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4.0 OBJECTIVES

After studying thisunit, you will be ableto:

e  discuss the meaning of buyer behaviour;

e analysetheimportanceand applicability of buyer behaviour in thefield of
marketing;
explain various types of consumersand their behavioura pattern;

e  describe various factors that influence the buyer behaviour;

e  explain varioustypes of buying behaviour situations; and

e  discussthestages involved in consumer buying decision process,

4.1 INTRODUCTION

One of the few common features among all of usisthat we are all buyers
irrespective of what we are. As buyers, we play a vital rolein the economy-local,
national, and international. We need to study buyer behaviour to gain insightsinto our
own consumption related decisions like what we buy, why we buy, how we buy, and
the promotional influences that persuade usto buy. Marketers too need to adapt and
dovetail their strategies by taking the buyer into consideration. In thisunit, you will
learn various dimensions of buyer behaviour, typesof buyers, factors influencing the
buyer behaviour and the buying decision process. Before proceeding further, the
students should note that in this unit, the terms buyer behaviour and consumer
behaviour are used interchangeably and should not lead to any confusion.
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4.2 MEANING OF BUYER BENAVIOUR

While marketinga product thefirm aims at satisfying the needs and wants of actual
and potential users of that product. But to achieve this, first it isessential to
understand the tastes, preferences, likes, dislikes, consumption patterns, process of
purchase, etc. of the buyersof that product. You may prefer to use Babool
toothpaste, Lux toilet soap, and Clinic shampoo while your friend may prefer
Miswak toothpaste, Rexona soap and Shikakai shampoo. It is interesting to note
that your preferencevis-a-vis food, clothing, books, magazines, recreation, banks;
storesmay be different not only from those of your friends but also your neighbours
and colleagues. For example, take the case of banks. You may prefer to maintain a
savings bank account with State Bank of India while your friend may prefer Central
Bank of India. Thus, each buyer isunique and this uniqueness is reflected in the
consumption behaviour and pattern as well as process of purchase.

Variousexperts have defined buyer/consumer behaviour differently. According to
Schiffman and Kanuk consumer behaviour is the behaviour that buyers or
consumers display in searching for, purchasing, using, evaluating, and
disposing of products and services that they expect will satisfy their needs.
Moven has defined it as the study of decision- making units arid the process
involved in acquiring, consuming, and disposing of goods, services,
experiences, and ideas,

Both the above definitionsof buyer behaviour say more or less the same thing except
that Schiffman and Kanuk used the buyers whereas Moven has used the term
decision-makingunits. Here decision-making units mean the group of peoplein the
family who may be involved in the purchase processinstead of an individual. So
behaviour occurseither for theindividual, or in the context of agroup (e.g., friends
may influence whet kindsaf clothes a person wears) or an organization (people on
the job make decisions as to which products the firm should use). From these
definitionswe can identify three phasesof buyer behaviour asfollows:

a) Acquisition Phase: This refers to how buyers acquire the products and
servicesfor their consumption. Much of the research in the buyer behaviour has
focused on the acquisition phase. When investigating the acquisition phase
marketers should analyse the factors that influence the product and service
choice of buyersor consumers.

b) Consumption Phase: This refersto how buyers use or consume the products
and services. Here the marketers should analyse how buyers actually use a
product or service and the experiences that the buyer obtains from such use.
Theinvestigation isimportant both for tangible products as well as for services.

c) Disposition Phase: It refers to what buyers do with a product once they have
completedits use.

Therefore, the marketersin understanding the buyer behaviour should take into
account the acquisition, consumption and disposition phases. If they do so they will be
in aposition to develop viablemarketing strategies in terms of right product
positioning. Buyer behaviour involves purchase of services and ideas as well as
tangible products.

4.3 |IMPORTANCE OF UNDERSTANDING
BUYER BEHAVIOUR
All inarketing strategies and tacticsare based on explicit or implicit beliefsabout

buyer behaviour. Thestudy of buyers helpsfirms and organizations improve their
marketing strategies by understanding issues such as: |




How buyers think, feel, reason, and select between different alternatives(e.g., Buyer Behaviour
brands, products)?
e Howisthebuyer influencedby hisor her environment (e.g., culture, family,
signs, and media)?
o Hepsinunderstanding the behaviour buyersdisplay whileshopping or making
other marketing decisions

e How buyer motivation and decision strategiesdiffer between products that differ
in their level of importance or interest that they entail for the buyer; and

e How marketerscan improve their promotional campaigns and marketing
strategies to target the buyer more effectively'?

Therearefour main applications of buyer behavior which are discussed bel ow:

e Themost obviousisfor marketing strategy-i.e., for making better marketing
decisions. For example, by understanding that buyers are more receptive to food
advertising when they are hungry, we learn to schedule snack advertisements
latein the afternoon.

e A second application is public policy. In the 1980s, when Accutane, anear
miracle cure for acne, resulted in severe birth defects in pregnant women,
Federal Drug Administration (FDA) of US took the step of requiringthat very
graphic pictures of deformed babies be shown on the medicine containers.

e Socia marketinginvolves getting ideas across to buyers rather than selling
something. Understanding buye:r behaviour will help in espousing for social
causes such as planned families,,prohibition, equality of girl child etc.
Government agencies with the help of buyer behaviour knowledgemay develop
appropriate promotional strategies for greater acceptance of socia causes.

e Asafina benefit, studying buyer behaviour should make us better buyers.
Common sense suggests, for example, that if you buy a200 ml liquid bottle of
laundry detergent, you should pay less per ml than if you bought two 100 mi
bottles. In practice, however, you often pay asize premium by buying the larger
quantity. In other words, in thiscase, knowing thisfact will sensitizeyou to the
need to check the unit cost labels to determine if you are really getting a
bargain.

In today's world of high technology, buyer tastes are also changing rapidly. Tosurvive

in such arapidly changing market, a firm hasto constantly understand the latest

consumer trends and tastes. Buyer behaviour provides invaluable cluesand guidelines
to marketers on new technological frontiers which they should explore. For example,
let us consider the advent of colour television in India. When we switched over from
black and white transmission to colour transmissionin the early eighties, the buyers
exhibited adesireto purchase colour TVs for closer-to-life pictureviewing.

44 TYPES OF CONSUMERS

People purchase thousands of products and services for their consumption and use.
They may purchase these products and services for different purposes and they
may have myriad objectives, So the term consumer is often used to describe two
different kinds of consuming entities: (1) personal consumer and (2) organizational
consumer.

13 Personal Consumer: Personal consumer buys goods or servicesfor his or her
own use (e.g. shaving cream, shampoo, lipstick) ar for use of the household (TV,
VCR) or family. In each of theabove, the goods are brought for final use by the
individuals who are referred to as ""end users™ or "ultimate users”.
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2)  Organizational Consumer: Organizational consumer can be for profit and not-
for-profit businesses, government agencies, institutions(schools, colleges,
hospitals). In each of the above examples we note that the products/services are
being bought in order to run the organization. For example, atravel agency
purchasingacomputer and printer so as to render services they sell.

Buyers and Users: Buyers are not always the users or the only users, of the
product they buy, nor are they necessarily the persons who make the product
selectiondecisions. Individuals buy productsfor themselvesand their family. The
person who makes theactual purchase decision may be usel-Inon-userand or only
user. For example, mother may buy toysfor her children (actual users); she may buy
food for dinner (and may beone of the users); or she may buy handbag or lipstick
(and may be the only user). Marketers have to decide at whom to direct their
promotional efforts: buyer or user. For some productsthey must identify the person
whoismost likely toinfluencethedecision. Wewill discuss variousroles played by
thefamily membersin the purchasedecisionsin thesection dealing with factors
influencing buyer behaviour.

Check Your Progress-A

1) Inwhat way buyer behaviour helps you purchasing various products or
services?

.......................................................................................................................
......................................................................................................................

......................................................................................................................

2) Based on your experiencedescribe what activities have you performed in the
threephases of buyer behaviour for thefollowing products?

a) Two-Wheeler, b) Washing Machine, ¢) Toothpaste, d) Insurance Policy.

......................................................................................................................
......................................................................................................................
......................................................................................................................

3) Distinguish between persona consumer and organizational consumer.

......................................................................................................................
......................................................................................................................
......................................................................................................................
......................................................................................................................

.....................................................................................................................

4.5 FACTORSINFLUENCING BUYER BEHAVIOUR

The central question for marketersis: How do consumers respond to various
marketing effortsthe company might use? The company that really understands how
consumerswill respond to different product features, prices, and advertising appeals
has a great advantage over its competitors.

For aclear understandingof the variousfactors that influence buyer behaviour, the
stimulus-responsemodel of buyerbehaviour can beconsidered as the starting point.




According to this model, marketing and other stimuli enter the consumer's " black
box” and produce certain responses. Marketing stimuli consist of thefour Ps. product,
price, place, and promotion. Other stimuli include major forces and eventsin the
buyer's environment: economic, technological, political, and cultural. All theseinputs
enter the buyer's black box, where they are turned into aset of observable buyer
responses. product choice, brand choice, dealer choice, purchase timing, and purchase
amount. Look at Figure4.1 which shows model of buyer behaviour.
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Buyer’s Black Box —l
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Characteristics Decison
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Figure4.1: M ode of Buyer Behaviour

The marketer wants to understand how the stimuli are changed into responsesinside
the buyer's black box, which has two patts. First, the buyer's characteristics
influence how he or she perceives and reacts to the stimuli. Second, the buyer's
decision process itself affects the buyer's behaviour.

We as consumers do not make the purchase decisions in a vacuum. Weare being
continuously influenced by a number of factors. Theseare: psychological,social,
personal, and cultural factors. For most part marketers cannot control such factors,
but they must take them into account. These influences are shown in Figure 4.2.
Let uslearn them in detail.

4.5.1Psychological Factors

Consumers are being influenced by a number of psychological factorsin the purchase
of various products and services. These factors influence consumersin adifferential
way i.e., some factors may influence more and some less. Theinfluence of these
factors may vary from product to product and from time to time. There arefour
psychological factorswhich may influence buyer behaviour. They are: motivations,
perception, learning, and beliefsand attitudes. Let usdiscussthemin detail.

Buyer Behaviour
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Figure4.2: FactorsInfluencingBuyer behaviour

Motivation: A consumer may be interested to buy a specific product or service.
One question comes to the mind that why s/he wants to buy this product or service?
The possible answer isthat s/he is motivated to buy this product. Then what is
motivation?We may define motivation as thedriving forcewithin individual sthat
impels them to take action. Thisdriving force is produced by astate of tension, which
existsasthe result of anunfulfilled need, Individuals strive-both consciously and
unconsciously-toreduce thistension through behaviour they anticipate will fulfill their
needs and thus relieve them of the stress they feel. The specific goals they select and
the patterns of action they undertaketo achieve their goals are the result of individual
thinking and learning. Whether gratification is actually achieved depends on the
course of action being pursued. For example, if ahigh school boy expects to become
agreat cricket player by wearing the same brand of sports shoes that Sachin
Tendulkar wears, heislikely to bedisappointed; if he takescricket lessons and
practices diligently, he may succeed. Psychologists have devel oped a number of
theories of motivation. Two of the most popular motivation theories which are
relevant in the context of buyer behaviour are ) Abraham Maslow’s Hierarchy d
need theory, and 2) Sigmund Freud's Psychoanalytical theory of personality.
These two theories have different meaning and interpretations with regard to
marketing and consumer analysis

Maslow’s Hierarchy of Need Theory of Motivation: Abraham Maslow tried to

explain that people have hierarchy of needs at particular time, which they want to
satisfy. According to him the most pressing human needs are required to be satisfied

first and the least pressing are at thelast. In terms of hierarchy they may be arranged
as 1) physiological needs, 2) safety needs, 3) social needs, 4) esteem needs, and 5) |
self-actualization needs. |

Maslow’s Hierarchy of needstheory is based on thefollowing premises:

®  All human beings acquirea similar set of needs through genetic endowment and
social interaction.
®  Some needs are more basic or critical than others.



The more basic needs must be satisfied to a minimum level beforeother needs Buyer Behaviour
are activated.

As the basic needs become satisfied, more advanced needs come into play.
e These needs can be arranged in a hierarchy.

Let us take an example to explain this theory in the context of buyer behaviour.
Suppose aconsumer is interested in buying digital video camera. We may presume
that thisconsumer has satisfied his physiological, safety, and socia needsand his
interest in buying digital video camera might comefrom astrong needfor fulfilling
esteem needs or it might have come from satisfying self-actualization need he wants
to be a creative person to show his talent in photography.

Maslow’s theory isagood guide to general behaviour. It isimportant to remember
that any given consumption behaviour can satisfy more than one need. Likewise, the
same consumption behaviour can satisfy different needs at different times.

The major problem with Maslow’s theory is that it can not be tested empirically; there
is no way to measure precisely how satisfied one need must be before the next higher
need becomes operative. But despite the criticisms Maslow’s hierarchy isa useful
tool for understanding consumer motivations and is a readily adaptable to marketing
strategy, primarily because consumer goods often serve to satisfy each of the need
levels. This hierarchy offers a useful, comprehensive framework for marketerstrying
to devel op appropriate advertising appealsfor their products. Look at Figure4.3
which depicts Maslow’s theory of motivation.

Figure 4.3: Maslow’s Hierar chy of Need Theory

Freud's Psychoanalytical Theory of Personality: According to this theory, which
isconsidered to be the cornerstone of modern psychology, much of individual's
personality stemsfrom afundamental conflict between a person's desireto gratify his
or her physical needs and the necessity to function as a responsible member of
society. This struggle is carried out among the three subsystems of a person's
personality. These subsystems he called asid, superego and ego.

a) Theid wasconceptualized asarepository of primitiveand impulsivedrives-
basic physiological needssuch asthirst, hunger and sex-for which theindividual
seeks immediate gratification without concern for the specific means of
gratification. The id operates according to the pleasure principle;, behaviour is
guided by the primary desire to maximize pleasure and avoid pain. It directs a
person's psychic energy towards pleasurable acts without regard for any
conseguences.
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b) Thesuperego is thecounterweight to theid. It isconceptualized as the
individual's internal expression of society's moral and ethical code of conduct.
The superego's roleisto seethat the individual satisfies needsin asocially
acceptable manner. Thus, the superegoisakind of brakethat restrains or
inhibitstheimpulsiveforcesof theid.

c) Finaly,theego, thethird subsystem, mediates between the impulsive powers of
id and the repressive powers of superego. In a way it works as a referee
between the id and superego. The ego triesto balance these opposing forces
according to thereality principle, whereby it finds waysto gratify theid that will
be acceptable to the moral valuesof the superego. The conflicts among these
three subsystems occur on an unconsciouslevel, so the person is not necessarily
aware o the underlying reasonsfor behaviour. The Figure 4.4 represents the
three subsystems and their interrel ationships.

EGO

Subsystem Subsystem

Gratification of Needs

Superego

Subsystem
2

Figure4.4: I nterrelationshipbetween ThreeSubsystemsof Per sonality

Some of the Freud's ideas have been adapted by consumer researchers. In particular,
hiswork highlightsthe potential importanceof unconsciousmotivesunderlying
purchases. Theimplication is that consumers cannot necessarily tell their true
motivationsfor choosing aproduct, even if someone devises asensitiveway to ask
them directly. One o the major applicationsof Freud's theory is the development of
motivational research, whichisbased on certain psychoanalytical tools. The man
purposeisto uncover the underlying motivesof purchase which are normally not
divulged by theconsumers if conventional marketing research tools areused.
Motivation researcherscollect in-depth information from small samplesof consumers
to uncover thedeeper motivesfor their product choices, They use non-directive depth
interviews and various projective techniques. Motivation researchers have reached
some interesting and sometimes odd conclusions about what may bein the buyer's
mind regarding certain purchases. For example, one motivational research says men
smoke cigars as an adult version of thumb sucking, femaleslikekilling the
cockroaches and other insects with sprays likeHit™ as they derive sadistic pleasure.
Despite its sometimes bizarre findings, motivational research remains a useful tool for
marketers seeking adeeper understanding of consumer behaviour.

Per ception: Another important psychological factor, which may influence the
consumers, is perception.How a motivated person acts depends on his or her
perception of the prevailing situation. It has been found quite often that two people
with the same level of motivationand in thesame situation act differently because of
differing perceptions. For example a consumer who visits asuperstore for the
purpose of purchasinga colour television, on being confronted with an over

enthusi astic salesperson may consider this sales person as being-too pushy without
understanding his needs. Another consumer may perceive the same salesperson as



being genuine and sincere. This happens' because the differencein the perception of
the salesperson by the two consumers.

Why do people have different perceptionsof the same situation? The answer is that
peoplelearn by theflow of information through their five sense organs. However,
they receive, organizeand interpret thissensory information according to their prior
experiences in an individual way. We may define perception as a processthrough
which individuals select, organize, and interpret information into a
meaningful and coherent pictureof the world. Perception is an individual
process; it depends on internal factors such as a person's beliefs, experiences, needs,
moods, and expectations. The perception process is also influenced by the
characteristics of a stimulus (such asitssize, colour, and intensity) and the context in
which it is received.

People can form different perceptions of the same stimulus because of four
perceptual processes or selective perception. These are: selective exposure, selective
attention, selectivedistortion, and selective retention. Look at Figure 4.5 which shows
selective perception. Let us learn them in detail.

b)

c)

i e R é’“ T A R B
: . I . .
| Sdectiveexposure :{>; Sdlective dtention

Ve ANAED AR RN W RN s
Selectivedistortion <:€

Figure4.5: SelectivePerception

Selective retention

Selective Exposur e: Everyday people are exposed to a great number of stimuli
including marketing stimuli. One study hasindicated that atypical consumer is
exposed to more than 1000 ads per day. Since, it isimpossible to pay attention to
al these stimuli, most of them are screened out. Research has shown that
people are more likely to notice stimuli that relate to acurrent need. People are
alsomore likely to.notice stimuli that they expect (for example, in aretail store
dealing in apparels ashopper isunlikely to notice mobile phoneson sale, because
s/he did not expect them to be there). Finally, people are morelikely to notice
stimuli that deviate from the normal. Thus, marketer's ads must stand out from
the rest for people to notice them.

Selective Attention: This occurs when the consumer chooses to focus
attention on certain stimuli while excluding others. For example, out of the large
number of advertisements a consumer is exposed, he perceives or attendsto a
few advertisements. This means advertisers must make considerable effort to
get their messages noticed. Advertisers often use the creative aspects of their
ads to gain consumer's attention. For example, some advertisers set their ads off
from others by showing their products in colour against a black-and-white
background.

Selective Distortion: Each person tries to fit incoming information into an
existing mind-set. People tend to interpret information in away that will support
what they already believe. For example, an advertiser compares its brand with a
consumer's favourable brand which may be seen as biased or untruthful, and its
claim may not be accepted. Selective distortion means that the marketers must
try to understand the mind-sets of consumers and how they will effect

Buyer Behaviour
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interpretation of advertising and salesinformation. Thus, marketer's need to
understand consumer's mind-sets.

Selective Retention: People tend to retain only that information which
supports their attitudes and beliefs. Even messages that are received undistorted
are subject to selective retention. Consequently, ads are repeated many times.
The hopeis that numerous exposures will etch the message into the recipient's
memory. Thisalso partially explains why afirm with very familiar products, such
as Pepsi, Coke, KFC, McDonald's spend billionsof rupees annually on
advertising.

L earning: Learning involves changesin an individual's behaviour arising from
observation and experience. Learning playsan important role at every stage of the
buying decision process. No universally workable and acceptable learning theory has
emerged. However, from marketing perspective consumer learning can be thought of
as the process by which individuals acquire purchase and consumption
knowledge and experience that they apply to future purchase related
behaviour.

Despite their different viewpoints, learning experts in general agree that for occurring
learning, certain basic elements must be present. Four basic elements that are
fundamental to learning process are:

Drives: A driveisastrong internal stimulusthat callsfor action. A drive
becomes a inotive when it is directed toward a particular stimulus.

Cues: Are minor stimuli or signals from theenvironment that determine the
pattern of response. Cues are the stimuli that givedirection to the drives. For
example an advertisement of abrand of soft drink may serve as a cue for those
who arefeeling thirsty. Cues serve to direct consumer drives when they are
consistent with consumer expectations. Therefore, it is necessary for the
marketers to provide only those cues, which are in tune with the consumer
expectations.

Response: How individuals react to drives and configuration of cues-how they
behave-constitute their response. It is the behavioural reactions to the drives and
cues. Learning can occur even when responses are not overt. Many cues may
lead to theformation of positive attitudes and in future these attitudes may lead
to behaviour.

Reinfor cement: This results when the response ‘is rewarding. Reinforcement
can beeither positive or negative. For example, if a consumer purchasesa
specific brand and hefindsit satisfying and next Lime he needs that product
thereislikelihood that he may purchasethe same brand. The response has been
reinforced. In addition the same consumer may develop a positive attitude
towards other brands manufactured by the same company. In case the response
is not rewarding, then the consumer may not purchase the brand and may

devel op negative feelings towards other products manufactured by that
company.

If the responseis rewarded by either positive or negative reinforcement, a
connection among thedrive, cues, and responses will be established. Learning,
then, emerges from reinforcement, and repeated reinforcement leads to ahabit
or brand loyalty. The practical significance o leaming to the marketersisthat
they can build demand for aproduct or brand by associating with strong drives,
using motivating cues, and providing positivereinforcement, However, learning
is not apeifect predictor of behaviour becausea variety of other factors also
influence a consumer. For example, a pattern of repeatedly purchasing the same




brand may be disrupted by aperson's desire for variety or novelty. Or a Buyer Behaviaur
temporary situation such as being short of money or pressed for time may
produce behaviour different than a learned response. Thus, a learned response
does not necessarily occur every time a stimulus appears.
Check Your ProgressB

1. How does Maslow theory of motivation.influence the buying decision?

......................................................................................................................
......................................................................................................................
......................................................................................................................

......................................................................................................................

......................................................................................................................
......................................................................................................................
......................................................................................................................

......................................................................................................................
......................................................................................................................
......................................................................................................................

.......................................................................................................................
......................................................................................................................
......................................................................................................................

......................................................................................................................

4.5.2 Personal Factors

A buyer's decisions are al so influenced by personal characteristics. They include: age
and life-cycle stage, occupation, economic circumstances, lifestyle and personality.

Age & Lifecycle Stage: People change the goods and services they buy over their
life time. For example, we all rely on some sort of baby food during infancy, most
other foods during growing years and may rely on special dietsin later years. The
clothes that we wear, furniture we buy, and recreation are all age-related.

Because product needs and interests often vary with consumer's age, marketers
havefound ageto be a particularly useful demographic variablefor distinguishing
segments. Many marketers have carved themselves a niche in the marketplace by
concentrating on aspecific age segment. For example, Cartoon Network channel on
cable isaimed at children. Buying is also shaped by the stage of the family life
cycle-the stages through which families might pass as they mature over time. The
basic assumption underlying thefamily lifecycle approach is that most families pass
tlirough an orderly progression of stages, each with its own characteristics, financial
situations, and purchasing patterns. Each stage in the family life cycle posesaseries
of problems, which thefamily decision makers must solve. For example, young
married couples with no children havetimefor relaxation and recreation. They may
consume tickets to the cinema, theater, restaurant meals etc. Each stage presents 15
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unique needs and wants as well asfinancial conditions and experiences.

Occupation: Theimportance of occupation asa social classindicator is highlighted
by thefact that we often *'size up™ people by enquiring about it. A person's
occupation affects the goods and services bought. Marketers frequently think in
terms of specific occupations when defining atarget market for their products or
broader occupational categories. Truck drivers and auto mechanics may earn as
much as ayoung retail executive or college teacher, but the buying patterns of the
first two are likely to be different from the second two because of differing attitudes
and interests. Thus, occupation may be more meaningful criterion than incomein
segmenting some markets. A company may even specialize in making products
needed by agiven occupational group. For example, computer software companies
design softwarefor engineers, accountants, lawyers, doctors, managers etc.

Economic Circumstances: A person's economic Situation may greatly affect
product choice. People alone do not make a market; they must have money to spend.
Consequently incoine distribution is one of the most commonly used bases for
segmenting consumer markets. Marketers should analyze the spending patterns of
people at different income levels. Marketers of income-sensitive goods closely watch
trends in personal income, savings, and interest rates. If economic indicators point to
arecession, marketers can take steps to redesign, reposition, and re-price their
products.

As discussed earlier, some consumer researchers argue that income alone does not
provide usaclear picture of the consumer spending patterns. For example, a blue-
collar automobile mechanic and a white-collar assistant bank manager may both earn
Rs. 15000 per month, yet because of social-class differences each will spend that
income in adifferent way. How they decide to spend their incomes reflects different
values. Within this context, it is thedifferencein values that is an important
determinant of socia class between people, not the amount of income they earn.

Life-Style: People belonging to the same subculture, social class, and occupation
may exhibit different lifestyles. Lifestyle isdefined simply as how one lives in the
world, which isexpressed in hisactivities, interestsand opinions. It influences all
aspects of our consumption behaviour. It is influenced by the factors such asculture,
values, demographics, subculture, socia class, reference groups, family, and individual
characteristicssuch as motives, emotions, and personality. Individuals and households
both have lifestyles. Our desired lifestyle influences our needs and attitudes and thus
our purchase and use behaviour. Buyers are seldom explicitly aware of the role
lifestyle plays in their purchase decisions. For example, some time poor families who
pursue an active lifestyle may think it appropriate to serve cold drinks to their guests;
or instant coffee etc. because of its convenience, since time is important in an active
lifestyle.

The technique of measuring lifestyles is known as psychographics. It is the science
of using psychology, sociology, anthropology, and demographics to understand buyers.
Psychographics can help marketer fine-tune its offering to meet the needs of
different segments. Psychographic research attemptsto place consumers on
psychological-asopposed to purely demographic-dimensions. Psychographic research
has been heartily embraced by marketing practitioners in the promotion of such a
diverse group of products as AT&T services, Kentucky Fried Chicken, Nescafe,
Newport Jeans, and Timex Watches etc.

Probably the best-known psychographics segmentation tool is Values and Lifestyles
(VALS), developed in 1978 by the research firm SRI International in USA. The
VALS system was developed from alarge study of the US population that divided
adults into nine segments based on similarities in their values (beliefs, desires and
prejudices) and their lifestyles-hencethe acronym VALS.




Per sonality: Marketers have long been intrigued by the possibility of appealingto Buyer Behaviour
consumers in termsof personality traits. They havefelt that what consumers
purchase, and when and how they consume, are likely to be influenced by persondlity
factors. For this reason, advertising and marketing people havefrequently depicted
specific personality traits or characteristics in their advertising messages. Personality
refersto thoseinner psychological characteristics that both determineand reflect how
aperson respondsto hisor her environment. The emphasisin thisdefinitionis on
inner characteristics - those specific qualities, attributes, traits, factors, and
mannerismsthat distinguish oneindividual from theother individuals. Thedeeply
ingrained characteristics that wecall personality are likely to influencetheindividual's
product choices (and even certain brand choices); they aso affect the way the
consumer respondsto afirm's promotional efforts,and when, where and how they
consume particular products or services.

Therefore, identification of specific personality characteristics associated with buyer
behaviour may be highly useful in the development of afirm's market segmentation
strategies.

Some marketers use a concept related to personality-a person's self-concept. The
basic premiseis that people's possessions contribute to and reflect their identities: that
is"we are what we have." Self-concept can be defined as the totality of the
individual's thoughts and feelings having reference to him or her asan object. It is,
therefore, argued by some marketers that to understand consumer behaviour, one
must understand the relationship between consumer self-concept and possessions. All
of us have complex mental pictures of ourselves. For example, aconsumer may see
himself or hersdlf as outgoing, creative and active. Thus, he may favour acar that
projectsthe same qualities.

4,5.3 Social Factors

In addition to psychological and personal factors, buyer behaviour isinfluenced by
social factors. These social factors influence the buyersin different ways. For some
products the intluence of socia factors is quite pronounced and for othersit may not
be that pronounced. Important socia factors which have certain bearingson buyer
behaviour are: reference groups, family, and socia roles and statuses. Let us learn
them.

Reference Groups: A reference group is any person or group that serves as a point
of comparison (or reference) for an individual in forming either genera or specific
values, attitudes, or behaviouc From the buyer behaviour perspective, reference
groups are groups that serve as frames of reference for individualsin their purchase
or consumption decisions. This may consist of al the groups that have adirect (face-
to-face) or indirect influence on the person'’s attitudes or behaviour.

Reference groups can be classified in terms of aperson's membership or degree of
involvement with the group, as well as in terms of the positiveor negativeinfluences
they have on his or her values, attitudes, and behaviour. These groupsareasfollows:

a) A contractual Group: Thisisagroup in which a person holds membershipor
has regular face-to-face contact and of whose values, attitudes, and standards
he or she approves. Thus, acontractual group is likely to have a congruent
influence on an individual's attitudes or behaviour. This group includesfriends,
family members, neighbours, and company-workers.

by Anaspirational Group: In thisgroup, a person does not hold membership and
does not have face-to-face contact but wantsto be a member. Thus, it often
serves as positive influence on that person’s attitudes or behaviour. Young

people would like to be associated as well as like to emulate sports heroes,
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A disclaimant Group: In this group, a person holds membership or has face-
to-face contact but disapproves the group's values, attitudes or behaviour. Thus,
the person tends to adopt attitudesand behaviour that are in opposition to the
norms o the group. For example, neighborhood friends who have been dropped
out of schooal.

d) AnavoidanceGroup: In this group, aperson does not hold membership and
does not haveface-to-face contact and of whose values, attitudes, and
behaviours he or she disapproves. Thus, the person tends to adopt attitudes and
behaviour that arein opposition to those of thegroup. For example, one may
vocally reect the actions of those peers who do not demonstrate adequate
respect for their parents and religion. These four groupsinfluence on the buyer
have been shown in the Table 4.1.

Table 4.1: ReferenceGroupsand Typesof | nfluence

)

Type of I nfluence

MembershipGroup

Non-member shipGr oup

Positivelnfluence
Negative Influence

Contractual Group
Disclaimant Group

Aspirational Group
Avoidance group

Marketers are of the view that people, including consumers, are significantly
influenced by their reference groups particularly with those reference groups which
exert positiveinfluence such as contractual and aspirational groups. These reference
groups influence a person in at least three ways. 1) Reference groups expose the
person to new behavioursand life-styles. 2) They influence the person's attitudes and
self-concept because he or she wantsto "fit in'". 3) They create pressures to conform
that may affect the person's product and brand choices.

Theimportance of group influence varies across products and brands, but it tends to
be strongest for conspicuous purchases. A product or brand can be conspicuous for
one of the two reasons. Firstly, the product is used or owned by very few peoplein a
society. For exampl e, luxuries are more conspicuous than necessities. Secondly, a
brand may be more conspicuous becauseit is consumed in public where otherscan

- seeit. By combining thesetwo dimensionsi.e. luxury products and public products
one may get four categories of products: public luxuries, public necessities,
private luxuries and private necessities. Research has found that the reference
group influence variesin termsof product and brand choice decision on these four

categories of products.

If anitem isaluxury as opposed to a hecessity, the decision to buy or not to buy the
product isinfluenced by the referencegroups. If theitem will be consumed publicly
rather than privately, reference-group influence tends to affect the brand choice. The
relative influence of reference group isshownin figuare 4.6.

Group Influence on Brand Choicé

- Strong Weak
§_,§ %n { PublicL uxuries  PrivateL uxuries
§3 & (Luxury cars, boats, (Water Purifier, TV
R €tc) Video games)
23 Public Necessities Private Necessities
5 & (Two-Whelers, Cars, (Refrigerators,
clothers, Wristwatch) Mattress)
18 | , ‘ Figuare4.6: Extent of Group I nfluenceon Product and Brand Choice




Advertisers are relying on reference group influence when they use celebrity Buyer Behaviour

endorsers to work as aspirational reference group. Professional athletes, musicians,
and actors can influence people who would like to be associated with them in some
way-for example Michagl Jordan for Nike Shoes, Narayan Karthikeyan for JK Tyres,
Shahrukh Khan for Santro car, Ustad Zakir Husain Khan for Taj Mahal tea

If the marketers come to know that their products and brands are susceptible to
strong group influences they must figure out how to reach opinion leadersin these
product areas with their marketing messages. Opinion leaders are peoplewithin
reference groups who, because of special skills, knowledge, personality or other
characteristics, exert influence on others. Opinion leaders are found in al areas and
strata of society, and one person may be an opinion leader in certain product areas an
opinion follower in others, Therefore, marketers must try to identify the personal
characteristics of opinion leaders in their respective product areas and then find out
what mediathey use so that they may direct marketing messages to them.

a) Family: A family is agroup of two or more peoplerelated by blood, marriage,
or adoption living together in a household. Because of strong bond and close
continuous interaction family members may strongly influencebuyer behaviour.
During their lives many people belong to at |east two typesof families:

by Family of Orientation: The buyer's parents make up thefamily of orientation:
Even if the buyer no longer interacts very much with his or her parents, the
parentscan still significantly influence the buyer's unconscious behaviour.In
countries like India where parents continue to live with their children, their
influence can be profound.

Family of Procreation: It consists of the buyer, his/her spouse and children. It exerts
amoredirect influence on everyday buying behavior.

Thefamily isthe most important consumer buying organization in society, and it has
been researched extensively. Marketers are especialy interested the relative roles
and influence of husband, wife, and children on the purchase of alarge variety of
products and services. Research has shown that husband-wife involvement varies
significantly across different product categories and the stage in the buying process.
Marketers have acknowledged the role of family in general and involvement of
husband-wifedyad in the purchasedecision-making processin particular. However,
onedf thetrickiest problemsfor marketers is to figure out who makes purchase
decisionsfor a household. The problem being that there is rarely consensusamong
couples themselves. The information about who influences the purchasedecision
within afamily setup serves as the basic input in designing the marketing
communication and subsequently in mediaselection.

Researchers who worked on the role and influence of family in the purchase
decisions have classified family decision-making as husband dominated, W f e
dominated, joint (i.e., equal or syncratic), and autonomic (i.e., individualisedor
solitary or unilateral),

Research on family-member influencein durablegoods buying ismore abundant than
that on frequently purchased items. Even a casual observer would probably agree
that important, one-time purchases are likely to involve more than one household
member. In contrast to non-durables, purchases of durable goods are often preceded
by aprogression of interrelated decisions and activities through time. Husbands,
wives, and children have more opportunities to become involved a oneor more steps
in the process. One can presume that family members are also more motivated to
participate, since the purchase of an automobile, for example, often precludesother
acquisitions, given families' budget constraints.
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Another important aspect of family decision-makingisthe role played by the family
members in the purchase of various products and services. There are nine distinct

roles in thefamily decision-making processwhich providean insight into how family
members interact in their variousconsumption- related roles:

a) [Initiators: Thefamily member(s) who first recognizes the need or startsthe
purchase process.

b | nfluencers. Family member(s) who influence the alternatives eval uated, the
criterion considered, and the final choice.

c) Gatekeepers: Family member(s) who control theflow of information about a
product or serviceintothefamily. It isgenerally theindividual who has expertise
and interest in a particular purchase.

d) Deciders: Family member(s) with the power to determine unilaterally or jointly
whether to shop for, purchase, use, consume, or dispose of a specific product or
service.

e) Buyers Family member(s) who make the actual purchase of a particular
product or service.

f)  Preparers. Family member(s) who transform the product into a form suitable
for consumption by other family members.

g) Users: Family member(s) who use or consume a particular product or service.

h) Maintainers: Family member(s) who serviceor repair the product so that it will
provide continued satisfaction.

i)  Disposers: Family member(s) who initiate or carry out the disposal or
discontinuation of aparticular product or service.

Thenumber and identity o thefamily members whofill these roles vary from family
to family and from product to product. Therefore, marketers should identify what
roles are being performed by variousfamily membersin their respective product
areas and accordingly may develop marketingcommunication strategies.

Finally, it isimportant for the marketersto know which family member islikely to
make the purchase decision. This knowledge will influence acompany's entire
marketing mix. For example, if itisfound that children are the key decision makers,
as is often the case with toys, confectionaries and breakfast cereal, then a
manufacturer should come out with a product in consonance with the children
preferences; design the packagechildren in mind, and advertise in those media, which
cater to the children.

Rolesand Status: In life a person performs various roles and may belong to many
groupssuch asfamily, clubsand work environment. The person's position can be
defined in terms of both role and status. A role is a prescribed pattern-of behaviour
expected of aperson in agiven situation by virtue of the person's position in that
situation. Each role carries a status reflecting the general esteem given to it by
society. For example the role of a product manager has more status in a society than
therole of ason. As aproduct manager, aconsumer will buy the kind of clothing that
reflects his role and status. People often choose products that show their status in a
society.

454 Cultural Factors

Cultural Factors exert the broadest and deepest influence on buyer behaviour. The
marketers need to understand the roles played by the buyer's culture, sub-culture and
the social class L et uslearn thesefactors in detail.

Culture: Cultureisthat complex whole which includes knowledge, belief, art, law,
moral s, customs, and any other capabilities and habits acquired by humans as a




member of society. In the context of buyer behaviour we may define cultureas the Buyer Behaviour
sum total of learned beliefs, values, and customs that serve to direct the buyer

behaviour of members of a particular society. It is the most basic cause of a person's

wants and behaviour. Human behaviour is largely learned. Growing up in asociety, a

child learns basic values, perceptions, wants and behaviour from the family and other

important ingtitutions.

The nature of cultural influences is such that we are seldom aware of them. One
behaves, thinks, and feels in a manner consistent with other membersof the same
culture because it seems ™ natura™ or "right" to do so. Culture typically evolvesand
changes slowly over time. However, there can be major changes during relatively
short time periodsdue to rapid technological advances, conflicts between existing
values, exposure to another culture's values, or dramatic events such as war.

Marketing managers must understand both the existing cultural values-and the
emerging cultural values of the societiesthey serve. They must dways try to spot
cultural shifts in order to imagine new products that might be wanted. Some cultural
trends affecting the buying behaviour of Indian consumersincludethefollowing:

e Genderrolesarelosing their identity

e Greater concern about health and fitness (has created a huge industry for
exercise equipment and clothing, low calorie foods, health and fithess services)

e There has been ashift toward informality (it has resulted in more demand for
casual clothing, sports shoes, lighter entertainment etc.)

e Thereisan increased desire for leisure time (it has resulted in more demand for
convenience products and services such as microwave ovens, fast food etc.)

e In metros, two-income families are becoming the norm (someview it asa
necessity to achieve a reasonable standard of living; thisisalso bound to affect
their ability to buy, choice of products, time availablefor purchaseand
consumption)

Sub-culture: In any society as heterogeneous as the onein India, there are bound to
be subcultures. Subcultures are groups in a culture that exhibit characteristic
behaviour patterns sufficient to distinguish them from other groups within the same
culture. The behaviour patterns that distinguish subcultures are based on factorssuch
asrace, nationality, religion and urban-rural identification. A subculture takeson
importancein marketing if it constitutesasignificant part of the population and
specific purchasing patterns can be traced to it. Each subculture has different
attitudes, beliefs, customs and languages that must be taken into consideration by the
firms attempting to sell to them,

Social Class. Social class is aranking within asociety determined by the members
of thesociety. Social classes are relatively permanent and ordered divisionsin a
society whose member share similar values, interests, and behaviours. Social classis
not determined by a singlefactor such as income but is measured as acombination of
occupation, income, education, wealth, and other variables. Thelines between social
classesare normally not fixed and rigid; people belonging to one social classcan
moveto a higher classor lower class. Marketers are interested in socia class
because the buying behaviour of people is strongly influenced by the classto which
they belong or which they aspire. Social classis not an indication of spending
capability; rather it is an indication of preferencesand life-style. For example, ayoung
manager might be having the same income as that of amiddle aged foreman in a
steel factory, but they probably havequite different family backgrounds, tastes, and
aspirations. Social scientists have come out with anumber of social class
classifications, where they have divided the society in five, seven or ninedivisions.

We providethe fivedivision of classification of social class below. .
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a)

b)

©

d)

The Upper Class: People who are in the top strata of the society. This class
includestwo groups: (1) socially prominent "*old families,” often with inherited
wealth, and (2) newly rich corporate executives, owners of large businesses, and
highly-paid professionals. They livein large housesin exclusive neighbourhoods
and exhibit a sense of social responsibility. The upper class patronises exclusive
and fancy shops. They go for expensivegoods and services, but they do not
display their wedth in a conspicuous manner. They form a very small part of the
society. In terms of percentage they may range between 2 to 3 percent.

The Upper-middle Class: This class comprises moderately successful
businessmen, professionalsand owners of mediumto small size companies.
People belonging to this class are well educated, and they crave for successin
life. They may engagein conspicuous consumption as compared to upper class.
This class buys products that signifiesiits class status. In terms of percentage
they may range between 12 to 15 percent.

The Lower-middle Class: This class comprises office employees-both

government and private, junior executives, teachers, technicians, and small |
business owners. People from this class crave for respectability by engagingin
those activities, which are approved by the society as"'right things". They are
future oriented, striveto move up in the next higher social class, exhibit self-
confidence, and are risk takers. In terms of percentage they may range between
30 to 40 percent.

The Upper-lower Class. People in this class are blue-collar workers, semi
skilled workers, and lower grade service personnel such as clerksetc. they are
more tied with their families and male female roles are sharply defined. They
livein smaller houses. They patronize products keeping an eye on economy
aspect of purchase. In terms of percentage they may range between 30 to 35
percent.

The Lower-lower Class: They belong to the lowest strata of the society. 'This
classincludesunskilled workers, theunemployed, uneducated and low-income
earners. They livein substandard houses. Their priority is to purchase only
essential things. They are not in the position of purchasing durable products. In
terms of percentage they may range between 20 to 25 percent. In some
developing and poor countriestheir percentage may go up to 40 percent.

The conclusionsfrom social class research are:

a

There are substantial differences among these classes with respect to buying
behaviour.

Because of thisdiversity, different social classes arelikely to respond differently
to a seller's marketing program. Thusit may be necessary to tailor marketing
programs, which are in tune with thecharacteristics of a specific social class.

Check Your ProgressC

1)

On the basis of your own experience write the factors which influenced you in
the purchase of following products.

a) Refrigerator, b) Colour Television, c) Toothpaste, d) Personal computer,

e) Two- whedler, f) Music system, g) Washing machine.

......................................................................................................................
......................................................................................................................
......................................................................................................................

.....................................................................................................................




2)  What do you mean by reference group? Buyer Behaviour

----------------------------------------------------------------------------------------------------------------------
......................................................................................................................

......................................................................................................................

3) Distinguish between initiatorsand influencers.

......................................................................................................................

4y State whether the following statements are True or False:
i) Highest order need is self-actualization need.
i) Superego is the reservoir of basic needs.
i) People can move one social class to another socia class.
iv) Film stars and sports heroes work as aspirational reference group for old
people.

4.6 CONSUMER BUYING DECISION PROCESS

In the preceding section we have discussed the variousfactors that influence buying
behaviour. Understanding theinfluence of these factors isimportant for the marketers
for designing effective marketing strategies. However, thisis not sufficient.
Marketers should also develop an understanding of how consumers actually make
their buying decisions. Understanding buying decision process requirestheknowledge
of threethings. Firstly, marketers should find out in their respective product
categories theroles played by different family members in the buying decision
process. Secondly, the types of buying behaviour consumers display in different
buying situations. Finally, the different stages through which, aconsumer goes
through in the buying decision process. We have aready discussed the different roles
played by variousfamily membersin thecontext of family influenceson buying
behaviour. Therefore, in this section we will discuss the different buyingsituations,
and stages of buying decision process,

4.6.1 Types of Buying Behaviour Situations

Marketersare required to know that consumer decision-making varies with the type
o buying behaviour in different buying situations. The buyer decision making process
variesconsiderably if heis buying a soap, clothing, ascooter, apersonal computer or
amajor homeappliance. In general, buyers are highly involved when purchasing
complex and expensive products and more members of the family are expected to
take part in thedecision making process. Consumer decision-making isalso
influenced by whether the consumers perceive significant differences among
available brands in a specific product category or not. Based on these two dimensions
(i.e., degree of buyer involvement and the degree of differences among brands)
Henry Assael, aconsumer behaviour specidist, has identified following four types of
buying behaviour situations:

1)  Complex Buying Behaviour: In this situation, firstly, buyersare highly

involved with the product as the product isexpensive, bought infrequently, risky
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2)

3)

4)

and sdf expressive. Secondly, buyers perceive significant differences between
the available brands. Therefore, buyersfirst develop beliefs about the product,
then develop attitudesabout it, and finally make athoughtful choice. Knowing
this, marketerscan help educate buyers about product attributes, differentiate
and describe the brand's features, and motivate store personnel and others to
influence thefinal brand choice.

Dissonance Reducing Buying Behaviour: Here also the buyers are highly
involved with the purchasebut they may consider most brandsin the given price
range as being similar in product attributes. This situation also occurs in case of
expensive, and infrequently purchased products. The buyer takes less timein
purchasing the product but later experiencessome amount of post purchase
dissonance if he noticescertain disquietingfeatures or hearsfavourable things
about other discarded brands. Marketers should therefore supply beliefsand
evaluations that help consumersfeel good about their brand choices.

Variety Seeking Buying Behaviour: This situation applies to low involvement
products. However, buyers perceive significant differences among the available
brands in that product category such as biscuits, ice creams etc. Here, buyers
may switch brands becausethey want variety and not because of

dissatisfaction. Mostly buyers have some beliefs about the product, choose a
brand with littleevaluation, and later eval uate the product during consumption.
Marketers should thereforetry to encourage habitual buying behaviour by
dominating retailers shelf space, keeping shelvesfully stocked, running reminder
advertisements, and resorting to consumer sales promotion campaigns.

Habitual Buying Behaviour: This situation applies tolow involvement
products as well as where the buyersdo not perceive significant differences
among the available brands. Here the products are low-cost and purchased
frequently. Buyers keep buying the same brand out of habit and not because of
brand loyalty. Buyers makedecision on the basisof brand familiarity. Marketers
of such productsshould try to create brand familiarity by of advertisements
repetition, with competitivepricing, and frequent consumer sales promotion
campaigns. Thesefour buying behaviour situations are shown in Figure 4.7:

High Involvement Low Involvement
Significant Differences Complex Buying Variety Seeking Buying
between Brands . Behaviour Behaviour

Insignificant Differences Dissonance Reducing Habitual Buying Behaviour
between Brands %

Buying Behaviour
-

Figured.7: Typesof Buying Behaviour Situations

Source: Henry Assael, Consumer Behavior and Marketing Action (Boston: Kent Publishing

Compery,1987)

4.6.2 Stagesin Buying Decision Process

Buyers make large number of buyingdecisionsin their daily life. Marketing savvy
companies research consumer buying decisions processinvolved in their respective
product categories. Marketing experts have developed a ™ five-stage modedl" of the
buying decision process wahich has been shown in Figure4.8. Thismodel shows that
the consumer passes through five stages in the buying decision process. These stages
are: 1) problem recognition, 2) information search, 3) evaluation of alternatives, 4)
actual purchasedecision, and 5) post purchase behaviour.
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Figure 4.8: Five- StageM odel of Consumer Buying DecisionProcess

Though this model isauseful starting point for examining purchasedecision process,
the purchase process is not always as straightforward as it may appear. Certain
important points are to be noted before we proceed to explain thismodel. These are:

o Thismodel emphasises that the buying process starts much beforethe actual
purchase and continues after the purchase has been made.

e Thismodel seemsto imply that consumers pass through al five stages with
every purchase. As discussed earlier, consumersare more likely to pass through
al thefive stages when they face either complex or dissonance reducing buying
behaviour situations. However for frequently purchased, familiar products,
purchasing may bea routine matter and problem recognition may be followed by
repurchase of afamiliar brand, and thus, the second and third stages o thefive-
stage model are bypassed,

o Theconsumer may withdraw at any stage prior to the actual purchase, If for
exampl e, the need diminishes or no satisfactory alternativesare available, the
process will come to an abrupt end.

e Thestages are not necessarily of the same length. For complex buying
behaviour situation consumersmay takelonger time in information search and
evaluation of alternative stages as compared to other buying situations.

However, wediscuss al the stages of this model becauseit capturesthe full range of
considerations that arise when a buyer faces a highly involving new purchase.

Stage 1: Problem Recognition or Need Arousal

This stage starts whenever the consumer sees a significant difference between his or
her current state of affairs and some desired or ideal state. The consumer perceives
thereisaproblem to be solved, which may be small or large, simple or complex. This
problem recognition isexperienced because people have needs and unsatisfied needs
create tension and discomfort. Acquiring and consuming goods and servicescan
satisfy some of the needs. Many experts are of the view that needs are aroused by
factors both internal and external tothe individual.

Marketers need to identify the circumstances that activate a particular need. By
gathering information from a number of consumers, marketers can identify the most
frequent reasons that kindle an interest in a product category. On the basis of this
knowledge they may develop marketing strategies that trigger consumer interest in a
product.

Stage 2: Information Search

A consumer who is in the state of need arousal may or may not go for information
search. If the consumer's need is strong enough and a satisfying product is readily
available,theconsumer islikely to buy it immediately. However, in many situations
the aroused consumer may engage in more information search.

The consumer may engage in two types of information search depending on his
intensity of need. These are heightened attention and active information search.
In thefirst case the consumer becomes more receptive to information, which comes
to him about the product, which may satisfy his need. For example, an aroused
consumer may pay more attention to advertisements for various brands, products

Buyer Behaviour
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used by friends, and conversations related with the product and brand!;. Here the
information search is passive in nature. In the later case, the consumer seeks
information from various sources. He spends time and efforts to obtain product
information. For example, in active information search aconsumer may read
magazines, seek information from friends or visit retail outlets to see the actual
brands. Here the consumer is the seeker of information rather than the receiver of
information. The amount of information search activity increases as the consumer
moves from habitual buying behaviour situationto complex buying behaviour situation.
There exists number of information sources from where a consumer can obtain
information. Some of these sources are company controlled or dominated and while
others emanate from the environment. The marketers should have knowledge about
these sources and the influence each source exerts on buying decision process.
Consumer information sourcesfall into four categories:

Personal sources: family members, friend circle, neighbourhoods, coworkers, peers

Commercial sonrces: advertising, sales personnel, marketing intermediaries (dealers,
retailers, distributors), point-of-purchasedisplays

Public sources: mass media (newspapers, magazines, television channels),
consumer-rating organizations
Experiential sources. actual handling of a product,

Consumers whether they are in heightened state or in active information Search state,
get information from the above mentioned information sources. In the former case
they are receiversof information and in the later they are the seekers of information.
Look at Figure 4.9 which shows information search process.

[ Heightened Attention Activelnformation Search

——

InformationSources
personal sources, commercia sources, public sources, and
experientid sources

Figure4.9: Information Sear ch Process

Note: Arrow originating from the source(s) toward the buyer indicates that the buyer
is passive recipient of information while vice versaisindicative of the buyer actively
seeking out information.

The marketers need tofind out in respective product categories the relativeinfluence
exerted by these information sources on the consumer buying decision process. The
relative influence of these information sources varies with the product and the buyer.
Generally, abuyer receivesmost information from commercia (marketer-dominated)
sources, athough the most effective information comesfrom personal sources. Each
information source performs a different function in influencing the buying decision
process. Commercial information normally performsan informing function, and
personal information sources perform a legitimizing or evaluative function. For
example, aconsumer may learn about a new product from commercial sources such
as advertisements but may turn to social sources such as friends and colleagues for
evaluation.

As more information is obtained, the consumer's awareness and knowledge of
available brandsincreases. For example, if a prospective buyer iscontemplating to
purchase an expensive product such as a refrigerator, he may gather information



from various sources abuut many refrigerator brands available in the market. A Buyer Behaviour
company must design its marketing mix to make prospective buyers aware of and

knowledgeable about its brand. If it fails to do this, the company losesan opportunity

- tosell.

Stage 3: Evaluation of Alternatives

This stage of buying decision processis the most complex and least understood.
Important question for the marketers is once a buyer has progressed through the
information search stage how he or she processes the information relating to
competing brands and makes a final decision? The marketer needs to know about
alternative evaluation-that is, how the buyer arrives at brand choice set. Research in
this area hasindicated that buyers use different evaluative criteria in choosing
different products and services. The same buyer may use one criterion for one type
of product and another criterion for other product. There are several evaluation
procedures a work; the most current models view the evaluation process as being
cognitively oriented i.e., buyers form judgments largely on a conscious and rational
basis.

Before discussing the buyer evaluation process one has to understand certain basic
concepts, which are used in it. These are:

Product Attributes and Benefits: In the purchase of a product, a buyer is basically
trying to satisfy some of his needs. Here he islooking for certain benefits, which he
may obtain by purchasing that product. Further each consumer sees a product as a
bundle of product attributes with varying capacities for delivering these benefits. For
example, for a motorcycle, the product attributes that may be considered are fuel
consumption, power, ease in handling, style, and price. Buyers may differ regarding as
to which of these attributes they consider relevant. For some motorcycle buyersall
the attributes inay be relevant and for others only some may be relevant.

Attribute Importance: Consumers do not attach same importanceto all the
relevant attributes and instead they may attach different degrees d importance to
each attribute.

Brand Beliefs: On the basis of the obtained information the consumer may develop
aset of brand beliefs about each brand's ranking on each attribute.

Brand Image: The total set of beliefs held about a particular brand is known as
brand image. The consumer's beliefs may vary from true attributes because of his or
her experience and also due to the effect of selective perception, selective distortion
and selective retention.

Utility Function: The consumer assumes that each attribute to which he gives
importance has autility [unction. The utility function describes how the consumer
expects total product satisfaction to vary with different levelsof different attributes.
For example, in case of motorcycle purchase, a consumer's satisfaction islikely to
increase with better fuel consumption, more power, ease in handling, better style and
lower price. If we combine the attribute levels at which each attribute utility is
highest, then it may lead to hisideal motorcycle.

Evaluation Procedure or Criterion: On the basis of brand beliefs, brand attributes,
brand iinage, and utility function the consumer inay use some evaluative procedureor
criterion for selecting the brand. As mentioned earlier buyers have been found to use
oneor more of several evaluation criteria, depending on the consumer and buying
decisionsituation.

After explaining the above mentioned basic concepts we try to explain the evaluation
procedure being used by buyers with a specific example. Consider a prospective
buyer isin the process of purchasing a motorcycle. He has gathered information from ‘ 27"
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various information sources about various brands availablein the market. His choice
has been narrowed down to four motorcycles: A, B, C, and D. Further assume that
heisprimarily interested in fiveattributes-fuel consumption, power, easein handling,
style, and price. Table4.2 shows hisratings of each brand attributes on a 10-point
scale. In his ratings hegives 10 to an attributeif that exists at the highest level ina
specific brand and 1 to the same attributein another brand if that attribute does not
exists or exists @ the lowest level. He ratesin between 10 and 1 if the attribute varies
between the highest and the lowest.

Table4.2: Buyer'sBrand Beliefsabout M otor cycles

Attribute
Motorcycle Fuel consumption Power Easeof handling Style | Price
A D 8 6 8 4
B 8 9 8 6 3
C 6 8 10 5 5
D 4 3 7 3 8

The abovetable showsthe ratingson different attributes for four brands of
inotorcycles. From thistableit is very difficult to predict which brand will be
purchased by the consumer becauseno brand is rated best on all attributes. However,
the brands vary in appeal. Some buyers base their buying decision on only one
attribute, and their choices are easy to predict. If this buyer wants fuel consumption
above everything, he would buy brand A; if he wants the motorcycle that iseasiest to
handle, hewould buy brand C; if he wants best power, he should buy brand B; if he
wants lowest price motorcycle, then he should go for brand D.

In case of expensive and infrequently purchased products such as motorcycle or
television, most buyersnormally consider several attributesbut assign different
importance weights to each attribute. If one knows the importance weights the
motorcycle buyer attached to the five attributes, one could predict his motorcycle
choicein amore reliableway. Suppose this buyer assigns 30 percent importance
weight to fuel consumption, 25 percent to power, 20 percent to ease in handling, 15
percent to style, and 10 percent to price. To find his perceived value for each brand
of motorcycle, wemultiply hisimportance weightsby his beliefs about each brand.
This gives thefollowing perceived values which has been shownin Table 4.3.

Table4.3: Perceived Valuesof Buyers

Attribute
Motorcycle Fud Power Easeof Style Price | Perceived
consumption handling value
A 310 + 25@) + 2060 + 0 158t .10@)= 7.8
B 308 ot 250+ 28 + 0 a56) t .10Q)= 745
36 +t 258) + 20100+ 15(5) +  .1009)= 705
D 3@y * 253t 2an * 53) +  .108)= 46

From the above calculations of attribute importance and their respective weight one
may predict that thisconsumer will, in order of preference, favour brand A, followed
by brand 3,and C. Theleast preferred brand for thisconsumer is D. This evaluative
procedure is known as expectancy value model.

Marketers should try to study how the buyers actually evaluate various brand
alternatives. Knowledge of thisenables marketers to take steps, which can influence




the buying decision process. For example, if the motorcycle buyer isinclined to buy Buyer Behaviour

Brand A because he rates it high on fuel consumption and power, then what
strategies another motorcycle brands owners use to influence consumers who give
high rating tofuel consumption and power.

Stage 4: Actual Purchase Decision

This stage isthe culmination of the earlier stagei.e., evaluation of aternatives. Once
the consumer has evaluated various alternative brands through some evaluative
criterion lie or she forms some brand preferences within the choice set. This leads to
the formation of purchase intentions. The consumer is now likely to take the actual
purchase decision for the most preferred brand but some times two factors may
come between the purchase intentions and the actual purchase decision. These
factors are attitudes of others, and unanticipated situational factors. If these two
factorsgo in favour of tlie consumer's brand intentions then the buyer may purchase
the mogt preferred brand. However, if they go against the most preferred brand, the
buyer is likely to change his or her intentions and may purchase another brand from
among his or her choice set. How much another person's attitudes will affect buyer's
choices depends both on the strength of the other person's attitudes toward buyer's
buying decision and the buyer's motivation to comply with the wishesof others.
Unanticipated situational factors if they are adverse then they may also go

against the purchase of the preferred brand. The effect of these factors is

shown in the Figure 4.10.

>4 Attitudes of others —

Evaluation of . -Purch.ase - i Purf:hfxsc
alternatives | intentions ; decistion

| Uneniidpaed | |
| stuationd factors

Figure4.10: | nter veningFactor sbetween Pur chasel ntentionsand PurchaseDecison

In addition to the factors described above, a buyer's purchase decision isalso
influenced by the amount of perceived risk associated with the product choice. Asa
rule, purchase decisions that involve extensive search also entail somekind of
perceived risk, or belief that the product has potentially negative consegquences.
Perceived risk may be present if the product is expensive or iscomplex and difficult
to understand. Alternatively, perceived risk can beafactor when the product choice
is visibleto others and tlie buyers run the risk of embarrassment if tlie wrong choice
is made. Because of this perceived risk somesort of pre-purchase anxiety is
produced. A buyer takes certain actions to reduce risk, such as avoiding purchase
decisions, gathering more information, and looking for highly reputed brands, and
brands with warranties. The amount of perceived risk may also vary with the type of
buyers. Buyers with greater "risk capital" are less likely to be affected by perceived
risksassociated with tlie products. For example, ahighly self-confident buyer would
be less worried about the social risk inherent in a product, whereasa more vulnerable,
insecure buyer might be reluctant to take a chance on a product that might not be
accepted by peers. Therefore, marketers should understand the factors that lead to
thefeelings of risk in the buyersand should respond with information and support that
will reduce the perceived risk.

29
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Stage 5: Postpurchase Behaviour

Asindicated in the model of buying decision process the marketer's job does not end
here. After the purchase, the consumer may experience either satisfaction or
dissatisfaction with the product or service. This has a bearing on buyer's future
behaviour with regard to the purchase of the same product if the same need arises.
Therefore, a buyer will engage in post purchase behaviour which hasimplications to
the marlceters.

The catisfaction or dissatistaction of a buyer isafunction of two things-buyer's
expectations and product's perceived performance. After purchasing and using the
product, if the buyer finds that the product's performance is below the expectations,
the buyer is dissatisfied, if the performance equals the expectations, the buyer is
satisfied and if the performance exceeds the expectations the buyer is highly satisfied
and/or delighted.

These feelings of satisfaction influence the buyer's future purchase decisions.
Satisfied buyersare more likely to purchase the product again, talk favourably to
others about the product, that is, they may engage in positive word-of-mouth (WOM)
communication, pay less attention to competing brands and their advertising, and buy
other products from the same company. On the other hand, a dis-sntisficd buyer
responds differently. Dissatisfied buyer may take a number of actions. For example, a
dis-satisfied buyer may abandon or return the product; seek information which may
support hisdecision; take public action by complaining to thecompany, filealaw suit,
or complain to the government and private agencies such as consumer forums or
consumer courts, or take private actions by not buying the product or engage in
negative WOM communication. The consumer's post-purchase actions are shown in
Figure 4.11.

Repeat purchase
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Salisfied Buyer
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Figure 4.11: Buyer'sPost-pur chaseActions
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The post purchase actions as shown in the Figure 4.9 have great implicationsto the - Buyer Behaviour
marketers. As we know that a company's sales come from two basic groups-new

customers and repeat customers. It usually costs more to attract new customers than

to retain current ones. And the key to keeping current customersis customer

satisfaction. Thus a customer-oriented company regularly measures customer

satisfaction and dissatisfaction.

Understanding the buyer's needs and buying process will help tho marketersto
develop appropriate marketing strategies for getting desired inarket response.
Check Your Progress-D

I. Enumeratethesteps involved in the consumer buying process.

......................................................................................................................
......................................................................................................................
......................................................................................................................

----------------------------------------------------------------------------------------------------------------------
......................................................................................................................
......................................................................................................................

......................................................................................................................

......................................................................................................................
.......................................................................................................................
......................................................................................................................

.......................................................................................................................

4)  State whether the following statements are True or False:
i) In complex buying behaviour situation the buyersare not highly involved.
i) A buyer goesthrough all thefive stages of buying decision process in
variety seeking buying behaviour situation.
iiiy  The most important information SOUrces are personal sources.

iv) . Buyersare found to useanumber o evaluative criteriain evaluating
various brand alternatives.

v)  Going to the court in case of dissatisfaction from a product use is private

action,

4.7 LET USSUM UP

Buyer or consumer behaviour is the behaviour that buyers or consumersdisplay in
searchingfor, purchasing, using, evaluating, and disposing of products and services
that they expect will satisfy their needs. There are three phases of buyer behaviour.
These are: acquisition phase, consumption phase and disposition phase.

The four main applications of buyer behaviour are in developing marketing strategy,

public policy formulation, social marketing, and in consumer education. Tosurviveina

rapidly changing market, a firm has to constantly understand the latest consumer

trends and tastes for coming out viable marketing strategies. 31
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In purchasing various products and services buyers are influenced by host of factors.
These are: psychological factors, personal factors, social factors, and cultural factors.
Psychological factorsinclude: motivation, perception,learning and beliefs. Personal
factorsinclude: ageandlife cycle stage, occupation, economic circumstances,
lifestyle, and personality.Social factorsinclude: referencegroups, family, and roles
and statuses. Cultural factorsinclude: culture, subcuiture, and socia class. All these
factors influence the buyer in different way. Therefore marketers are required to
analyse the relativeinfluence of thesefactorsin their product areas.

Finally, buyerswhile making purchases of different products pass through different
stages of buying decision process. These stagesare: problem recognition, information
search, evaluation of aternatives, actual purchase decision and post purchase
behaviour. Depending upon the buying situations buyers may or may not go through
al these stages. Buyers facefour types of buying behaviour situations. These are:
complex buying behaviour,dissonancereducing buying behaviour, variety seeking
buying behaviour and habitual buying behaviour.

4.8 KEY WORDS

Acquisition Phase: This refers to how buyers acquire the products and services for
their consumption.

Buyer or Consumer Behaviour: Behaviour that buyers or consumersdisplay in
searchingfor, purchasing, using, evaluating, and disposing of productsand services
that they expect will satisfy their needs.

Complex Buying Behaviour: Consumer buying behaviour in situations
characterized by high consumer involvementin a purchase and significant perceived
differences among brands.

Consumption Phase: This refers to how buyers use or consume the products and
services.

Culture: The set of basic values, perceptions, wants, and behaviours learned by a
member of society fromfamily and other important ingtitutions.

Disposition Phase: It refers to what buyers do with a product once they have
completed used it.

Dissonance-Reducing Buying Behaviour: Consumer buying behaviour in
situations characterized by high involvement but few perceived differences among
brands.

Ego: In Freudian theory, the part of the personality that serves asthe individual's
conscious control.

Evaluation of Alternatives. A stage in the consumer decision-making process in
which the consumer appraisesthe benefitsto be derived from each of the product
alternatives being considered

Family: Two or more personsrelated by blood, marriage, or adoption who reside
together.

Habitual Buying Behaviour: Consumer buying behaviour in situations
characterized by low consumer involvementand few significant perceived brand
differences.

Id: In Freudian theory, the part of the personality that consists of primitive and
impulsivedrivesthat theindividual strivesto satisfy.




I nformation Sear ch: The stage of the buyer decision processin which the consumer
is aroused to search for more information; the consumer may simply have heightened
attention or may go into active information search.

L earning: The process by which individuals acquire the knowledge and experience
they apply to future purchase and consumption behaviour.

Lifestyle: A person's pattern of living as expressed in his or her activities, interests,
and opinions

Maslow’s Need Hierarchy: A theory of motivation that postulates that individuals
strive to satisfy their needs according to a basic hierarchical structure, starting with
physiological needs, then moving to safety needs, socia needs, egoistic needs, and
finally self-actualization needs.

M otivation: Thedriving force within individuals that impels themto take action.
Organizational Consumer: Buys goods or services for organizational use.

Per ception: The process, by which an individual receives, selects, organizes, and
interpretsinformation to create ameaningful picture of the world.

Per sonal Consumer : Buys goods or services for his or her own use

Per sonality: A person's distinguishing psychological characteristicsthat lead to
relatively consistent and lasting responses Lo his or her own environment.

Post Purchase Behaviour: The stage of the buyer decision process in which
consumers take further action after purchase based their satisfaction or
dissatisfaction.

Problem Recognition: The first stage in the consumer's decision-making processin
which the consumer perceives aneed and becomes motivated to satisfy it.

Psychographics: It is thescience of using psychology, sociology, anthropol ogy, and
demographics to better understand buyers.

Reference Group: A person or group that serves as a point of comparison (or
reference) for an individual in the formation of either general or specific values,
attitudes, or behaviour.

Selective Perception: The perceptual process involving thefiltering or screening of
exposure, attention, cornprehension and retention.

Social Class. Relatively homogeneous divisionsof society into which peopleare
grouped based on similar lifestyles, values, norms, interests and behaviours.

Social Marketing: Applying marketing principlesfor promoting social causes.

Subculture: Smaller groups within aculture that possesses similar beliefs, values,
norms, and patterns of behaviour chet differentiate them from thelarger cultural
mainstream.

Superego: In Freudian theory, the part of the personality that reflectssociety's mora
and ethical codes of conduct.

Variety Seeking Buying Behaviour: Consumer buying behaviour in situations
characterized by low consumer involvement but significant perceived brand
differences.

49 ANSWERS TO CHECK YOUR PROGRESS

Check Your Progress-C
4. i) True  ii) False  iii) True iv) Fase

Buyer Behaviour
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410 TERMINAL-QUESTIONS

1. What do you mean by buyer behaviour? Why isunderstanding of buyer
behaviour importantfor marketers?

2. Describe Maslow’s hierarchy of need theory. Discuss itssignificance for
understanding the buyer behaviour.

3. Do yollagree thet peopledo not want to divulge their real motives in the
purchase of certain products and services? If yes, explain the
psychoanalytical theory of personality and give examplesfrom your own
experience in what types of products thistheory is applicable and why?

4. From theconcept social classas given in thetext do you think it isapplied in
certain buyingsituations. If yes, identify the productsin which this concept is
most relevant.

5. How do perceptionand |learning influence the buyer behaviour? Elaborate with
the help o suitable examples.

6. "Consumersarebeing influenced by a number of psychological factorsin the
purchase of productsand services". Discuss thesefactors briefly.

7. Analyse the persond factors which influence buyer behaviour. Give suitable
examples.

8.  Why aresocia factorsimportant for understanding buyer behaviour? Discuss
various social factorswhich influence the buyer behaviour.

9. Explain variouscultura factors whichinfluence buyer behaviour.
10. Discuss variousstagesinvolved in the buyingdecision process.
11.  Giveyour answer with suitable examples.

i)  Discusstheroleof family members in the purchase of consumer durable
products.

i)  Describe varioussources of informationand their role in the buying
decision process.

iii)  Taking help with theevaluation processdiscussed in thisunit describethe
evaluation of alternativesfor deciding the choices set for various brands
of cars.

iv) Based on your experience what actions have you taken both in case of
satisfaction and dissatisfactions from theuse of various products. Give
reasons.

12. Writenoteson:
i)  Types of buyingbehaviour situations
i)  Typesof consumers
iiiy  Freud's psychoanalytical theory of personality
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5.0 OBJECTIVES

After studying thisunit, you should bé ableto:

explain the meaning of market;
discuss different types of markets and explain their characteristics;
describe the meaning and significance of market segmentation;

®

[ ]

[ ]

e  describe requirements for effective market segmentation;

e explain various basesfor segmenting consumer and organizational markets; and
°

describe the concept of micromarketing and mass customization.

51 INTRODUCTION

From the study of the previous four units you must have understood variousaspects
of marketing management, You may be aware by now that basic purpose of a
company's marketing department is to perform "three S” for its consumers. Thefirst
S standsfor sensing the consumer, the second S stands for serving the consumer,
and the third S stands for satisfying the consumer. In doing so the marketer is
basically looking towards its market, which is the set of actual and potential buyers of
a product with want satisfying productsand services. To be successful in its
marketing efforts acompany should understand the characteristics of the market in
order to sense, serve and satisfy its consumers-market with its products. In this unit,
you will learn the meaning of amarket, types of markets and their characteristics.
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