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Consumer
Behavior

Consumer Behavior

Processes a consumer uses to
make purchase decisions, as
well as to use and dispose of
purchased goods or services;
also includes factors that
Influence purchase decisions
and the product use.



Why understand the consumer?

Consumer product and service
preferences are constantly changing

Marketing managers must carefully study
how the consumer behaves as it relates to
their product/service

Understanding how a consumer makes a
purchase can help develop a desirable
marketing mix

Product
Price
Promotion

Placement




Consumer
Decision -Making Process

Consumer
Decision-Making
Process A five-step process used
by consumers when

buying goods or services.




Consumer Decision -Making Process

® Need Recognition

_ ® Information Search
Cultural, Social,

Individual and

: Evaluation
Psychological .
yFactor% ®  ofAlternatives
affect
o Postpurchase
Behavior

Marketing



The Case of Buying a New Car

Ms. Goodman has been
teaching at City College
for ten years.

The lease is up on her
car in one month, and
she has decided it is

time to get a new one.

She commutes every
day, (and two times on
Monday), from North
Bay.

Debbie, her running
buddy, suggested that
she consider a hybrid,
because they get great
gas mileage.

She currently owns a
Buick convertible which
gets horrible gas
mileage. (too cold to
drive in SF with the top
down)

Her husband thinks it is
time to drive something
more practical and can
hold her three boys.



Need Recognition

Need
Recognition

Result of an imbalance between
actual and desired states.

The new way that a
consumer addresses
the need




Need Recognition

Triggered when a consumer is exposed to either an internal or external

stimulus
%
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Preferred
State

Present
Status

Marketing helps consumers recognize
an imbalance between
present status and preferred state.




Internal Stimuli & Occurrences you experience

| &m hungry

(@)

m thirsty

My socks are not white

| 6m getting married

| have a cold

My 16 year old just got a drivers license and wants the car

External o Influences from the outside

Package Design

Ads/brand name

Recommendation from a friend

Friend recommendations

Car dealerships in the mall

Online search

Trend toward driving an electric car



Need Recognition

O Lease is up

O Gas Mileage

O Room for the three boys

O Never have the top down

O Image

O Cost


http://www.gas-mileage-tips.com/images/better-gas-mileage-2.jpg
http://www.facebook.com/photo.php?pid=4575557&id=621744469

Recognition of
needs and wants
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performing properly

E  When the consumer is running
out of a product

E  When another product seems
superior to the one currently
used




After
recognizing
a need,
customers

search

for
Information

/—0 Need Recognition

@ Information Search
Cultural, Social,

Individual and
Psychological
Factors
affect
all steps

Evaluation
of Alternatives

Postpurchase
Behavior




Information Search

Two sources to search for information

A Internal Information Search

A External Information search




Internal Search

O Recall information stored in
memory

O Scanning onedb0s me
previous experiences with
products or brands.

O Sufficient for frequently purchased
products.

O Knowing enough about the
product/service to feel confident in
purchase decision




External Search

D When past experience or knowledge is
Insufficient

O Risk of making a wrong purchase decision is
high

O Personal sources, such as friends and family.

O Puplic sources, including various product-rating
organizations such as Consumer Reports.

arketer-dominated sources, such as
dvertising, company websites, and
alespeople




Information Search

O Internal Information Search
O Hondas and Toyotas get great gas mileage
O Prius has a new roomy model (because my friend drives one)
O Nissan Leaf | have heard advertised

O Lease another convertible for a good deal
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O External Information Search [PV HYBHID

O Educate about hybrid/electric cars

O Consumer reports source
O Internet has a ton of information about hybrids
O Ask Charlie, because he drive an electric

O Start paying attention to hybrid car ads/showroom




Need Less
Information

Less Risk
More knowledge
More product experience
Low level of interest
Confidence In decision

External Information Searches

Need More
Information

More Risk
Less knowledge
Less product experience

High level of interest
Lack of confidence



Evaluation of Alternatives to Make a Choice

/ ® Need Recognition \
® Information Search \

® Evaluation
of Alternatives

Cultural, Social,
Individual and
Psychological

Factors
affect

all steps

Postpurchase
Behavior




Evoked Set

Evoked Set

Group of brands, resulting from
an information search, from
which a buyer can choose

® Need Recognition

® |nformation Search

Cultural, Social,
Individual and

Psychological Evaluation
yFactorgs = of Alternatives
affect

Postpurchase
Behavior




Evaluation of Alternatives and Purchase

Evored Sel Analyze product

attributes

Use cutoff criteria

-

Purchase!




Analyzing Product Attributes

Fuel Efficiency
Size/horsepower

The goal of the marketing manager is Performance

to determine which attributes have the Entertainment features
Navigation features

onsumer 0s

I nfl uence on a
Safety

choice’and design a marketing mix Appearance & Comfort

thay/ stresses those attributes to the Reliability
Affordability

Energy Efficiency

consumer.

Versatility

OO0 00000000 O O

Pro-environmentalist



Analyze Product Attribute

Attribute Rank Scale 1 - 10

Size/Horsepower
Performance
Entertainment
Navigation
Reliability

Safety
Affordability
Energy Efficiency




Use Cut-Off
Criteria

O

Gas mileage (60 MPG)
Size

Cost (under $40,000)
Reliability

o O O

Entertainment features

o O

Cute and Sporty

O

Navigation features

Environment

O

Evoked Set

N

-—w

Purchase!

Analyze product
attributes

Use cutoff criteria




Ranking of attributes by

Importance
1. Gas mileage Evoked Set
Analyze product
2. Sporty & cute \ attributes
3. Size
: : Use cutoff criteria
4. Navigation
features

. -—
5. Entertainment
features Purchase!




Toyota s hybrid market has been segmented
according to the buyers behavior

200 Tayuta Camey Hybeid
ARDOUND THE WORLDO
ON a7 TANKS
A LS
Hile

o vperhghry
"

O Buyers who are pro
environmentalists

O Buyers who want
great gas mileage -
-an estimated 50
miles per gallon .

O Sexy, cute, sporty,
fun

Zoro to sixty In70% 7.,
fower emissions. o "o




SEXY BEAUTIFUL UNIQUE.

(And that's n before you start the

Fuel Efficiency

Size/horsepower

Performance

Entertainment features

Navigation features

Safety

Appearance & Comfort

Reliability

Affordability

s Energy Efficiency
Versatility

Pro-environmentalist

n Anson
uuuuuu

Marketers job: determine
product attribute analysis



‘ Pick up Jason. Pick up Scott. Drop off Scott. Drop off
Jason. Pick up dry cleaning. Pick up-Scott. Jason?

N N

The gasoline/electric hybrid Prius, It drives efficlently even when you don't

Whines a wuper-efficert gas engne
ver needs to be plugged in, It idles le ¢
F rewat 2 f whict

) it wostes 1038 energy. It ever ey with
Naks . na 0 Ints PONt way t Ve

GE1 INE FLELINE TRTOTA
Airts

Recycles Sunshine.

Harmony between man, nature and machine.
52/45 MPG" PRIUS

3rdGeneration




PRESS TO HEAR THE MOTOR START SCRATCH AND SNIFF TO SMELL THE EXHAUST

- - ; e g 4
T=5LmA O0engines| O emissions | 100% electric T=5LmA 0engines| 0 emissions | 100% electric




LIFT TO FEEL THE WEIGHT OF TH

SELrA Oengines| O emissions | 100% electric

Fuel Efficiency
Size/horsepower
Performance
Entertainment features
Navigation features
Safety

Appearance & Comfort
Reliability

Affordability

Energy Efficiency
Versatility
Pro-environmentalist



infroducing a Prius with the
corgo spoce of o smoll SUV,




An Arctic Fox’s Best Friend.

The 100% Electric, Zero Emissions,

=
Nissan [LEAF

Innovation
that excites

NO ONE

SHOULD HAVE ANY
RESERVATIONS
ABOUT GETTING
AN ELECTRIC CAR
TODAY.

WHY WAIT WHEN YOU CAN DRIVE AN ALL-ELECTRIC LEAF NOW?

And why drop ¥1,000 to stand in kne when you can get *4,000 cash back’ and
best-in-class range? Nissan has been the globa| kad n Ie ric vehicle sajes since the LEAF
was unveiled in 2010} And we have one waiting for you right now, no reserv: zmons needed.

Visit NissanUSA.com/LEAF to learmn moreaoomLEAF and locate a dealer.
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SEE HOW
IT FEELS
TO #KICKGAS

THE 100% ELECTRIC NISSAN LEAF

m




the now car®
SHIFT the wity you move the 100 aloctric, no tadpipe Nissan LEAF . roserve yours at NissanUSA.com
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Introducing the all electric zero-emission Nissan LEAF, starting at $21,300. |~f N )
Easy on your wallet. Easy on the earth. k= (4

nissanusa.com




NOTHING STICKS TO THE ROAD LIKE A MINL.

Starting at $18,750* SANDIA MINI 1-25, SOUTH OF OSUNA
B < CLEARCHANNEL P







Billboard

Adopt-A-Planet.

‘3rdGen'eroﬂon

orius




Blog

Roadster Road Trip
Update: San Jose to
Los Angeles on a
Single Charge

The Tesla Motors Team
February 13, 2015

Videos Press Customer Stories Events

The Roadster 3.0 package applies what we've learned from Model S to Roadster. No new Model S
battery pack or major range upgrade is expected in the near term

On the one-year anniversary of Tesla's Cross Country Rally, we set out to drive non-stop from San
Jose to Los Angeles on a single charge in a prototype of the Roadster 3.0 upgrade

CONTINUE READING

Q



[usnsws| BEST CARS

Home NewCars UsedCars CarRankings Financing

Home > Toyota > 2016 Toyota Prius > Interior

2016 Toyota Prius (015 | Used |Repairs

| )

Prius Drivina Bloa & News

News Find a Car:

Don't overpay. Use the U S. News Best Price
Program to find the best local prices on the
Prius. Our prices beat the naional average
86% ofthe time. Leam More »

MSRP: $24.200-$30.000

[Sewerwerrewmy Find the best local price: o]

Interior

Toyota Prius Interior

The redesianed 2016 Toyota Prius' interior is an Improvement over that of the
previous model, according to critics. They say it features high-quality materials
and atractive styling, for the most part, though some reviewers dislike the color
combinations in the cabin, especially the white plastic accents in the upper-tier
models. Test drivers appreciate the Prius’ user-friendly tech features, and they
note that the Prius has comfortable front seats and decent rear-seat space.
The 2016 Prius has a larger cargo area than most hybrids and hatchbacks

“The Mirai-ike dashboard iooks and feels upscale, fitand finish is better,
and the materials generally speaking are a huge improvement on the old
Prius. "~ Motor Trend

L&)

(O "Two-tone graphics bring Iife to the interior's overall style statement while
S0ft-ouch surfaces express refinement. "~ Automobile Magazine

“While the interior design is generally pleasing, some Of the coior
schemes are janing. In seme versions, the middle section of the dash is
molded in light shades of beige and gray, which we found discordant. And
the panel surmounding the shifter is molded in glossy white plastic on all
versions, as is the central console on higher trim levels. "~ Car and Driver

Qverall: 84
Cities” Rating 87
Performance: 80
Interior 82
Safety. N
Reliability e

U.S. News Best Cars Methodology
Research analyzed for this reviewr

Awards

) Finalist: 2016 Best Hybrid Car for
the Money

Pros & Cons
+ Outstanding fuel economy

A US NewsHome News  Rankings & Advice v

Car Rankings & Advice fw

Rankings: 2016 Prius

#8  in Affordable Compact Cars

#2016 Honda Civic
#2. 2016 Mazda Mazda3
#3 2016 Volkswagen Golf

See Full Rankings = Compare These Cars

2016 Best Cars for the Money

Gheck outthe winnersto find great cars
CARS thatare also greatvalues

ST see the winners »

A Full Tank of Automotive
News and Commentary

'133 Why the Prius Family Won our Editors’ Choice Best Buy
Award

Written by The Daily Drive staff in Best Buy Awards, Hybrids, Toyota 0 Comments

Toyota Prius v

When we at Consumer Guide Automotive recently announced our 2013 Best Buy Awards, we bestowed Toyota's
entire line of 2013 Prius models as winners of the first-ever Editors’ Choice Best Buy Award. This honor
recognizes them as the pinnacle in value, features, and driving experience among 2013 vehicle choices.

Below. the comments of CG editors shed light on why these Prius hybrids are a cut above the competition.

Toyota Prius
This “traditional” Prius (a compact car; hatchback) starts at $24.200 and is EPA estimated at 51 mpg city. 48
highway

Says Damon Bell: “Obviously, the Toyota Prius is engineered for fuel-economy ‘uber alles,’” but darned if it isn't
sort of fun to drive, somehow.” Adds John Biel: “Nobody will mistake it for Cleopatra’s royal barge, even though it
continues to cost a lot. But it remains an impressive accomplishment that's continually being refined—and there’s
no denying the clout its mileage figures carry.”

Toyota Prius ¢

The “c” stands for “city,” which means that this Prius (a subcompact car; hatchback) is smaller and more nimble
than the traditional Prius and gets even better gas mileage. Starting at $19,875. it is EPA estimated at 53 mpg
city, 46 highway.

This little hybrid needs more than 11 seconds to go from 0 to 60. However, its around-town acceleration isn't bad
and we were impressed by its mid-speed throttle response

> ConsumerGune

AUTOMOTIVE

Featured

Meet the 2016 Consumer Guide

Best Buys
The 6 Best 2012 Compact SUVs
The 6 Best 2012 Midsize Cars

Why the Prius Family Won our

Editors’ Choice Best Buy Award

Meet the 2014 Consumer Guide

Best Buys

The 5 Best 2012 Large Pickup

Trucks

The 6 Best 2012 Compact Cars

Editors

Steve & Johnnie’s
Road Tests

Topics of
Conversation

5 Great Songs for a Daily Drive
Best Buy Awards

Buying Guides

Car Ratings

Car Wars

Chris Poole’s Test Drives
Classic Cars

Convertibles



PriusChat

/2 Our Prius is sure roomy! - PriusChat Forums - Windows Internet Explorer _ |D|l|
@T\; hd |g, http: ffpriuschat. comyforums/newbie-forum,6 26 38-our -prius-sure-roomy. hitml j |§| |g| Iprius roominess |P '|
| File Edit view Favortes Tools Help

J @ v| ﬂn - 0@ TV&Video [ HOT Shows ~ O™ caiio. - @EN Ask a Question [ ¢S e » |+
[ % - ) - @ - rpage - ook - 7

Custom Search Search

T:f 49? @ Our Prius is sure roomy! - PriusChat Forums

_—

User NameIUser Name ¥ Remember Me?

| Our Prius is sure roomy! Password | Log in

Photo Albums

Our Prius is sure roomy!

- T

@&~ W * | Chapter 6_Consumer ... | | . Chapter 6_Consumer ... I ) Microsoft PowerPoint - ... I|« o T @3 ey 247Pm




Twitter / MINIUSA: Introd: % =

&« c Twitter, Inc. [US] | https://twitter.com,
EJ Google [Ed Facebook Y Rabbit-fur Collar Pin... JE Women's Banana Re... What are Some Jobs... *™* 13-2

.00 - Financi... (% Weebly - Website Cr... 3 Nike, Competitive A.. & Parashat Hashavua.. Th Sale Handbags & Ac... [ Discount Replica Ba... NewTab [ Facebook (7 Consumer Facts

a MINI USA Follow

Introducing the New MINI Hardtop 4 door.
Same handling. More handles.

THE NEW MINLI.
THE NEW ORIGINAL.

#MINItheneworiginal

NOW WITH MORE HANDLES

BEMAsoLBNE

Lizzie Trathen
" Introducing the New MINI Hardtop 4 door. Same handling. More
!

handles. can't handle the beauty. too much

Avinash Kaul
b Awesome, one day i will own onel!!
aj anderson
Py WHAT?! how similar is this to the Countryman? looks awesome!

q‘U‘\@ E N




Travie McCoy



Travie McCoy Ft. Bruno Mars Billionaire Official Music Video.mp4

Instagram mom




B8 search

% V[ Why the Prius Family Wor: X 1 4 Free Online YouTube Dow X 1 @ (1) MINI on Pinterest

€« C A @ https;//www.pinterest.com, almini,

(2]

© WMarilyn (']

-F

MINI

The official home of MINI on Pinterest. Outstanding design. excellent agility and space-saving
cleverness. Since 1959. Imprint: http://www.mini.com/imprint

21

Boards

MINI Hatch

MINI Cabrio MINI Clubman MINI Countryman

=

Follow

Follow Follow Follow

MINI Clubvan Classic Mini MINI Exclusive Design Models

MINI Concept Cars
—_—

Follow Follow Follow

MINI Events MINI: NOT NORMAL. Dezeen and MINI World T....

--e

MINI John Cooper Works MINI Paceman MINI Coupé MINI Roadster

Follow Follow Follow Follow

MINI Space MINI Motorsport MINI Design Around the World with MINI

Follow Follow Follow Follow

#asktheNEWMINI +

=l

11:48 AM
2/29/2016



urchase

/ ® Need Recognition \

® Information Search \

® Evaluation
of Alternatives

Cultural, Social,
Individual and
Psychological

Factors
affect

all steps

Postpurchase
Behavior




Purchase

To buy

or not to buy...

Ultimately, the consumer
has to decide whether to
buy or not buy.



Purchase

1. Whether to buy
2. When to buy
3. What to buy (Product type and brand)

here to buy (type of retailer, specific
retailer, online or in store)

. How to pay



\When buying products, customers expect
certain outcomes from the purchase

/ ® Need Recognition \
® Information Search \

® Evaluation
of Alternatives

Cultural, Social,
Individual and
Psychological

Factors
affect

all steps

Postpurchase
Behavior




Cognitive Dissonance

Inner tension that a
consumer experiences after
arecognizing an
Inconsistency between
behavior and value or
opinions.

Cognitive
Dissonance

SURGEON GENERALS WM NG Ogarente
Swome Cytarm (ot Moneuse




Consumers can reduce dissonance by:

E Seeking information that reinforces positive
Ideas about the purchase

E Avoiding information that contradicts the
purchase decision

E Revoking the original decision by returning
the product

Marketing can minimize through:
Effective Communication

Follow-up
Guarantees
Warranties




\When buying products, customers expect
certain outcomes from the purchase

/ ® Need Recognition \
® Information Search \

® Evaluation
of Alternatives

Cultural, Social,
Individual and
Psychological

Factors
affect

all steps

Postpurchase
Behavior




Types of consumer
buying decisions

Customer Involvement




Consumer Buying Decisions
%and Consumer Involvement

Routine Limited Extensive

Response Decision Decision

Behavior Making Making
Less More

Involvement Involvement




Routine Response
Behavior

O

Little involvement in
selection process

Frequently purchased
low cost goods

May stick with one brand
Buy first/evaluate later

Quick decision



Limited Decision
Making

O

Low levels of
iInvolvement

Low to moderate cost
goods

Evaluation of a few
alternative brands

Short to moderate time
to decide



Extensive Decision Making

High levels of involvement
High cost goods

Evaluation of many brands

Lohg time to decide

mm m m M

ay experience cognitive
dissonance




Continuum of Consumer Buying Decisions

«

1“ Involvement

Time

(@) Cost

Information Search

Number of Alternatives

low

short

low

internal only

one

low to moderate

short to moderate

low to moderate

mostly internal

few

p

high
long
high
internal and external

many



Five factors determining the level of involvement

1. Previous experience with the product
2. Interest

3. Perceived risk of negative consequences

4. Financial risk

5. Social risk

6. Psychological risk




Not Alll Invalvement 1s | ThesSame &

Situational Involvement

Enduring Involvement




High Involvement Low Involvement

o 0
Extensive and informative
promotions Remember consumers may
Highlight benefits and not know they need, until in
the store

advantages for owning the
prodact

In-store promaotions important

plain uses, customizable, Package design eye
nique catching, easy to read,
recognized

Coupons, cent -off deals, 2 -
for-1 to incent trial

Marketing strategy varies according to the
level of involvement with the product.




LO 5

Exhibit 6.4 Factors That Affect the Consumer

Decision Journey

Social Factors - /B U y ?

Cultural Factors

Individual Factors Psychological

Gender
Age and family

life cycle stage
Personality,

self-concept,

and lifestyle

e » »vv‘—’——-' =

Consumer Decision-Making

Process

Factors
Perception
Motivation

Learning
Beliefs and
attitudes

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly

accessible website, in whole or in part. MKTG11 | CH6 63
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LO 6

. Subculture and Social Class

A Subculture Homogeneous group of people
who share elements of the overall culture
as well as cultural elements unique to their
own group

A Social classGroup of people in a society

A Considered nearly equal in status or community
esteem

ARegularly socialize among themselves both
formally and informally

A Share behavioral norms

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly
accessible website, in whole or in part. MKTG11 | CH6 64



LO 6
Exhibit 6.5 U.S. Social Classes

Upper Classes

Capitalist class 1% People whose investment decisions shape the national economy; income mostly from assets, earned or inherited;
university connections

14% Upper-level managers, professionals, owners of medium-sized businesses; well-to-do, stay-at-home homemakers
who decline occupational work by choice; college educated; family income well above national average

Middle Classes

Midd|e-level white-collar, top-level blue-collar; education past high school typical; income somewhat above
national average; loss of manufacturing jobs has reduced the population of this class

Working class 32% Middle-level blue-collar, lower-level white-collar; income below national average; largely working in skilled or
semi-skilled service jobs

Lower Classes

Working poor 11-12% Low-paid service workers and operatives; some high school education; below mainstream in living standard;
crime and hunger are daily threats

8-9% People who are not regularly employed and who depend primarily on the welfare system for sustenance; little
schooling; living standard below poverty line

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly
accessible website, in whole or in part. MKTG11 | CH6 65



LO 6

. Impact of Social Class on Marketers

A Social class indicates which medium to use
for advertising

A Knowing what products appeal to which
social classes help marketers determine
where to best distribute their products

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly
accessible website, in whole or in part. MKTG11 | CH6 66



LO 7

' Social Influences

Reference groupf Opinion leaders

Family members

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly
accessible website, in whole or in part. MKTG11 | CH6 67



LO 7

Exhibit 6.6 Types of Reference Groups

Primary
Small informal group

Direct
Face-to-face —_—
membership

Secondary
Large formal group

Reference

groups

Aspirational
Group that someone
would like to join

@ Indirect
Nonmembership

Nonaspirational
Group with which
someone wants to

avoid being identified

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly
accessible website, in whole or in part. MKTG11 | CH6 68



LO 8

' Individual Influences

Gender Life cycle

Personality 8 Seltconcept

Lifestyle

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly
accessible website, in whole or in part. MKTG11 | CH6 71



LO 9

' Psychologicallnfluences

Perception @8 Motivation

Learning

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly
accessible website, in whole or in part. MKTG11 | CHe 72



Y TERMS

Consumer behavior
Value

Perceived value
Utilitarian value
Hedonic value

Consumer decision
making process

Need recognition
Want
Stimulus

Internal information
search

External information
search

A
A
A
A
A
A
A
A
A
A
A

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicl

accessible website, in whole or in part.
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Nonmarketingcontrolled
Information source

Marketing-controlled
Information source

Evoked set (consideration
set)

Cognitive dissonance
Involvement

Routine response behavior
Limited decision making
Extensive decision making
Showrooming

Culture

Subculture

KIKTG11 | CH6 73
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Stimulus generalization
Stimulus discrimination

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicl
accessible website, in whole or in part. CikTe11 | CHe 74

Separated seléchema

A Social class A Connected sel§chema
A Reference group A Personality
A Primary membership A Selfconcept
group A Ideal sefimage
A Secondary membership A Real selimage
group A Perception
A g\rsopdlroatlonal reference 3 colective exposLIre
2 Norm A Selective distortion
o A Selective retention
A Nonaspirational _
reference group A Motive i
A Opinion leader A al é.f 20 Qa KASNI N
A Socialization process A Learning
A A
A




l @

A Consumers follow the consumer decision
making process while making a purchase

A Consumer decisions fall under a continuu
of three categories

A Marketers are reconceptualizing the
consumer decisioimaking process

A Consumers seek out the opinions of othel
to reduce their search and evaluation effo

Copyright ©2017 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly
accessible website, in whole or in part. MKTG11 | CH6 75
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O End




Culture and Values

Set of values, norms, attitudes,
and other meaningful symbols
that shape human behavior and
the artifacts, or products, of
that behavior as they are
transmitted from one
generation to the next.

Culture




reis. ..

Pervasive |

Learned |
Dynamic |




Supplditdic

Subculture A homogeneous group

of people who share elements
of the overall culture as well as
unique elements of their own

group.
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Northern Beaches Multiple Birth Club




Soclal Class

A group of peoplein a society who
are considered nearly equal in
status or community esteem, who
regularly socialize among

themselves both formally and
e informally, and who share
A :
' behavioral norms.

N

o

Social Class

>




Soclal Class Measurements

Occupation

Income

Education

Wealth

Other Variables



The Impact of Social Class on

%

E  Indicates which medium to use
for advertising

E  Helps determine the best
distribution for products




/ Social Influence

Reference Groups
Opinion leaders
Family

Individual Factors

Gender
Age and family life cycle stage
Personality
Self-concept

Cultural Factors

Culture & Values
Subculture
Social Class

Psychological Factors

Perception

Motivation

Learning
Beliefs & Attitudes




Social Influences

Reference
Groups

Opinion
L eaders

Family
Members




Reference Group

Reference Group

A group in society that
Il nfl uences an I nd
purchasing behavior.




Reference
Groups

Types of Reference Groups

Primary: small,

Direct Face - informal group

to-Face

membership Secondary: large,

formal group

Aspirational
Group that
someone would

[ T like to join
Nonmembership Nonaspirationa
Group with
which someone



- Direct

Reference Groups
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What Makes UGG Boots so
popular?




luences of Reference Groups

They serve as information sources and influence
perceptions.

They affect an i ndividual 6s aspirat

Their norms either constrain or stimulate
congumer behavior.




