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Consumer Markets and Buyer Behavior

Consumer buyer behavior is the buying behavior of final
consumers—individuals and households that buy goods and
services for personal consumption.

Consumer markets are made up of all the individuals and

households that buy or acquire goods and services for
personal consumption.
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Model of Consumer Behavior
The Model of Buyer Behavior

Environment

Marketing stimuli ~ Other

Product Economic
Price Technological
Place Social
Promotion Cultural

of consumer buying behavior, But it's very
diffcult to “see” inside the consumer's head
and figure out the whys of buying behavior
(that's why it's called the black box). Marketers
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We can measure the whats, wheres, and whens /

Buyer's black box Buyer responses
Buyer's characteristics Buying attitudes and preferences
Buyer's decision process Purchase behavior: what the buyer buys,

when, where, and how much
Brand engagements and relationships
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Characteristics Affecting Consumer Behavior

Factors Influencing Consumer Behavior

Cultural
Social
Personal
Culture Davcholodical
Groups and social Age and life- Sycnoiogied
networks B %
/ \ cycle stage Motivation
Many b’a”gs "low largel Occupation Perception Buyer
specific subcultures—such as Subculture Ty ;
Hispanic American, African / Family Econo'_mc situation Learning
American, and Asian American Lifestyle Beliefs and
consumers—with marketing Personality and attitudes
programs tailored to their self-concept
specific needs and preferences. ) Social dass Roles and status
\ Our buying decisions

People’s buying decisions reflect and contribute to their ifestyles— are alfected by an

their whole pattern of acting and interacting in the world. For example, lﬂCfeQIbly complex

retailer Title Nine sells much more than just women's appare. combinalion of

It sells an entire sports participation and activities lifestyle to gxtemal and internal

*ordinary women capable of extraordinary things." L Influences. )

Copyright © 2021 by Pearson Education, Inc.

Excellence and Service




CHRIST
Deemed to be University

Characteristics Affecting Consumer Behavior
Cultural Factors

Culture is the set of basic values, perceptions, wants, and behaviors
learned by a member of society from family and other important
Institutions.

Subcultures are groups of people within a culture with shared value
systems based on common life experiences and situations.

Social classes are society’s relatively permanent and ordered divisions
whose members share similar values, interests, and behaviours.
Measured as a combination of occupation, income, education, wealth,
and other variables
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Characteristics Affecting Consumer Behavior

Influencer marketing: CoverGirl's

“Il Am What | Make Up” campaign
Groups and Social Networks uses a diverse team of influential

. Reference groups brand ambassadors who explain
authentically in their own words

- Opinion leaders what the slogan means to them.

. Word-of-mouth influence
- Influencer marketing
. Online social networks

Craig Barritt/Getty Images for Fast Company

Excellence and Service



CHRIST
Deemed to be University

Characteristics Affecting Consumer Behavior

Social Factors

o Family is the most important
consumer-buying organization
In society.

o Role and status can be
defined by a person’s position
In a group.
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Characteristics Affecting Consumer Behavior

Personal Factors

Occupation affects the goods and
services bought by consumers.
Age and Life Stage affect tastes in
food, clothes, furniture, ad

recreation.

Economic situations include Appealing to occupation segments:
trends in spending, personal CAT makes rugged, durable phones
income, savings, interest rates. for the construction and heavy

industries.
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Characteristics Affecting Consumer Behavior

Personal Factors

Lifestyle is a person’s
pattern of living as
expressed in his or her

psychographics.

Personality refers to the

unique ps_yc_hologlcal Brand personality: MINI markets to personality

characteristics that segments of people who are “adventurous,

dIStIngUISh d person or individualistic, open-minded, creative, tech-savvy,

group. and young at heart"— anything but normal—just
like the car.
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Characteristics Affecting Consumer Behavior

Psychological Factors
« Motivation

« Perception

o Learning

o Beliefs and attitudes

Excellence and Service
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Characteristics Affecting Consumer Behavior

Psychological Factors

A motive (or drive) is a need that is sufficiently pressing to
direct the person to seek satisfaction of the need.

Motivation research refers to qualitative research designed
to probe consumers’ hidden, subconscious motivations.

Excellence and Service
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Characteristics Affecting Consumer Behavior
Maslow’s Hierarchv of Needs

Self-
actualization
needs

Self-development

and realization
According to Maslow, human
Esteem needs needs are arranged in a hierarchy,
Self-esteem, recognition, status Starving paople will taks litie

interest in the latest happenings
Social needs in the art world.
Sense of belonging, love
Safety needs
Security, protection
Physiological needs
Hunger, thirst
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Characteristics Affecting Consumer Behavior

Psychological Factors
Perception is the process by which people select, organize,
and interpret information to form a meaningful picture of the

world.
Perceptual Processes

Selective attention is the tendency for people to screen out most of the
information to which they are exposed.

Selective distortion is the tendency for people to interpret information in
a way that will support what they already believe.

Selective retention is the tendency to remember good points made about
a brand they favor and forget good points made about competing brands.

Excellence and Service
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Characteristics Affecting Consumer Behavior

Psychological Factors

Learning is the change in an individual’s behavior arising from
experience and occurs through the interplay of:

« Drives, Stimuli, Cues, Responses, Reinforcement

A belief is a descriptive thought that a person has about
something based on:
« knowledge
« Opinion
« Faith
An attitude describes a person’s relatively consistent
evaluations, feelings, and tendencies toward an object or

Excellence and Service
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The Buying Decision Process

The marketer should understand the buying behavior and

1 ldentify who makes the buying decision
1 Types of buying decisions and
1 The steps in the buying process
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Buying Roles - Five roles people might play in a buying decision

»Initiator — A person who first suggests the idea of buying the particular product
or service.

»Influencer — A person whose view or advice influences the decision.

»Decider — A person who decides on any component of a buying decision:
whether to buy, what to buy, how to buy, or where to buy.

»=Buyer — The person who makes the actual purchase.

»=User — A person who consumes or uses the product or service

Excellence and Service
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Types of Buying Decision Behavior

Complex buying behavior

. Dissonance-reducing buying behavior

Habitual buying behavior

Variety-seeking buying behavior
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Four Types of Buying Behavior

High involvement Low involvement

pes of Buying Decision Behavior

Variety-
seeking
buying behavior

Significant differences Cgur;'i% ng
between brands bahavior
Buying behavior varies greatly for
different type; of products. qu example, Fow differerices Dlssonqnce-
someone buying a new car might undertake bet brand reducing
a full information-gathering and brand SlwWeRh: Prancs buying behavior
evaluation process.

Habitual
buying
behavior

At the other extreme, for
low-involvement products,
consumers may simply select
a familiar brand out of habit.
For example, what brand of
salt do you buy and why?

J
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Source: Adapted from Henry Assael, Consumer Behavior and Marketing Action

(Boston: Kent Publishing Company, 1987), p. 87. Used with permission of the author.
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The Buyer Decision Process

/7

' The buying process stars fong betore the
aclual purchase and continues fong afer
Infact, 1t migh resull n a decision not Lo buy
Theselore, marketers must focus on the enlire
\buwng process, not ust the purchase decision )
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Need * Information Evaluation of * Purchase Postpurchase
recognition search altematives decision behavior
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The Buyer Decision Process
1.Need Recoghnition
Need recognition is the first stage of the buyer decision process, in which
the consumer recognizes a problem or need triggered by:
o Internal stimuli
o External stimuli

2. Information Search

Information search is the stage of the buyer decision process in which the
consumer is motivated to search for more information.

Sources of information:

- Personal sources
- Commercial sources
- Public sources

- EXxperiential sources
Excellence and Service
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The Buyer Decision Process

3. Evaluation of Alternatives

Alternative evaluation is the stage of the buyer decision process in
which the consumer uses information to evaluate alternative brands in
the choice set

4. Purchase Decision

Purchase decision is the buyer’s decision about which brand to
purchase.

5. Post purchase Behaviour

Post purchase behaviour is the stage of the buyer decision process in
which consumers take further action after purchase, based on their
satisfaction or dissatisfaction.

Excellence and Service
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The Customer Journey

Customer journey: the sum of the ongoing experiences consumers
have with a brand that affect their buying behavior, engagement, and
brand advocacy over time.

By understanding the customer journey, marketers can work to create
brand experiences that will result in positive purchase behavior,
engagement, and brand advocacy over time.

Excellence and Service
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The Buyer Decision Process for New Products

mental process an individual goes
through from first learning about
an innovation to final regular use.
» Stages in the adoption
process include:

The adoption process is the NN SAVE SOME CASH! l o

BEYOND

MEAT

Beyond Meat

The adoption process: To help get

o Awareness tentative consumers over the

o> Interest buying decision hump, Beyond

- Evaluation Meat invited consumers to “try

. Trial some free—zip, zero, zilch” at their
. Adoption local grocery store.
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The Buyer Decision Process for New Products

Individual Differences in Innovativeness
- Innovators

- Early Adopters

- Early Mainstream

. Late Mainstream

- Lagging Adopters

Excellence and Service
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The Buyer Decision Process for New Products

Adopter Categories Based on Relative Time of Adoption of Innovations

:Lagging adopters
: 16%

éLate mainstream
34%

100

75

éEarIy mainstream
: 34%

50

% share of all adopters

Early adopters
: 13.5%

Innovators | '
New product marketers often & :
: 2.5% :
target innovators and early | :
adopters, who in turn influence 0
later adopters.
Time of adoption of innovation

Copyright © 2021 by Pearson Education, Inc.
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Business Markets and Buyer Behavior

«Business buyer behavior refers to the buying behavior of
the organizations that buy goods and services for use in the
production of other products and services that are sold,
rented, or supplied to others.

«The business buying process is the process where
business buyers determine which products and services are
needed to purchase, and then find, evaluate, and choose
among alternative brands.

Excellence and Service
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The Business Buyer Decision Process
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Difference between Business and Consumer Market

.. Market Structure and Demand
1. Nature of the Buying Unit

m. Types of Decisions and the Decision Process

Excellence and Service
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Business Markets

l. Market Structure and Demand
e Fewer but larger buyers

e Derived demand

e Inelastic demand

e Fluctuating demand

Excellence and Service
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usiness Markets
Il. Nature of the Buying Unit

Business buyers usually face more complex buying decisions than do
consumer buyers. Compared with consumer purchases, a business
purchase usually involves:

More decision participants

More professional purchasing effort
More buyer and seller interaction

Excellence and Service
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Business Markets
lll. Types of Decisions and the Decision Process

Business buyers usually face more complex buying decisions
than consumer buyers.

«Supplier development is the systematic development of
networks of supplier-partners to ensure an appropriate and
dependable supply of products and materials for use in making
products or reselling them to others.

Excellence and Service
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Business Buyer Behavior

A Model of Business Buyer Behavior

The environment The buying organization Buyer responses
Marketing Other . Product or
stimuli stimuli The buying center service choice
i . .
p . N Product Economic Supplier choice
In some ways, business markets Buying
are similar to consumer markets— Price Technological davisl ;
this model looks a lot like the model * O * Supplier
of consumer buyer behavior Place Political process relationship
presented in Figure 5.1. But there are
some major differences, especially Promotion Cultural Order quantities
in the nature of the buying unit, the (Interpersonal and
1ypes LA e 314 Ve Competitive individual influences) Service terms
decision process.
& _— — :
(Organizational influences) Payment

Copyright © 2021 by Pearson Education, Inc.
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Business Buyer Behavior
Major Types of Buying Situations

«Straight rebuy is a buying situation in which the buyer routinely
reorders something without any modifications.

eModified rebuy is a buying situation in which the buyer wants to modify
product specifications, prices, terms, or suppliers.

oNew task is a buying situation in which the buyer purchases a product
or service for the first time.

Excellence and Service
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Business Buyer Behavior
Participants in the Business Buying Process

Buying center consists of all the individuals and units that play a role in
the business purchase decision-making process.

Users
Influencers
Buyers
Deciders
Gatekeepers

Excellence and Service
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Business Buyer Behavior

Participants in the Business Buying Process

Users are those that will use the product or service.

Influencers help define specifications and provide information for
evaluating alternatives.

Buyers have formal authority to select the supplier and arrange terms
of purchase.

Deciders have formal or informal power to select and approve final
suppliers.

Gatekeepers control the flow of information.

Excellence and Service
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Major Influences on Business Buyer Behavior

Like consumer buying decisions

In Figure .2, business buying
decisions are affected by an

incredibly complex combination

of environmental, interpersonal,
and indivic

an exta layer of organizationa
factors hrown into the mix.

\

Environmental

The economy
Supply conditions
Technology

Politics/requlation

Culture and customs

e —

Copyright © 2021 by Pearson Education, Inc.

Organizational

Objectives
Strategies
Structure
Systems

Procedures

Interpersonal

Influence
Expertise
Authority

Dynamics

Individual

Age/education
Job position
Motives
Personality
Preferences
Buying style
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Buyers
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The Business Buying Process

Stages of the Business Buyer Decision Process

@ A\
Buyers facing new, complex
buying decisions usually go
through all of these stages.
Those making rebuys often
skip some of the stages.

Ether way, the business buyer \
decision process is usually
much more complicated than
this simple flow diagram
suggests.

\ J

Product
specification

General need
description

Problem
recognition

Supplier
search

Performance
review

Order-routine
specification

Proposal
solicitation

Supplier
selection

Copyright © 2021 by Pearson Education, Inc.
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The Business Buying Process

Problem recognition occurs when someone in the company
recognizes a problem or need.

e Internal stimuli - Need for new product or production equipment
e External stimuli - Idea from a trade show or advertising

eGeneral need description describes the characteristics and
quantity of the needed item.

eProduct specification describes the technical criteria.

«Value analysis is an approach to cost reduction where
components are studied to determine if they can be redesigned,
standardized, or made with less costly methods of production.

Excellence and Service
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The Business Buying Process

«Supplier search involves compiling a list of qualified suppliers to find the
best vendors.

eProposal solicitation is the process of requesting proposals from qualified
suppliers.

«Supplier selection is when the buying center creates a list of desired
supplier attributes and negotiates with preferred suppliers for favorable
terms and conditions.

«Order-routine specifications includes the final order with the chosen
supplier and lists all of the specifications and terms of the purchase.

«Performance review involves a critique of supplier performance to the
order-routine specifications.

Excellence and Service
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E-Procurement and Online Purchasing
- Online purchasing
- Company-buying sites
- Extranets

Online procurement is standard
procedure for most companies today,
letting business marketers connect with
customers online to sell products and
services, provide customer support
services, and maintain ongoing customer
relationships.

icetray/123RF
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E-Procurement and Online Purchasing

Advantages

-Access to new suppliers

-Lowers costs

-Speeds order processing and delivery
-Enhances information sharing
-Improves sales

-Facilitates service and support

Disadvantages
o Erodes relationships as buyers search for new suppliers

Excellence and Service



CHRIST
Deemed to be University

Business-to-Business Digital and Social Media Marketing

B-to-B digital and social media marketing is using digital and social
media marketing approaches to engage business customers and
manage customer relationships anywhere, any time.

Container shipping giant Maersk S

Line engages business customers
through a boatload of digital and
social media. “The goal is . . . to get
closer to our customers.”

el
£ o H :1.‘_II‘
] llfrl.iﬁg g':{ ‘
kKiSeeial
i - 7 o

)

MABts

<3

4/50cial media is about communication,

not marketing. It's about engaging, not

pushing. And social media is definitely
not just about the media side.

A.P. Moller-Marsk A/S
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Institutional and Government Markets

eInstitutional markets consist of schools, hospitals, nursing homes, and
prisons that provide goods and services to people in their care.

«Government markets tend to favour domestic suppliers, require them to
submit bids, and normally award the contract to the lowest bidder.

Excellence and Service
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Segmentation, Targeting and Positioning
(STP)
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Market Segmentation

«Market segmentation requires dividing a market into smaller
segments with distinct needs, characteristics, or behaviors
that might require separate marketing strategies or mixes.

Excellence and Service
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Market Segmentation

- Segmenting consumer markets

- Segmenting business markets

- Segmenting international markets

- Requirements for effective segmentation

Excellence and Service



CHRIST
Deemed to be University

Market Segmentation

Segmenting Consumer Markets
« Geographic segmentation

« Demographic segmentation

« Psychographic segmentation
« Behavioral segmentation

Excellence and Service
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Market Segmentation

Segmenting Consumer Markets

Geographic segmentation divides the market into different geographical
units such as nations, regions, states, counties, cities, or even
neighborhoods.

Demographic segmentation divides the market into segments based
on variables such as age, life-cycle stage, gender, income, occupation,
education, religion, ethnicity, and generation.

Excellence and Service
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Market Segmentation

Segmenting Consumer Markets

Age and life-cycle stage segmentation divides a market
Into different age and life-cycle groups.

Gender segmentation divides a market into different
segments based on gender.

Income segmentation divides a market into different
Income segments

Excellence and Service
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Market Segmentation

Segmenting Consumer Markets
Psychographic segmentation divides a market into different segments
based on social class, lifestyle, or personality characteristics.

Lifestyle segmentation: Panera caters to a healthy eating lifestyle
segment of people who want more than just good-tasting food—they

want food that’s good for them, too.

Behavioral segmentation divides a market into segments based on
consumer knowledge, attitudes, uses of a product, or responses to a

product.

Excellence and Service
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Market Segmentation
Behavioral Segmentation Benefit segmentation: Schwinn
e Occasions makes bikes for every benefit

segment. For example, its e-bikes

e Benefits sought |
e User status “help make the morning commute or
e Usage rate ride around town a little bit easier.”
e Loyalty status

- .

e e A

SCHWINN' BIKES 4 GEAR <4 SCHWINN LIFE 4 WHERE TO BUY
AT -

&d I * N e,
‘ "\s;a PowerYour‘»

T "** School Year

© 2018 Pacific Cycle Inc. All Rights Reserved. Schwinn® and the Schwinn Quality seal are registered
trademarks of Pacific Cycle.
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Segmenting Business Markets
Consumer and business marketers use many of the same variables to

segment their markets.

oAdditional variables include:
- Customer operating characteristics
Purchasing approaches
- Situational factors
Personal characteristics

Excellence and Service



Major Segmentation Variables for
Business Markets (1 o2

Table 9.5 Major Segmentation Variables for Business Markets

Demographic

1. Industry: Which industries should we serve?

2. Company size: What size companies should we serve?
3. Location: What geographical areas should we serve?

Operating Variables

4. Technology: What customer technologies should we focus on?

5. User or nonuser status: Should we serve heavy users, medium users, light users, or
nonusers?

6. Customer capabilities: Should we serve customers needing many or few services?

Purchasing Approaches

7. Purchasing-function organization: Should we serve companies with a highly centralized
or decentralized purchasing organization?

8. Power structure: Should we serve companies that are engineering dominated, financially
dominated, and so on?

9. Nature of existing relationship: Should we serve companies with which we have strong
relationships or simply go after the most desirable companies?

10. General purchasing policies: Should we serve companies that prefer leasing? Service
contract? Systems purchases? Sealed bidding?

11. Purchasing criteria: Should we serve companies that are seeking quality? Service? Price?

@Pearson Copvright © 2016, 2012. 2009 Pearson Education. Inc. All Rights Reserved
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Market Segmentation

« Segmenting International Markets
. Geographic location

. Economic factors

. Political and legal factors

. Cultural factors

Excellence and Service
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Market Segmentation

Requirements/Criteria’s for Effective Segmentation

Measurable — The size, purchasing power and profile of the segments
can be measured.

Accessible — The segments can be effectively reached and served.
Substantial — The segments are large and profitable enough to serve.
Differential — The segments are conceptually distinguishable and
respond differently to different marketing — mix elements and programs.
Actionable — Effective programs can be formulated for attracting and
serving the segments.

Excellence and Service
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Market Targeting

Evaluating Market Segments

- Segment size and growth
- Segment structural attractiveness
- Company objectives and resources

Selecting Target Market Segments

A target market is a set of buyers who share common needs or
characteristics that the company decides to serve.

Excellence and Service
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Of agefing tatges, fom mass
markeing (il n targetng) o
Invicual mrkeling (customizing
DIOGUCIS and programs o
Invidual customers). An example
Of Indivicua markeling
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and personal message printd
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y,

Market Targeting
Market-Targeting Strategies

Undfferentiated
(mass) marketing

Targeting
broadly

Copyright © 2021 by Pearson Education, Inc.

Differentiated
(segmented)
marketing

Concentrated
(niche)
marketing

Micromarketing
(local or individual
marketing

——mrmm

Targeting
narrowly
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Market Targeting
Selecting Target Market Segments

0 Undifferentiated marketing targets the whole market with one offer.
o Mass marketing
o Focuses on common needs rather than what's different

0 Differentiated marketing targets several different market segments and
designs separate offers for each.

o Goal is to achieve higher sales and stronger position
o More expensive than undifferentiated marketing

Excellence and Service
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Market Targeting

o0 Concentrated marketing targets a large share of a smaller market.
o Limited company resources

o Knowledge of the market
o More effective and efficient

0 Micromarketing is the practice of tailoring products and marketing
programs to suit the tastes of specific individuals and locations.

o Local marketing
o Individual marketing

Excellence and Service
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Market Targeting
Selecting Target Markets Individual marketing: The
Individual marketing involves Rolls-Royce Bespoke design team
tailoring products and marketing works closely with individual
programs to the needs and customers to help them create their
preferences of individual own unique Rolls-Royces.

customers.

Also known as:

e One-to-one marketing
e Mass customization

WENN Ltd/Alamy Stock Photo
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Market Targeting
Selecting Target Market Segments
Choosing a targeting strategy depends on
« Company resources
« Product variability
« Product life-cycle stage
« Market variability
« Competitor's marketing strategies

Excellence and Service
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Differentiation and Positioning
Product position is the way the product is defined by consumers on
iImportant attributes.

Positioning: Sonos does more than just sell speakers; it unleashes “All
the music on earth, in every room of your house, wirelessly.”

The Advertising Archives/Alamy Stock Photo
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Differentiation and Positioning

Choosing a Differentiation and Positioning Strategy

- |dentifying a set of possible competitive advantages to build a position
- Choosing the right competitive advantages

- Selecting an overall positioning strategy

- Communicating and delivering the chosen position to the market

Excellence and Service
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Choosing a Differentiation and Positioning Strategy

Competitive advantage is an advantage over competitors gained by
offering consumers greater value, either through lower prices or by
providing more benefits that justify higher prices.

ldentifying a set of possible competitive advantages to differentiate along
the lines of:

e Product
e Services
e Channels
e People
e Image

Excellence and Service
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Differentiation and Positioning
Choosing a Differentiation and Positioning Strategy
A competitive advantage should be:

Important — The difference delivers a highly valued benefit to a sufficient
number of buyers.

Distinctive —The difference either isn't offered by others or is offered in a
more distinctive way by the company.

Superior — The difference is superior to others to obtain the same benefit.
Communicable — The difference is communicable and visible to buyers.
Preemptive — The difference cannot be easily copied by competitors.
Affordable — The buyer can afford to pay for the difference.

Profitable — The Company will find it profitable to introduce the difference.

Excellence and Service
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Positioning Errors

« Any company should avoid the following four major positioning errors:

« Under positioning — Some companies discover that buyers have
only a vague idea of the brand. Buyers really don’t sense anything
special about it.

« Over positioning — Buyers may have too narrow an image about the
brand. (Mind set for higher price, but actually, lower is available too).

« Confused Positioning — Buyers might have a confused image of the
brand resulting from making too many claims or changing the brand’s
position too frequently.

« Doubtful Positioning — Buyers may find it hard to believe that the
brand claims in view of the product’s features, price or manufacturer.

Excellence and Service
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Role of Globalization on consumption

Influence of AR, Al, VR on consumer
decisions and recent trends.
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Thank You !l
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