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CHAPTER 5

Consumer Markets and Consumer Buying Behavior

CHAPTER OBJECTIVES

Students should be able to:

1. 
Name the elements of the stimulus–response model of consumer behavior.
2. 
Outline the major characteristics affecting consumer behavior, and list some of the specific cultural, social, personal, and psychological factors that influence consumers.

3. 
Explain the buyer decision process and discuss need recognition, information search, evaluation of alternatives, the purchase decision, and post purchase behavior.

CHAPTER OUTLINE
I. 
Personal Characteristics Affecting Consumer Behavior

A. 
Cultural Factors:

1. 
Culture: Cultural factors are the most basic determinant of a person's wants and behavior. It compromises the fundamental values, perceptions, wants, and behaviors that are continuously reinforced in a society. 

2. 
Subculture: Each culture contains smaller subcultures, or groups of people with shared value systems based on common experiences and situations.  An example of subcultures might be university students; some are married and live off-campus, others live in dorms, or others live in fraternity/sorority housing.  Three important subcultures include the U.S. Hispanic Market, African American Consumers, and Asian American consumers.  

3. Consumer Behavior across International Borders: Consumers in different countries show dramatic differences in values, attitudes and behaviors. Companies need to tailor their menus to suit their overseas customers. 
4. 
Social Class:  Relatively permanent and ordered divisions in society whose members share similar values, interests, and behaviors. Social class in newer nations such as the U.S., Canada, and Australia is not indicated by a single factor such as income, but is measured as a combination of occupation, source of income, education, wealth, and other variables. Social classes show distinct product and brand preferences in such areas as food, travel, and leisure activity..

B. 
Social Factors:

1.  
Groups: Many small groups, such as membership groups, reference groups, and aspirational groups, influence an individual’s attitudes and behavior. 

· Membership Groups: Those to which the person belongs that have a direct influence are called membership groups.

i. 
Primary groups: family, friends, neighbors, and co-workers

ii. 
Secondary groups: more formal and less interactive groups such as religious groups, professional associations, and trade unions

· Reference Groups: Direct (face-to-face) or indirect point of comparison or reference, often affecting a person's attitude and behavior. 
· Aspirational Groups:  People can be influenced by groups that they do not belong to, but would like to be part of.  For example, a college freshman may aspire to be part of Hyatt’s management team and may identify with this group even though not a member.

2. Family: family members have a strong influence on buyer behavior. The family remains the most important and heavily researched consumer‑buying organization in American society. 
3. 
Roles and Status:

a.   
A role consists of the activities a person is expected to perform according to the persons around him or her. For example, People dining at an elegant restaurant behave differently than when they dine at a fast-food restaurant. 

b.  
Status is carried in each role reflecting the general esteem given to it by society. People often choose products that show their status in society. 

C. 
Personal Factors:

(1) Age and Life-cycle Stage: The type of goods and services people buy, changes during their lifetimes.  Preferences for leisure activities, travel destinations, food and entertainment are often age related. As people grow older and mature, the products they desire change.  The makeup of the family also affects purchasing behavior.  For example, families with young children dine out at fast-food restaurant.

(2) Occupation: A person's occupation affects the goods and services bought. For example, business executives purchase meals from a full-service restaurant, while clerical employees may bring their lunch or purchase lunch from a nearby quick-service restaurant.
(3) Economic Situation: A person's economic situation greatly affects product choice and the decision to purchase a particular product.  For example, during recessions, consumers cut back on restaurant meals, entertainment, and vacations. They trade down in their choice of restaurants and/or menu items and eat out less frequently, looking for a coupon or deal when they do go out. Conversely, periods of economic prosperity create opportunities. Consumers are more inclined to buy expensive wines and imported beers, menus can be upgraded, and air travel and leisure expenditures increase.
(4) 
Life-style: A lifestyle is a person's pattern of living as expressed in his or her activities, interests and opinions. Lifestyles portray the “whole person” interacting with his or her environment. Marketers search for relationships between their products and achievement-oriented customers. One of the most popular classifications based on psychographic measurements is the VALS 2 framework. The VALS 2 classifies all U.S. adults into 8 groups based on psychological attributes. The VALS 2 questionnaire asks respondents to agree or disagree with statements such as “I like my life to be pretty much the same from week to week,” “I often crave excitement,” and “I would rather make something than buy it”.


 (5) Personality and Self-concept: Each person's personality influences his or her buying behavior. These distinguishing psychological characteristics disclose a person's relatively individualized, consistent and enduring responses to the environment. For example, a beer company may discover that heavy beer drinkers tend to rank high in sociability and aggressiveness. This information can be used to establish a brand image for the beer and to suggest the type of people to show in an advertisement.  

D. 
Psychological Factors:

1. 
Motivation arises out of needs.  A need becomes a motive when it is aroused to a sufficient level of intensity.  Two prominent psychologists assert different implications for consumer theorists.

a. Maslow’s theory of motivation claims that a hierarchy of needs is a general assumption for everyone.  This hierarchy is necessarily prioritized from the most immediate to the least.  Maslow’s hierarchy of needs in order of importance are physiological needs, safety needs, social needs, esteem needs, and self-actualization needs. 
2.
Perception is the process by which an individual selects, organizes, and interprets information to create a meaningful picture of the world.  Perception is highly individual and especially elusive.  In the same situation, two people with the same motivation may act quite differently based on how they perceive conditions.
3. Learning describes changes in an individual's behavior arising from experience.  Most human behavior is learned. When consumers experience a product, they learn about it. Hotels should help guests to learn about the quality of their facilities and services. For example, luxury hotels give tours to first-time guests and inform them of the services offered.
4. 
Beliefs and attitudes are other areas of influence on consumer behavior.   A belief is a descriptive thought a person holds about something.  They reinforce product and brand images and more importantly, people act on beliefs.  An attitude describes a person’s relatively consistent evaluations, feeling, and tendencies toward an object or an idea. 

II. 
The Buyer Decision Process: The buyer decision process consists of five stages: need recognition, information search, evaluation of alternatives, purchase decision, and post purchase behavior.

A.  
There are five basic stages through which consumers pass.  However, certain variables may influence the process.  A relatively large purchase may slow the process, extending the information or evaluation stages.  Routine purchases may not require all five stages.  The five stages are:

1. 
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. 

2. 
Information Search: An aroused consumer may or may not search for more information. How much searching a consumer does will depend upon the strength of the drive, the amount of initial information, the ease of obtaining more information, the value placed on additional information, and the satisfaction one gets from searching.  

3. 
Evaluation of Alternatives: There is no simple and single evaluation process used by all consumers, or even by one consumer in all buying situations. Nevertheless, there are certain concepts that will help explain consumer evaluation processes.

4.  
Purchase Decision:  In the evaluation stage, the consumer ranks brands in the choice set and forms purchase intentions. Purchase intention is influenced by attitudes of others and unexpected situations. 

5.  
Post purchase Behavior: The marketer's job does not end when the customer buys a product. Following a purchase, the consumer will be satisfied or dissatisfied and will engage in post purchase actions of significant interest to the marketer.  
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