Chapter 5  Analyzing Consumer Markets and Buyer Behavior

Introduction

The field of consumer behavior studies how individuals, groups, and organizations select, buy, use, and dispose of goods, services, ideas, or experiences to satisfy their needs and desires.  Successful marketers use both rigorous scientific procedures and intuitive methods to study consumers and uncover clues for developing new products, product features, prices, channels, messages, and other marketing mix elements.

How and Why Consumers Buy
1. Cultural Factors

a. Culture:  Most fundamental determinant of an individuals wants and behavior.  Ex: US cultural values defined in reading: achievement/success, activity, efficiency, progress, material comfort, individualism, freedom, external comfort, humanitarianism, youthfulness.

b. Subculture:  Provide more specific identification and socialization for members within each culture.  Ex:  Nationalities, religions, age groups, racial groups, geographic regions.  Marketers often target subcultures, as they make up important, defined market segments.  

c. Social Class:  Relatively homogeneous and enduring divisions in a society.  Hierarchically ordered, members share similar values, interests, and behavior.  Reflect income, occupation, education, etc.  Social classes show distinct product and brand preferences.  Ex:  Neiman Marcus targets upper classes.

	Social Class
	% US
	Characteristics (straight from book!)

	Upper Upper
	<1
	Social elite, inherited wealth.  Serves as reference group for others.

	Lower Upper
	2
	Coming up from middle class through high-income professions.  Buy status symbols, aspire to be accepted in Upper-Upper class

	Upper Middle
	12
	No family status or unusual wealth;  focused on careers, home.

	Middle Class
	32
	Average-pay white and blue collar workers.  Buy popular products to keep up with trends.  

	Working Class
	38
	Average blue collar workers.  Depend on relatives for economic and emotional support, job tips.  Maintain sex-role divisions, stereotyping.

	Upper Lower
	9
	Living standard just above poverty.  Perform unskilled work, are poorly paid, and educationally deficient.

	Lower Lower
	7
	Welfare recipients.  


2. Social Factors

a. Reference Groups:  All of the groups that have a direct (face-to-face) or indirect influence on a person’s attitudes or behavior.  Marketers target opinion leaders in these groups.

i. Membership Groups:  Have a direct influence.  Ex:  family, friends, neighbors, etc.

ii. Aspirational Groups:  Groups that an individual hopes to join.

iii. Dissociative Groups:  Groups whose values or behavior an individual rejects.

b. Family:  Most important consumer-buying organization.  Roles within family vary widely in different cultures, social classes.

i. Family of Orientation:  Parents, siblings

ii. Family of Procreation:  Spouse, children

1. Influence of children on parents:  direct influence (hints, hints, requests, etc. for brands) vs. indirect influence (parents know brand preferences of children)

a. Children aged 4-12 spend $24.4 billion/year.  Companies target children, collect info from them over the Internet – ethical?  

c. Social Roles:  Activities that a person is expected to perform within groups.  Each role has a status (Ex:  Supreme Court justice vs. sales manager, etc.)  People choose products that communicate their role and status in society (status symbols.)

3. Personal Factors

a. Age and Stage in Life Cycle

b. Occupation and Economic Circumstances

c. Lifestyle:  An individual’s pattern of living in the world as expressed in activities, interests and opinions.

i. Psychographics:  The science of measuring and categorizing consumer lifestyles.

ii. Values and Lifestyles (VALS) framework:

1. Actualizers:  Successful, sophisticated, active people whose purchases reflect cultivated tastes for upscale, niche-oriented products.

2. Fulfilleds:  Mature, satisfied, reflective people who favor durability, functionality and value.

3. Achievers:  Successful, career-oriented consumers who favor established, prestige products.

4. Experiencers:  Young, vital, enthusiastic, impulsive people who spend much of their income on clothing, fast food, music, movies, etc.

5. Believers:  Conservative, conventional, and traditional people who favor familiar products and established brands.

6. Strivers:  Uncertain, approval-seeking, resource-constrained people who favor stylish products that emulate the purchases of wealthier people.

7. Makers:  Practical, self-sufficient, traditional, family-oriented people who favor products with a practical or functional purpose.

8. Strugglers:  Elderly, resigned, passive, resource-constrained consumers who are cautious and loyal to favorite brands.

iii. Lifestyle segmentation definitions vary by culture

d. Personality and Self-Concept

i. Personality:  The distinguishing psychological characteristics that lead to relatively consistent and enduring responses to the environment.

ii. Self Concept: actual self-concept vs. ideal self-concept vs. others-self-concept

4. Psychological Factors

a. Motivation

i. Biogenic needs – arise from physiological states of tension (hunger, thirst, etc.)

ii. Psychogenic needs – arise from psychological states of tension (need for esteem, etc.)

iii. Motive – a need that is sufficiently pressing to drive an individual to act

iv. Theories:

1. Freud:  Psychological forces shaping a person’s behavior are largely subconscious.  Consumers react to both stated capabilities of products and less conscious cues (shape, size, color, etc.)

2. Maslow:  Human needs are arranged in a hierarchy, from most to least pressing (physiological, safety, social, esteem, self-actualization)  Consumers will try to satisfy these needs in order.

3. Herzberg:  Two-factor theory – dissatisfiers (factors that cause dissatisfaction) vs. satisfiers.  Satisfiers must be active to motivate a purchase (lack of dissatisfier is not enough)

b. Perception:  The process by which an individual selects, organizes and interprets information inputs to create an meaningful picture of the world.  Individuals can have different perceptions of the same object:

i. Selective attention:  People screen out many daily stimuli (most ads, etc.)  People are more likely to react to stimuli that relate to a current need, that are anticipated, and that are relatively significant

ii. Selective distortion:  Tendency to twist information into personal meanings and preconceptions

iii. Selective retention:  People tend to retain information that supports their attitudes and beliefs (remember good points about products we like and forget good points about products we don’t.)

c. Learning:  Involves changes in behavior that arise from experience (drives, stimuli, cues, responses, reinforcement)

i. Drive:  strong internal stimulus that impels action

ii. Cues:  Minor stimuli that determine when, where, and how a person responds

d. Beliefs and Attitudes

i. Belief:  Descriptive thought that a person holds about something.  Beliefs make up product and brand images, and people act on images.  If beliefs about a product are wrong, marketers must try to launch campaigns to correct them.

ii. Attitudes:  A person’s enduring favorable or unfavorable evaluations, emotional feelings, and action tendencies toward some action or idea.  Attitudes lead people to behave in a consistent way toward similar objects.  Attitudes are difficult to change – companies usually try to fit products into existing attitudes.

The Consumer Buying Decision Process

Buying Roles

1. Initiator:  First suggests the idea of buying a product or service

2. Influencer:  View or opinion influences the decision

3. Decider:  Decides whether to buy, what to buy, how to buy, where to buy

4. Buyer:  Makes actual purchase

5. User:  Consumes product

Buying Behavior

1. Complex behavior:  High involvement products (ex. PCs)– require research.  Marketers can help educate buyers.

2. Dissonance-reducing behavior:  High-involvement products (ex. Carpeting)  Marketers should supply beliefs and evaluations to help consumers feel good about purchase

3. Habitual behavior:  Low-involvement products (ex. Salt)  Consumers buy same brand out of habit.  Brand familiarity vs. brand conviction.

4. Variety-seeking behavior:  Low-involvement products (ex. Cookies)  Consumers want variety.  Marketers (market leader) should encourage habitual buying behavior by dominating shelf space, running reminder ads, etc.  

The Stages of the Buying Decision Process

1. Problem Recognition:  Buyer recognizes need (triggered by stimulus)

2. Information Search  

a. Consumer recognizes need, searches for more information.

i. Heightened attention:  Consumer becomes more attentive to information about a product

ii. Active information search

b. Consumer learns more about competing brands, narrows down options, chooses one

i. Total set of brands          Awareness set          Consideration set            Choice set 

3. Evolution of Alternatives

a. Consumer seeks a certain bundle of attributes in a product

b. Consumer develops brand beliefs about where each brand stands on each attribute.  Set of beliefs = Brand Image
i. Marketers try to reposition product to match brand image

1. Real Repositioning:  Actually change/redesign product

2. Psychological Repositioning:  Alter consumer beliefs about the brand

3. Competitive Depositioning: Alter consumer beliefs about competition

4. Purchase Decision:  Influenced by attitudes of others, unanticipated situational factors, and perceived risk.

5. Postpurchase Behavior

a. Postpurchase Satisfaction:  Function of how perceived performance matches expectations

b. Postpurchase Actions:  High correlation between satisfied customers and repeat purchase.  Marketers can use postpurchase communications to reduce product returns, cancellations.

c. Postpurchase Use and Disposal:  Get rid of it vs. Keep it, etc.  See figure 5.4

























