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CONSUMER BEHAVIOR

LEARNING MODULES CHAPTER FIVE

Why do fans develop loyalty to a certain team?  Why do people prefer one brand of soda over another?   Or why have you chosen a business degree over any other degree program?  Because the answers directly affect every aspect of the marketing strategy, from product development to pricing and promotion, finding them is the goal of every marketer.  It requires an understanding of customer behavior, the process by which consumers and business-to-business buyers make purchase decisions.  Customer behavior includes both individual consumers who buy goods and services for their own use and organizational buyers who purchase business products.  

Chapter Five focuses on individual purchasing behavior or consumer behavior.  A variety of influences affect consumers and their purchase decisions from toothbrushes to autos to vacations.  Chapter Six will shift the focus to business buying decisions.



INTERPERSONAL DETERMINANTS OF CONSUMER BEHAVIOR   Module 5.1
You don’t make purchase decisions in a vacuum.  Every buying decision you make is influenced by a variety of external and internal factors.  

Final (or ultimate) consumers purchase for: 

· personal, 

· family, or 

· household use 

Organizational consumers purchase for: 

· further production, 

· usage in operating the organization, and/or 

· resale to other consumers 

Consumer behavior—








           is the mental and physical activities of individuals who actually use the purchased goods and services.   Why do people buy new products?  The top five reasons in a recent survey are 1) recommendation of family or friend, 2) TV commercial, 3) store display, 4) free sample in the mall, and 5) fliers, newspaper coupons (see Figure 5.1, page 159). 




           

B = f(I,P).   Consumer behavior (B) is a function (f) of the interactions of interpersonal influences (I)—such as culture, friends, classmates, coworkers, and relatives—and  personal factors (P)—such as attitudes, learning, and perception.  In other words, inputs from others and an individual’s psychological makeup affect their purchasing behavior.  (Synonymous terms:  External and Internal, Interstate and Intrastate, Outside and Inside, Interpersonal and Personal)

This section focuses on external, interpersonal influences.  Consumers often times make purchases based on the expectation of others.   

1)  Cultural Influences—consists of the values, beliefs, preferences, and tastes handed down from one generation to the next.  Culture is the broadest environmental determinant of consumer behavior.  For example, Blue Bell, a family-owned company, sells its 98 flavors of popular Blue Bell brand ice cream in just 14 southern states. They have also developed special flavors like treas leches con fresas (three-milks cake with strawberries) and naranja y pina (orange puree with crushed pineapple) specifically for the Hispanic markets in Texas and Florida.

a) Core Values in U.S. Culture—some cultural values change over time, but basic core values do not.  Some of the core values of the American culture consist of: 1) work ethic, 2) desire to accumulate wealth, and the 3) importance of the family and home life.  Other core values include education, individualism, freedom, youthfulness, activity, humanitarianism, efficiency, and practicality.  Each of these values influences consumer behavior.  Certainly the Internet has made a generation of people more globally aware and influenced by a greater diversity of information and products.

b) International Perspective on Cultural Influences—cultural differences are particularly important for international marketers.  Europe for example has many different languages and a wide range of lifestylesand product preferences.  Chinese shoppers, another instance, perceive Western brands as trend-setting and strongly favor names like Coca-Cola, Nike, and Disney over local competitors.





          

c) Subcultures—are smaller groups within a society that have their own distinct characteristics and modes of behavior, defined by ethnicity, race, region, age, religion, gender, social clas, or profession.  America’s ethnic mix is changing dramatically as Figure 5.2 (page 160) suggests.
Table  5.1                                                                                                                                      Ethnic and Racial Minorities as a Percentage of the Total U.S. Population
	Caucasian Americans
	66%

	Hispanic Americans
	13.5%

	African Americans
	12.7%

	Asian Americans
	 4.4%

	Native Americans
	 1.2%

	Two or More Races
	 1.8%

	Other
	 0.4%        


According to the U.S. Census bureau, the three largest and fastest growing U.S, ethic subcultures are Hispanics, African Americans, and Asians.

1.   Hispanic-American Consumers—






          comprise nearly 40 million Hispanics in the U.S. today, two thirds come from Mexico, one in seven is Central and South American, one in twelve is Puerto Rican, and nearly 4 percent are Cuban.  Some are Hispanic others are Latinos.  Cultural differences among these segments often affect consumer preferences.  

Acculturation—








     refers to the degree to which newcomers have adapted to U.S. culture.  Consumer behavior is very much influenced by acculturation.  Three major acculturation groups:  

    

· Largely unacculturated Hispanics  (about 28 percent) typically born outside the U.S., lived in the country for less than 10 years, lowest income of the three groups, and depend primarily on Spanish-language media.

· Partially acculturated Hispanics (approximately 59 percent) born in the U.S. or lived there for more than 10 years, 
most are bilingual, many are middle income, and respond to both Spanish- and English-language media.

· Highly acculturated Hispanics (13 percent) enjoy the highest income of the three groups, usually born and raised in the U.S., English speaking, but retain many Hispanic cultural values and traditions.

Marketing implications—

· Hispanic market is large and fast growing.  U.S. is home to the fifth largest Hispanic population in the world,  

· Hispanics tend to be young, with a median age of 25 compared with a median age of 35 for the general U.S. population,  

· Hispanic consumers are geographically concentrated in California, Florida, New Mexico, New York, and Texas.  Close to half of all Hispanics living in the U.S. reside in five cities:  Chicago, Los Angeles, Miami, New York, and San Francisco.  Hispanics tend to have larger households than non-Hispanics, and spend more on their children.

2.  African-American Consumers—





          comprise one in eight U.S. residents (or 12.5 percent)

Marketing implications—






             

· African-American buying power rose 73 percent during the 1990s,

· Median age of the typical African-American household is about five years younger than that of the average white family.  Thus, value preferences will differ for clothing, music, cars, and many other products.  

· African-American women are twice as likely as non-African American women to make the majority of purchase decisions for their households.

· African Americans are more likely to invest their money in real estate and life insurance, and less likely to invest in the stock market.   High-income African Americans who invest in the stock market rose 30 percent since 1990s compared to stock ownership among whites which rose only 4 percent,

· As with any other subculture, marketing to African American consumers needs to focus on demographic factors such as age, language, and educational level.

3.  Asian-American Consumers—






    

· consist of 13 million (or 4.4% of total U.S. population) people spread among culturally diverse groups, many retaining their own languages. 

· subculture consists of more than two dozen ethnic groups, including Chinese, Filipinos, Indians, Japanese, Koreans, and Vietnamese, 

· groups have their own language, religion, and value system that will impact its purchasing decisions,

· are expected to number about 40 million by the middle of the century.



SOCIAL INFLUENCES   Module 5.2
Every consumer belongs to a number of social groups, which have a bearing on consumer buying behavior.  The list can be extensive, but some of these groups comprise the family, friendships, neighborhoods, churches, schools, organizations such as Girl Scouts, Boys’ and Girls’ Clubs, and Little League, as well as various groups at work and in the community.  Group membership influences an individual’s purchase decisions and behavior in both overt and subtle ways.  Every group establishes certain norms of behavior.

1)   Norms—

are the values, attitudes, and behaviors that a group deems appropriate for its members.  Members of the American Marketing Association, British Accredited Registry (BAR), National Association of Black Accountants (NABA), American Medical Association (AMA), and the local country club tend to adopt their organization’s norms, i.e., values, attitudes, and behavior.  
Differences in group Status and Roles can also affect buying behavior—

             Status—is the relative position of any individual member in a group.

Roles—define behavior that members of a group expect of individuals who hold specific positions within that group.

For example, some groups (such as Chamber of Commerce or Rotary Club) define formal roles, well others (such as friendship groups) impose informal expectations.   So the status and roles associated with each group will influence that person’s activities and purchase behavior.

For example, on a football team, each member of the team has a certain position or status, such as the coach, assistant coach, quarterback, running back, tight and wide-end receivers, center, offensive line and so forth.  Each position or status has a certain role to play on that team.  The quarterback, for instance, is the leader who calls the plays and positions the players to advance the ball. The offensive linemen protect the quarterback and make openings for the runner to gain yardage.

2)   The Asch Phenomenon—

deals with the impact of groups and group norms on individual behavior, named after social psychologist S.E. Asch who through his research first documented characteristics of individual behavior.
The experiment:  Asch had two simple diagrams, one with a single vertical line of a certain length (A), the other diagram (B) had three lines of varying lengths.  The object was to announce to a group which of the lines in diagram B matched the line in diagram A.  All the members of a group except one were told to choose a line with the wrong length.  Invariably the one exception, who is not informed as to what’s going on, goes along with the group who are incorrect.  Asch found that individuals would conform to majority rule, even if that majority rule went against their beliefs.  This is referred to as “group think”.  The point being, the Asch phenomenon can be a big factor in many purchase decisions whether it be for expensive items (like buying a house or car) or expensive items (buying a pair of shoes on sale). 

3)   Reference Groups—

are people or institutions whose opinions are valued and to whom a person looks for guidance in their own behavior, values, and conduct, such as family, friends, or celebrities.  Goods and services subject to reference group influence must be ones that (1) others can see and identify, and (2) stand out as something unusual, a brand or product that not everyone owns.  Because children are especially vulnerable to the influence of reference groups, advertising, especially endorsements by celebrities (e.g., the Jonas Brothers), can have much bigger impacts on children than on adults, in part because children want so badly to belong to aspirational groups. 

Three subcategories of reference groups:

1)  a membership group to which the person belongs, including fraternities & sororities, social clubs, political party, and the family.  

2)  an aspiration group to which a person wishes to be a member of or wishes to be identified with, such as a professional society (BAR, AMA, CPA, and Full professor).  Many young people in Japan who aspire to American culture and values will buy products decorated with nonsense English words and phrases just to achieve this feeling. 

3) a dissociative group is one that a person wishes to maintain a distance from because of differences in values or behaviors (Hell’s Angels or other biking groups, gangs, and KKK).  Believing that motorcycle ownership and usage has a “black leather-jacketed biker” stigma, Honda Motor Company has focused its promotional efforts on disassociating its motorcycles from this group.

4)  Social Classes—








           a group of individuals with similar social rank, based on such factors as occupation, education, and wealth.  W. Lloyd Warner identified six classes within the social structures of both small and large U. S. cities.  Table 5.1 provides a percentage and description of each class.

Table 5.2
Social class Structure in the United States

	Upper Class
Capitalist class (1%)

Upper-middle class (14%)
	· Their investment decisions shape the national economy; income mostly from assets, earned and/or inherited; prestigious university connections.

· Upper managers, professionals, owners of medium-size businesses; college educated; family income ideally runs nearly twice national average.

	Middle Class
Middle class (33%)

Working class (32%)


	· Middle level white-collar, top level blue-collar; education past high school typical; income somewhat above national average.

· Middle level blue-collar, lower level white-collar; income runs slightly below national average; education is also slightly below.

	Marginal and Lower class
Working poor (11-12%)

Underclass (8-9%)
	· Below mainstream U.S. living standard, but above the poverty line; low-paid service workers, operatives; some high school.

· Depend primarily on welfare system for sustenance; living standard below poverty line; not regularly employed; lack schooling.


 Note:  rankings are according to:  occupation, income, education, family background and residence 

 location.

Marketing implications—

· Family characteristics, such as the occupations and incomes of one or both parents, have been the primary influences on social class.

· As women’s careers and earning power have increased over the past few decades, marketers have begun to pay more attention to their position as influential buyers.

· People in one social class may aspire to a higher class and therefore exhibit buying behavior common to that class rather than to their own.  For example,  middle-class consumers often buy items they associate with the upper classes, which may include prestigious products, such as antique carpets or luxury cars.  The lower class may purchase expensive jewelry and clothes, and high-class pre-owner automobiles.

· Each social class will tend to have certain identifiable behavioral traits associated with certain buying characteristics.  For instance, the working class (32%) put emphasis on the family, especially for economic and emotional supports; hence, they will buy clothing, toys, and entertainment goods, along with vehicles and equipment related to recreation, camping, and selected sports.  For example, upper-middle class (14%) have lifestyles that are preppy, conventional, intellectual, etc., therefore, they prize quality merchandise, favor prestigious brands, invest in art, and spend money on travel, theater (not movies), books, tennis, golf, and swimming clubs.

5) Opinion Leaders—








           are people within a reference group who exert influence on others because of special skills, knowledge, personality, etc.  They are trendsetters who purchase new products before others in a group and then share their experiences and opinions via word of mouth—the unpaid salesforce.  

For example, you might ask the webmaster at work for an opinion about a particular software

application.  Software manufacturers often give away free beta copies of software to potential 

opinion leaders with the hope that they will in turn influence many others to purchase the 

product. Or if you are interested in marketing strategy, you might consult your marketing 

professor on a good book to read in this area. 

Generalized opinion leaders are rare, and their interest motivates them to seek out information 

from mass media, manufacturers, and other sources and, in turn, pass it on to others.

The opinion leader is involved with three alternative channels to communication flow:   
          1) Information about products sometimes flows from the Internet, radio, television, and other mass media to opinion leaders and then conveyed to others.  

2) Information can also flow directly from media sources to all consumers. 

   3) In still other instances, a multistep flow carries information from mass media to opinion 

   leaders and then on to other opinion leaders and then on to other opinion leaders before 

   dissemination to the general public.



FAMILY INFLUENCES   Module 5.3

Most people are members of at least two families during their life-times—the ones they are born into and those they eventually form later in life.  The family group is perhaps the most important determinant of consumer behavior because of the close, continuing interactions among family members.  Like other groups, each family typically has norms of expected behavior and different roles and status relationships for its members.

The traditional family structure consisting of a husband, wife, and children is steadily changing over the last century (consult the U.S. Census Bureau for more information).  See Table 5.3 on how significant this change has been.

Table 5.3
Change Within The Family Structure

	In 1990
	Today

	· 80 percent of households were headed by married couples

· 6 percent of married women and 44 percent of single women worked outside the home
	· Only 53 percent are headed by married couples

· Three of every five married women and 69 percent of single women work outside the home

	A Century Ago
	Today

	· Half of all households consisted of extended families, with six or more people living under one roof
	· Only 10 percent of such households exist or have extended family members living under one roof.


These statistics have important marketing implications because they indicate a change in who makes buying decisions.  In this context, marketers describe the role of each spouse in terms of four categories and who makes the purchasing decision.

Table 5.4
The Role of Each Spouse

	Autonomic role


	When the partners independently make equal numbers of decisions.  Personal-care items would fall into the category of purchase decisions each would make for him- or  herself.

	Husband-dominant role


	When the husband usually makes certain purchase decisions.  Buying a new car or life insurance policy are typical examples.

	Wife-dominant role


	Here the wife makes most of certain buying decisions.  Children’s clothing is a typical wife-dominant purchase.

	Syncratic role


	Refers to joint decisions.  The purchase of a house follows a syncratic pattern.  


Marketing implications from Table 5.4—

· the two-income family has changed the role of women in family purchasing behavior.  This is to say:

a) women have more say in expensive family purchases such as automobiles and computers.

b) two-income families tend to make joint (or syncratic) purchasing decisions.  

c) members of two-income households often do their shopping in the evening and on weekends.

· Shifting family roles along with multiple roles of raising families, building careers, and managing household operations have produced a time crunch and created new markets for timesaving goods and services,   For example, as early as 1879, Heinz advertised its ready-made ketchup “for the blessed relief of mother and other women of the household”.  And the time crunch explains the growing market for home-meal replacement, such as the frozen food section of Sam’s Warehouse, and the Brookshire stores preparing and selling complete meals to go.  The maker of French’s mustard offers a variety of garnishes to enliven quick meals and at the bottom of the ad, refers to a Web site “for more fun tips and recipes.” 


Children and Teenagers in Family Purchases—





           have assumed new roles in family purchasing behavior as parents become busier and begin delegating some family purchase decisions to children, specifically teenagers.  Because children watch so much television and cruise the Internet, they know about the latest products and trends, and become the family experts on what to buy. 

Children and teenagers represent a huge market—over 50 million strong or 17 percent of the U.S. population—and they influence what their parents buy, from cereal to televisions to automobiles.  Children control about $175 billion of household spending.  So Procter & Gamble has tapped some 280,000 teens aged 13 to 19 to sample and endorse its products.  Using coupons, product samples, P&G has built an effective, and unpaid, sales force.

And even when children grow up, they continue to play roles in family consumer behavior, often recommending products to their parents.



PERSONAL DETERMINANTS OF CONSUMER BEHAVIOR  
Consumer behavior is affected by a number of internal, personal factors in addition to interpersonal ones previously discussed.  Each individual brings unique needs, motives, perceptions, attitudes, learned responses, and self-concepts to buying decisions.  This section examines how these factors influence consumer behavior.

I.  NEEDS AND MOTIVES   Module 5.4
Need—

Is an imbalance between the consumer’s actual and desired states.  Individual purchase behavior is driven by the motivation to fill a perceived need.  Marketer’s attempt to arouse this sense of urgency by making a need “felt” and then influencing consumers’ motivation to satisfy their needs by purchasing specific products.

Motives—

are inner states that direct a person toward the goal of satisfying a felt need or reducing the state of imbalance.

Maslow’s Hierarchy of Needs—

Psychologist Abraham H. Maslow in the 1940-50’s in the USA developed a theory that characterized needs and arranged them into a hierarchy.  Table 5.5 below displays the Hierarchy of Needs, and defines those needs in an ascending fashion (from bottom to top).  He began with physiological needs and progressed to the need for self-actualization.  A person must at least partially satisfy lower-level needs before higher needs can affect behavior, according to Maslow.  

For example, in developed countries where relatively large per capita incomes allow most people to satisfy the basic needs on the hierarchy, higher needs (such as belonging, esteem and self-actualization) may be more important to consumer behavior.  Whereas the less-developed, nonindustrialized countries work toward satisfying the lower physiological and safety needs.

Table 5.5
Maslow’s Hierarchy of Needs

[image: image1.png]ation
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The five needs

· Physiological needs are to do with the maintenance of the human body. If we are unwell, then little else matters until we recover. 

· Safety needs are about putting a roof over our heads and keeping us from harm. If we are rich, strong and powerful, or have good friends, we can make ourselves safe. 

· Belonging needs introduce our human nature. If we are helpful and kind to others they will want us as friends. 

· Esteem needs are for a higher position within a group. If people respect us, we have greater power. 

· Self-actualization needs are to “become what we are capable of becoming”, which would our greatest achievement. 

Three more needs

These are the needs that are most commonly discussed and used. In fact Maslow later added three more needs by splitting two of the above five needs. 

Between esteem and self-actualization needs was added: 

· Need to know and understand, which explains the cognitive need of the academic. 

· The need for aesthetic beauty, which is the emotional need of the artist. 

Self-actualization was divided into: 

· Self-actualization, which is realizing one's own potential, as above. 

· Transcendence, which is helping others to achieve their potential. 

Table 5.6 

                                                                                  Marketing Strategies Based on Maslow’s Hierarchy of Needs

	Physiological Needs
	Products
Marketing themes
	Vitamins, herbal supplements, medicines, food, exercise equip, fitness clubs                          Pepcid antacid—“Just one and heartburn’s done”; Puffs facial tissues—“A nose in need deserves Puffs indeed”; Ocean Spray cranberry juice—“Crave the wave”

	Safety Needs
	Products                                

                   Marketing themes
	Cars and auto accessories, burglar alarm systems, retirement investments, insurance, smoke and carbon-monoxide detectors, medicines.                Fireman’s Fund Insurance—“License to get on with it”; American General Financial Group—“Live the life you’ve imagined”; Volvo—“Protect the body.  Ignite the soul.”

	Belongingness
	Products
Marketing themes
	Beauty aids, entertainment, clothing, cars

Old Navy clothing—“Spring Break from coast to coast”; Washington Mutual banks—“More human interest”; TJMaxx clothing store—“You should go” 

	Esteem Needs
	Products
Marketing themes
	Clothing, cars, jewelry, hobbies, beauty spa services                                                                  Lexus automobiles—“The relentless pursuit of perfection”; Van Cleef & Arpels—“The pleasure of perfection”; Accutron watches—“Perhaps it’s worthy of your trust”; Jenn-Air kitchen appliances—“The sign of a great cook”

	Self-Actualization
	Products
                        Marketing themes
	Education, cultural events, sports, hobbies, luxury goods, technology, travel     

Gatorade—“Is it in you?; DePaul University—“Turning goals into accomplishments”; Dodge cars and trucks—“Grab life by the horns”; Southwest Airlines—“You are now free to move about the country”; Harley-Davidson—“After a lifetime of no’s, see what a yes feels like. It’s time to ride.”




II.  PERCEPTIONS   Module 5.5
Perception—             








           is the meaning that a person attributes to incoming stimuli gathered through the five senses—sight, hearing, touch, taste, and smell.  A buyer’s behavior is influenced by their perceptions of a good or service.  For example, consumer’s perceptions of Neiman Marcus and Godiva chocolates differ dramatically from their perceptions of Wal-Mart and Hershey, respectively.

Perceptions are influenced by (1) stimulus factors—characteristics of the physical object such as size, color, weight, and shape, and by (2) individual factors—unique characteristics of the individual, including not only sensory processes but also experiences with similar inputs and basic motivations and expectations.  For example, consumers’ perception of the nutritional value of bread changed with their preoccupation with the Atkins diet and their understanding of carbohydrates.  Or weight conscious people and their need to reduce calories has altered their perception toward drinking diet soft-drinks.

Perceptual Screens—








           is the mental filtering processes through which all inputs must pass.  The average American is constantly bombarded by marketing messages.  Over 6,000 commercials a week are aired on network TV. Prime-time TV shows carry more than 15 minutes of advertising every hour.  Thousands of businesses have set up Web sites to tout their offerings.  Marketers have also stamped their messages on everything that can be put in a package or placed on the shelf.  

Marketing clutter has inclined consumers to ignore many promotional messages, and to exercise their selective exposure or to filter out most messages.  For example, if you are in the market for a new Toyota Camry, you suddenly begin seeing Camry’s everywhere as you drive.  When you are after a new set of tires for your car, new tire ads begin to interest you.

So how do marketer’s break through the clutter?

1) Run large ads.  

2) Advertisers use color to make newspaper ads contrast with the usual black & white graphics.

3) Arrange a large amount of white space around a printed area or placing white type on a dark background, vivid illustrations and photos can also help to penetrate the reader’s perceptual screen.

4) The use of color is so suggestive.  For example, Red and Yellow are attention getting as with fire-trucks and the Target store, Orange stimulates appetite; Blue is associated with water, which is why cleaning products and bottled water containers are often blue or have blue lettering; Brown denotes strength and stability, as highlighted in ads for UPS, and Green connotes low-fat or healthy food products like the Healthy Choice brand.

5) Closure also helps marketers create a message that stands out.  Closure is the human tendency to perceive a complete picture from an incomplete stimulus.  For example, Southwest:  Official Airline, Sea World of Texas and California (replaced the two ff with two upright porpoises).  During a Kellogg campaign promoting consumption of fruit with cereal, the company emphasized the point by replacing the letters ll in Kellogg with bananas. In a campaign featuring a 25-cent coupon offer, Kellogg reinforced the promotional idea by replacing the letter o in the brand name with the image of a quarter.

6) Word-of-mouth is another highly effective way of breaking through consumers’ perceptual screens.

7) Virtual reality is a fairly new tool with phenomenal potential.  For example, before you book that expensive trip to Hawaii, why not tour the resort area via virtual reality on your computer (as if you were there in person).  Or why consume your precious time with a realtor visiting a great number of homes to buy, when you can walk through the interiors of homes via virtual reality in your own home.

Subliminal Perception—







           is the subconscious receipt of incoming information.   Subliminal advertising is aimed at the subconscious level of awareness to circumvent the audience’s perceptual screens.  For example, 50 years ago, a New Jersey movie theater tried to boost concession sales by flashing the words Eat Popcorn and Drink Coca-Cola between frames of actress Kim Novak’s image in the movie Picnic.  The messages flashed on the screen every five seconds for a duration of one three-hundredth of a second each time.  Researchers reported that these messages, though too short to be recognizable at the conscious level, resulted in a 58 percent increase in popcorn sales and 18 percent increase in Coke sales.  

Subliminal advertising is quite common these days on TV and in magazines—if you take the time to study the ad.  And it’s interesting to note that Americans spend millions of dollars a year on subliminal tapes (while consciously listening to relaxing music or ocean waves but subconsciously hearing thousands of subliminal messages) that are supposed to help them stop smoking, lose weight, or achieve a host of other goals.  Unfortunately, the National Research Council recently concluded that the subliminal messages do little to influence personal behavior.


III.  ATTITUDES   Module 5.6

Perceptions of incoming stimuli are greatly affected by attitudes.  In fact, a consumer’s decision to purchase an item is strongly based on their attitudes about the product, store, or salesperson.

Attitude—









           is a person’s enduring favorable or unfavorable evaluations, emotions, or actions toward some object or data.  Because favorable attitudes likely affect brand preferences, marketers are interested in determining consumer attitudes toward their offerings.  

Attitude components—








        has cognitive, affective, and behavioral components.  




          1)  Cognitive component refers to the individual’s information and knowledge about an object or concept.









          2)  Effective component deals with feelings or emotional reactions.  


          3)  Behavioral component involves tendencies to act in a certain manner.  

For example, in deciding whether to shop at Sam’s Warehouse, a consumer might obtain information about what the store offers from advertising, trial visits, and input from family, friends, and associates (cognitive—mental—component).  The consumer might also receive affective input by listening to others about their shopping experiences at Sam’s, or they may like the type of people who seem to shop there, and very reasonable prices.  The consumer might be like your instructor, who prefers to shop at Sam’s because he likes their mix-greens, pineapples, and other fruits that are organically grown and low priced (behavioral component).

How can marketers promote a favorable consumer attitude towards its products?   Marketers have two choices:
 






          1)  Attempt to produce consumer attitudes that will motivate purchase of a particular product.       2)  Evaluate existing consumer attitudes and then make the product features that appeal to them.

For example, American automakers have struggled for years to change consumers’ attitudes about the way American cars are built, perform, and look (i.e., they attempted to produce consumer attitudes). But when sales for the GM Hummer H2 fell and consumers began complaining about poor rear-window visibility, a cramped interior, cheap workmanship, and especially poor gas mileage—about 11 to 13 mpg—GM was forced to respond to the unfavorable consumer attitudes by producing product features that appeal to them (i.e., they listened to existing consumer attitudes and their voices).  



IV.  LEARNING   Module 5.7

Learning—









           in a marketing context, refers to knowledge or skill that is acquired as a result of experience, which changes consumer behavior.  

The Learning process includes—  






          1) Drive, which is any strong stimulus that impels action.  How are customers driven?  Fear, pride, desire for money, thirst, pain avoidance, and rivalry are examples of drives.  

2) Cues, which are an environmental entity (advertisement, sign, store display, etc) which results in a specific response to satisfy a drive.  For example, the New Laptop Initiative at Texas College for Fall 2009—all eligible students who enroll full-time at Texas College will receive a new laptop computer—a cue for a budget-mined student.  Or a coupon book offering two-for-one dinners at fast food and big name restaurants—a cue for a hungry and budget-minded person.

3) Response, or a consumer’s reaction to a set of cues and drives.  Responses might include enrolling full-time at Texas College this fall, or purchasing one dinner at the Eastern Buffet in Lindale, Texas.  

4)  Reinforcement, which is the reduction in drive that results from a proper response.  Reinforcement is the reward or incentive to increase future purchases of a good or service.  Frequent buyer programs reward repeat purchasers for their loyalty.  These programs may offer points for premiums, frequent-flyer miles, and the like.  Or enrolling at Texas College full-time and taking between 12 and 18 credits, students’ received a deep discount on their tuition.  

Marketers must find a way to develop a desired outcome such as repeat purchase behavior gradually over time.  Shaping is the process of applying a series of rewards and reinforcements to permit more complex behavior to evolve.  Both promotional strategy and the product itself play a role in the shaping process.  For example, offer a free-sample package that includes a substantial discount coupon for the next purchase.  The goal is for the consumer to receive satisfactory product performance over time without receiving discounts.



V.  SELF-CONCEPT  THEORY   Module 5.8

Consumer’s self-concept—







           is a person’s multifaceted picture of themselves.  This concept plays an important role in consumer behavior.  Say a young woman views herself as bright, ambitious, and headed for a successful marketing career.  She might want to buy attractive clothes and jewelry to reflect that image of herself.    Say an older man views himself as young for his age; he may purchase a sports car and stylish clothes to reflet his self-concept.   

The concept of self emerges from an interaction of many of the influences—both personal and interpersonal—that affect buying behavior.  The individual’s needs, motives, perceptions, attitudes, and learning lie at the core of his conception of himself.  In addition, family, social, and cultural influences affect self-concept.

A person’s self-concept has four components—

1) Real-self—an objective view of the total person

2) Self-image—the way an individual views himself or herself—may distort the objective view.

3)  Looking-glass self—the way an individual thinks others see him or her—may also differ substantially from self-image because people often choose to project different images to others than their perceptions of their real selves. 

4)  Ideal-self—is the image to which the individual aspires.  In purchasing goods and services, people are likely to choose products that move them closer to their ideal self-images.



THE CONSUMER DECISION PROCESS   Module 5.9

Consumers complete a step-by-step process in making purchasing decisions.  The length of time and the amount of effort they devote to a particular purchasing decision depend on the importance of the desired item to the consumer.  Consider high-involvement and low-involvement purchases made by consumers.

High-involvement purchase decisions—




       are purchases with high levels of potential social or economic consequences.  Buying a new car or deciding where to go to college are two examples.  Consumers generally invest more time and effort in buying decisions for high-involvement products than in those for low-involvement products.

Low-involvement purchase decisions—




       are routine purchases that pose little risk to the consumer.  Purchasing your lunch at McDonalds or putting gas in your car are good examples.

Consumer decision process—





                 See Figure 5.8 and consider the purchase of an automobile.  You generally will not consider different options until some event triggers a need, such as a problem needing potentially expensive repair.  Once this need has put you "on the market", you begin to ask your friends for recommendations regarding dealerships and car models.  After visiting several dealerships, you test drive several models and finally decide on a particular model.  After picking up your new car, you have doubts on the way home, wondering if you can afford the monthly payments, but then begin to wonder if instead you should have purchased a more expensive but potentially more reliable model. Over the next five years, the car has several unexpected breakdowns that lead you to want to purchase a different brand, but you have been very happy with the services of the local dealership and decide to again purchase your next car there. 

Figure 5.8                                                                                                        Model of the Consumer Decision Process
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Now consider the purchase of a quart of orange juice.  You purchase this product when you do your grocery shopping once per week.  You have a favorite brand of orange juice and usually do your grocery shopping at the same store.  When you buy orange juice, you always go to the same place in the store to pick it up, and never notice what other brands are on the shelf or what are the prices of other brands.  How is it that the generic model above works differently in this second scenario?  Why does it work differently?  How can the marketer of orange juice get a consumer like you to exert more effort into information search or to consider alternative products?  How is it that the marketer of your brand got you to ignore alternative competing brands?  (Note:  these are rhetorical questions that don’t require your response.  The questions pose a challenge to the marketer.)
Consumer behavior researchers are not so interested in studying the validity of the generic model, but are more interested in various factors that influence how such a model might work. 

The Consumer Decision Process summary—terms and definitions
1)  Problem or Opportunity Recognition—




              Perhaps there is little food in the refrigerator.  By identifying the problem—an empty refrigerator—the consumer can resolve it with a trip to the grocery store.  Or suppose the consumer is unhappy with a particular purchase—say, a brand of cereal.  Or maybe they want a change from the same old cereal every morning,  This is the recognition of another type of problem—the desire for change.  

2)  Search—








                     identifies alternative brands for consideration and possible purchase.  The number of alternatives that a consumer actually considers in making a purchase decision is known in marketing as the evoked set.  The number of brands included in the evoked set vary depending on both the situation and the person.  For example, an immediate need might limit the evoked set, while someone who has more time to make a decision might expand the evoked set to choose from a broader range of options.  In today’s marketing world, a consumer often faces a dizzying array of brands and subbrands.  For example, coffee now comes in many different forms—cappuccino, latté, tall skinny latté, flavored coffee, espresso, and iced coffee, just to name a few possibilities.  

3)  Evaluation of Alternatives—






         the outcome of this stage is the choice of a brand or product in the evoked set or possibly a decision to renew the search for additional alternatives.  Features that a consumer considers in choosing among alternatives are referred to as evaluative criteria.  Common evaluative criteria include price, brand name, warranties, and country of origin.  Evaluative criteria can also vary with the consumer’s age, income level, social class, and culture.  Auto shoppers planning to select one of the so-called “retro” cars introduced in recent years may include such popular models as the Chrysler PT Cruiser or the recent entry by BMW of the British Morris MiniCar, popularized in the Austin Powers movies.

4)  Purchase Decision—







          at this stage the consumer has narrowed the alternatives down to one.  The consumer then decides the purchase location.  Consumers tend to choose stores by considering characteristics such as location, price, assortment, personnel, store image, physical design, and services.  More and more shoppers are choosing the convenience of in-home shopping via telephone or mail order.  

5)  Postpurchase Evaluation—







      takes place after the purchase is made, so the buyer feels either satisfaction or dissatisfaction.  Sometimes consumers experience some postpurchase anxieties called cognitive dissonance or buyer remorse.  Dissonance is likely to increase (1) as the dollar values of purchases increase, (2) when the rejected alternatives have desirable features that the chosen alternatives do not provide, and (3) when the purchase decision has a major effect on the buyer.    

Marketers can help buyers reduce cognitive dissonance by providing information that supports the chosen alternative.  Automobile dealers often follow up purchases with letters or telephone calls offering personal attention to any customer problems.  Advertisements that stress customer satisfaction also help reduce cognitive dissonance.



THE END
