
· Performance risk: involves the perceived danger inherent in a poorly performing product or service 
· Financial risk: risk associated with a monetary outlay; includes the initial cost of the purchase, as well as the costs of using the item or service
· Social risk: involves the fears that consumers suffer when they worry others might not regard their purchases positively
· Physiological risk: risk associated with the fear of an actual harm should the product not perform properly 
· Psychological risk: associated with the way people will feel if the product or service does not convey the right image
· Type of product or service: affects the depth and type of search a consumer undertakes. It differentiates between:
· Specialty goods/services: products or services toward which the customer shows a strong preference and for which he or she will expend considerable effort to search for the best suppliers. 
· Shopping goods/services: products or services, such as apparel, fragrances, and appliances, for which the consumer will spend a fair amount of time comparing alternatives.
· Convenience goods/services: products or services for which the consumer is not willing to spend any effort to evaluate prior to purchase. They are commodity items that are frequently purchased, usually with very little thought. Items like pop, bread, and soap. 

3. Alternative Evaluation
· Once consumers have recognized a problem and explored the possible options, they must sift through the choices available and evaluate the alternatives
· Alternative evaluation often occurs while consumers are engaged in the process of information search. 
· When consumers begin the evaluation of different alternatives, they base their evaluations on a set of important attributes or evaluation criteria:
· Evaluative criteria: consists of a set of salient, or important, attributes about a particular product that are used to compare alternative products. 
· Determinant attributes: product or service features that are important to the buyer and on which competing brands or stores are perceived to differ
· Consumer decision rules: the set of criteria consumers use consciously or subconsciously to quickly and efficiently select from among several alternatives. 
· Compensatory: a compensatory decision rule assumes that the consumer, when evaluating alternatives, trades off one characteristic against another, such that good characteristics compensate for bad characteristics
· Noncompensatory: noncompensatory decision rule, in which they choose a product or service on the basis of a subset of its characteristics, regardless of the values of its other attributes
· Decision Heuristics: not everyone uses compensatory or noncompensatory decision rules. Decision Heuristics are mental shortcuts that help them narrow down their choices. For example:
· Price: consumers can choose the more expensive option, thinking they are getting better quality along with the higher price, or they might buy the product priced in the middle of the alternatives, neither the most expensive nor the cheapest, thinking it a good compromise.
· Brand: always buying brand name goods allows some consumers to feel safe with their choices. 
· Product presentation: the manner in which a product is presented can influence the decision process. 
Generally, the extent of alternative evaluation depends on several factors , such as the types of products or services (specialty, shopping, convenience), the importance of the purchase, the perceived risks, and the expressive value of the purchase. Marketers should educate consumers about the company’s products, provide detailed comparison information on price, technical specifications, unique features and benefits. 

4. Purchase Decision
· Value is a strong driver of consumers’ purchase decisions. 
· Once the consumer has made the purchase, they usually consume it, or “put it to the test”. A special type of consumption is called:
· Ritual consumption: refers to the pattern of behaviours tied to life events that affect what and how people consume. 
· Many firms try to tie their products or services to ritual consumption
· Several situational factors, such as the following, help facilitate purchases:
· Having the merchandise in stock
· Offering multiple payment options
· Having many checkout lanes
· Installing digital displays to entertain customers
· Offering delivery
· Offer price match
· Warranty
· Return policy
· Factors that influence whether the purchase decision is made immediately or later, such as store atmospherics, shopping situation, and temporal states are discussed later. 

5. Postpurchase
· Marketers are particularly interested in this stage because it entails actual, rather than potential, customers. 
· Marketers hope to create satisfied customers who become loyal, purchase again, and spread positive word of mouth. 
· There are three possible postpurchase outcomes:
· Customer Satisfaction: setting unrealistically high consumer expectations of the product through advertising, personal selling, or other types of promotion may lead to higher initial sales, but it eventually will result in dissatisfaction when the product fails to achieve these high performance expectations. This failure can lead to negative word of mouth. To ensure postpurchase satisfaction a marketer should:
· Build realistic expectations – not to high and not to low – and deliver on those expectations
· Demonstrate correct product use
· Stand behind the product or service by providing money-back guarantees and warranties
· Encourage customer feedback
· Periodically make contact with the customers and thank them 
· Postpurchase Cognitive Dissonance: (postpurchase dissonance) an internal conflict that arises from an inconsistency between two beliefs, or between beliefs and behaviour; buyer’s remorse. A feeling of regret, guilt, or grave uneasiness, which generally occurs when a consumer questions the appropriateness of a purchase after his or her decision has been made. Consumers often feel dissonance when purchasing products or services. 
· Customer Loyalty: develops over time with multiple repeat purchases of the product or brand from the same marketer. Marketers attempt to build and nurture a loyal relationship with their customers from the very first purchase and with each subsequent purchase. 
· Undesirable Consumer Behaviour: negative word of mouth and rumours. 
· Negative word of mouth: occurs when consumers spread negative information about a product, service, or store to others

Factors Influencing Consumer Buying Decisions:
Psychological Factors:
·  psychological factors that influence the way consumers perceive the marketers messages:
· Motives: a need or want that is strong enough to cause the person to seek satisfaction. One of the best paradigms for explaining these motives was developed by Abraham Maslow. He categorized five groups of needs, namely, physiological (food, water, shelter), Safety (secure employment), Love (friendship, family), Esteem (confidence, respect), and Self-actualization (people engage in personal growth activities and attempt to meet their intellectual, aesthetic, creative, and other such needs) 
· Physiological needs: relate to the basic biological necessities of life: food, drink, rest, and shelter
· Safety Needs: pertain to protection and physical well being
· Love (social) needs: relate to our interactions with others
· Esteem Needs: allows people to satisfy their inner desires
· Self-actualization: occurs when you feel completely satisfied with your life and how you live. 
· Attitude: a person’ enduring evaluation of his or her feelings about and behavioural tendencies toward an object or idea; consists of three component: cognitive, affective, and behavioural 
· Cognitive component: a component of attitude that reflects what a person believes to be true. 
· Affective component: a component of attitude that reflects what a person feels about the issue at hand – his/her like or dislike of something
· Behavioural component: a component of attitude that comprises the actions a person takes with regard to the issue at hand. 
· Perception: the process by which people select, organize, and interpret information to form a meaningful picture of the world. Perception influences our acquisition and consumption of goods and services through our tendency to assign meaning to such things as colour, symbols, taste, and packaging. Culture, tradition, and our overall upbringing determine our perceptual view of the world. 
· In trying to influence perceptions, marketers must understand and focus on the four components of perception: selective exposure (people who only watch certain channels), selective attention (consumers who only listen to messages that are consistent with their beliefs), selective comprehension (when consumers interpret a marketing message different than what was intended), and selective retention (the situation when consumers don’t remember all the information they see, read or hear). 
· Learning: refers to a change in a person’s thought process or behaviour that arises from experience and takes place throughout the consumer decision process. 
· Lifestyle: refers to the way consumers spend their time and money to live

Social Factors:
· Family: may be making a decision on a product or service that the whole family will be consuming
· Reference Group: one or more persons an individual uses as a basis for comparison regarding beliefs, feelings, and behaviours. 
Situational Factors:
· Factors affecting the consumer decision process; those that are specific to the purchase and shopping situation and temporal state that may override, or at least influence, psychological and social issues. 
· Purchase situation: underlying psychological traits or social factors may change in certain purchase situations 
· Shopping Situation: consumers may be ready to make a purchase but for a variety of reasons can be derailed once they arrive in the store. Marketers use several techniques to influence consumers at this choice stage of the decision process. Consider the following techniques:
· Store atmosphere: retailers and service providers have developed unique images that are based at least in part on their internal environment, also known as their atmospheres. Research has shown that, if used in concert with other aspects of retailer’s strategy, music, scent, lighting, and even colour can positively influence the decision process. 
· Salespeople: well-trained sales personnel can influence the sale at the point of purchase by pointing out the advantages of one item over another and by encouraging multiple purchases. 
· Crowding: customers can feel crowded because there are too many people, too much merchandise, or lines that are too long. If there are too many people in the store or if merchandise is packed to closely together, people may just leave. 
· In-store demonstrations: the taste and smell of new food items may attract people to try something they normally wouldn’t. 
· Promotions: retailers employ various promotional vehicles to influence customers once they have arrived in the store. 
· Packaging: marketers spend millions designing and updating their packages to be more appealing and eye-catching than their competitors’. 
Temporal State
· Our state of mind at any particular time can alter our preconceived notions of what we are going to purchase. 

Involvement and Consumer Buying Decisions
Involvement: the consumer’s degree of interest or concern in the product or service. Marketers have to adapt their adds to appeal to people with high involvement and low involvement. 
Extended Problem Solving: a purchase decision process during which the consumer devotes considerable time and effort to analyzing alternatives; often occurs when the consumer perceives that the purchase decision entails a great deal of risk
Limited Problem Solving: occurs during a purchase decision that calls for, at most, a moderate amount of effort and time
Impulse buying: a buying decision made by customers on the spot when they see the merchandise. 
Habitual decision making: a purchase decision process in which consumers engage with little conscious effort. 
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