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BUYER BEHAVIOUR
Buyer Behaviour Models

1. Economic Models


According to the economic model of buyer behaviour, the buyer is a rational man and his buying decisions are totally governed by the concept of utility.  If he has a certain amount of purchasing power, a set of needs to be met and a set of products to choose from, he will allocate this amount over the set of products in a very rational manner with the intention of maximizing the utility or benefits.

2. Learning Model


According to the learning model, which takes its cue from the Pavlovian stimulus-response theory, buyer behaviour can be influenced by manipulating the drives, stimuli and responses of the buyer.  The model rests on man’s ability at learning, forgetting and discriminating.

3. The Psychoanalytical Model


The psychoanalytical model draws mainly from Fruedian psychology.  According to this model, the individual consumer has a complex set of deep-seated motives that drive him towards certain buying decisions.  The buyer has a private world with all his hidden fears, suppressed desires and totally subjective longings.  His buying action can be influenced by appealing to these desires and longings.

4. The Sociological Model


According to the sociological model, the individual buyer is influenced by society – by intimate groups as well as social classes.  His buying decisions are not totally governed by utility as a desire to emulate, follow, and fit in with his immediate environment.  And, several of his buying deisions may be governed by societal compulsions.

5. The Nicosia Model


In the recent past, some efforts have been made by marketing scholars to build buyer behaviour models totally from the marketing man’s standpoint.  The Nicosia model and the Howard and Sheth model are two important ones in this category.  Both of them belong to the category called the systems model, where the human being is analysed as a system with stimuli as the input to the system and behaviour as the output of the system.


Francesco Nicosia, an expert in consumer motivation and behaviour, put forward his model of buyer behaviour in 1966.  The model tries to establish the links between a firm and its consumer – how the activities of the firm influence the consumer and result in his decision to buy.  The messages from the firm first influences the predisposition of the consumer towards the product.  Depending on the situation, he develops a certain attitude towards the product.  It may lead to a search for the product or an evaluation of the product.  If these steps have a positive impact on him, it may result in a decision to buy.  This is the sum and substance of the ‘activity explanations’ in the Nicosia model groups these activities into four basic fields.

· Field One has two sub-fields – the firm’s attributes and the consumer’s attributes

· An advertising message from the firm reaches the consumer’s attributes

· Depending on the way the message is received by the consumer, a certain attitude develops and this becomes the input for Field Two.

· Field Two is the area of search and evaluation of the advertised product and other alternatives.  If this process results in a motivation to buy, it becomes the input for Field Three.

· Field Three consists of the act of purchase.

· And Field Four consists of the use of the purchased item.

· There is an output from Field Four – feedback of sales results to the firm.

6. The Howard – Sheth Model


John Howard and Jagdish Sheth put forward the Howard and Sheth model in 1969, in their publication entitled The Theory of Buyer Behaviour.  The logic of the model runs like this: There are inputs in the form of stimuli.  There are outputs beginning with attention to a given stimulus and ending with purchase.  In between the inputs and the outputs, there are variables affecting perception and learning.  These variables are considered ‘hypothetical’ since they cannot be directly measured at the time of occurrence.


Over the years, several other models have also been put forward with the intention of explaining buyer behaviour.  All these models have their associated merits and limitations.  They do not fuly explain the complex subject of buyer behaviour.  Nor do they establish a straight input-output equation on buyer behaviour.  And, none of them provides a precise answer to the why’s or how’s of buyer behaviour.  They merely explain the undercurrents of human behaviour from different angles and premises.  Still, these models are helpful in gaining some insight into the intricacies of buyer behaviour.

Factors Influencing Buying Behaviour

1. Cultural Factors

Culture: is the most fundamental determinant of a person’s wants and behaviour.  The growing child acquires a set of values, perceptions, preferences, and behaviours through his or her family and other key institutions.  A child growing up in India is exposed to the following values: achievement and success, efficiency, progress, individualism, freedom, humanitarianism and youthfulness.

Subculture: Each culture consists of smaller subcultures that provide more specific identification and socialization for its members.  Subcultures include nationalities, religions, racial groups and geographical regions.  Many subcultures make up an important market segment, and marketers often design products and marketing programmes tailored to their needs.  

Social Class: More frequently, stratification takes the form of social classes.  Social classes are relatively homogeneous and enduring divisions in a society, which are hierarchically ordered and whose members share similar values, interests, and behaviour.  The social class can be upper class, middle class or lower class.

2. Social Factors

Referece Groups: Many groups influence a person’s behaviour.  A person’s reference groups consist of all the groups that have a direct (face-to-face) or indirect influence on the person’s attitudes or behaviour.  Groups having a direct influence on a person are called membership groups.  These are groups to which the person belongs and interacts.  Some are primary groups, such as family, friends, neighbours, and coworkers, with which the person interacts fairly continuously.   Primary groups tend to be informal.  A person also belongs to secondary groups, such as religious, professional, and trade-union groups, which tend to be more formal and require less continuous interaction.

Family: Family members constitute the most influential primary reference group. The family orientation consists of one’s parents.  From parents a person acquires an orientation toward religion, politics, and economics and a sense of personal ambition, self-worth, and love.  Even if the buyer no longer interacts very much with parents, the parents’ influence on the buyer’s behaviour can be significant.  

Roles and Status: A person participates in many groups throughout life – family, clubs, organizations.  The person’s position in each group can be defined in terms of role and status.  With their parents, students play the role of daughter, in the office as an executive and in the club as an active member.  

3. Personal Factors

Age and Life-Cycle Stage: People buy different goods and services over their lifetime.  They eat biscuits in the early years and special diets in their later years.  Consumption is also shaped by the stage of the family life cycle.

FLC Stages: Bachlerhood, honeymooners, parenthood, post-parenthood, dissolution

Occupation: A person’s occupation also influences his or her consumption pattern.  A blue-collar worker will buy work clothes, work shoes, lunch boxes, etc whereas a president will buy executive shoes, suits, air travel bags and membership in leading associations.

Economic Circumstances: Product choice is greatly affected by one’s economic circumstances. The economic circumstances include their disposable income, per capita income, assets, savings etc.

Lifestyle: is the person’s pattern of living in the world as expressed in the person’s activities, interests, and opinions.  

Personality and Self-Concept: Each person has a personality that will influence his or her buying behaviour.  By personality, we mean the person’s distinguishing psychological characteristics that lead to relatively consistent and enduring responses to his or her environment.  Personality is usually described in terms of such traits as self-confiedence, dominance, autonomy, defensiveness, and adaptability.

4. Psychological Factors

Motivation: A person has many needs at any given time.  Some needs are biogenic.  They arise from physiological states of tension such as hunger, thirst, discomfort.  Other needs are psychogenic.  They arise from psychological states of tension such as need for recognition, esteem or belonging.  

Perception: A motivated person is ready to act.  How the motivated person actually acts is influenced by his or her perception of the situation.  Why do people perceive the same situation differently?  The fact is that we apprehend a stimulus object through sensations that flow through our five senses: sight, hearing, smell, touch and taste.  Perception is defined as the process by which an individual selects, organizes and interprets information inputs to create a meaningful picture of the world.  Perception depends not only on the physical stimuli but also on the stimuli’s relation to the surrounding field and on conditions within the individual.

Learning: When people act, they learn.  Learning describes changes in an individual’s behaviour arising from experience.  Most human behaviour is learned.  Learning theorists say that a person’s learning is produced through the interplay of drives, stimuli, cues, responses, and reinforcement.

Beliefs and Attitudes: Through doing and learning, people acquire beliefs and attitudes.  These in turn influence their buying behaviour.  A belief is a descriptive thought that a person holds about something.  An attitude describes a person’s enduring favourable or unfavourable cognitive evaluations, emotional feelings, and action tendencies toward some object or idea.

Stages in the Buying Decision Process


The consumer passes through five stages: problem recognition, information search, evaluation of alternatives, purchase decision, and postpurchase behaviour.  Clearly the buying process starts long before the actual purchase and has consequences long after the purchase.

Need Recognition: The buying process starts when the buyer recognizes a problem or need.  The buyer senses a difference between his or her actual state and a desired state.  The need can be triggered by internal or external stimuli.  In the former case, one of the person’s normal needs – hunger, thirst, sex – rises to a threshold level and becomes a drive.  From previous experience, the person has learned how to cope with this drive and is motivated toward a class or objects that will satisfy the drive.


Or a need can be aroused by an external stimulus.  A person passes a bakery and sees freshly baked bread that stimulates her hunger; she admires a neighbour’s new car; or she watches a television commercial advertising a vacation.  All these stimuli can trigger a problem or need.

Information Search: An aroused consumer will be inclined to search for more information.  We can distinguish between two levels.  The milder search state is called heightened attention.  Consumer information sources fall into four groups:

· Personal sources: Family, friends, neighbours

· Commercial sources: Ads, salespersons, dealers, packaging, displays

· Public sources: Mass media, consumer-rating organizations

· Experiential sources: Handling, examining, using the product

Evaluation of Alternatives: How does the consumer process the competitive brand information and make a final judgement of value?  It turns out that there is no simple and single evaluation process used by all consumers or even by one consumer in all buying situations.  There are several decision evaluation processes.  Most current models of the consumer evaluation process are cognitively oriented – that is, they see the consumer as forming product judgements largely on a conscious and rational basis.

Purchase Decision: In the evaluation stage, the consumer forms preferences among the brands in the choice set.  The consumer may also form a purchase intention to buy the most preferred brand.  However, two factors can intervene between the purchase intention and the purchase decision.  The first factor is the attitude of others and the next is consumer’s motivation.

Postpurchase Behaviour: After purchasing the product, the consumer will experience some level of satisfaction or dissatisfaction. The consumer will also engage in postpurchase actions and product uses of interest to the marketer.  The marketer’s job does not end when the product is bought but continues into the postpurhase period.  The marketer has to take steps in removing the post-purchase dissonance prevailing with consumers.
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