MNM2602
Study Unit 4 – Consumer Behaviour 

CONSUMER DECISION MAKING
Individual factors that influence Consumer behaviour

1. Motivation
· To have a need is one thing but to do something about it is another – when a person wish to do something about a need it is called motivation
· There are two classifications of motives that are important to marketers
1. Maslow’s Hierarchy of needs
· Human needs are classified in a hierarchy of importance.  Once a basic need is satisfied a person moves on to a “higher” need
2. Economical and emotional classification of Motives
· Economic motives are rational in nature expressed in quantifiable terms
· Emotional motives involves emotions and correspond with Maslow’s social and esteem needs



















2. Perception
· The perception process – 4 steps





3. Learning Ability


4. Attitudes
· Components Of Attitudes


· Ways in which a marketer can influence consumer attitude



5. Personality
· Characteristics of personality
· Reflects individual differences
· Consistent and enduring
· The value of personality to marketers
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6. Lifestyle
· A persons set of values plays a very important role in consumption activities – many products are purchased because people believe these products will help them to attain a value related goal.   


Group factors that influence Consumer behaviour

1. Family
· There are five roles in the family decision making process

· Family Types


2. Culture
· Pattern of behaviour common to members of a society; such behaviour is learned and handed down from one generation to the next.
· Cultural norms/values/symbols are created by people and handed down from one generation to the next
· SA society is fragmented into different cultural groups, marketing managers must be aware of this and not use symbols in adverts that can be interpreted incorrectly/differently by different cultural groups

3. Social class
· Social classes are groups who enjoy more or less the same prestige/status in society
· Social class is a function of eg. Income/occupation/education
· Social class structure consists of
· Upper class
· Middle class
· Lowe class
· Social class strongly influence consumer lifestyle and is an indicator of the type of product a consumer will be interested in
· Social class – Marketing Implications:









4. Reference Groups
· One (opinion leader) or more person that a consumer use as a point of reference in forming responses and performing behaviours


Types of Decision Making

Phases in consumer decision making

Stages of Adoption of a New Product

Characteristics of Adopters


SEE STUDY GUIDE FOR BUSINESS DECISION MAKING!!
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Self Actualisation


Esteem


Social


Self Development eg hobbies travel education


Recognition/Status


Eg. Cars, jewellery, furniture


Sense of belonging


Clothing, drinks, cosmetics


Safety


Safety/health/security


Medical aid, alarm systems etc


Physiological


Basic needs – food/water/shelter/clothes








Exposure


Stimuli comes within range of  1 of the receptions nl. See, taste, hear, smell, touch


Attention


Stimulus sensation is processed in the brain – normally occurs when person is interested in stimulus 


Interpretation


The meaning assigned to the sensory stimuli


Recall


Remembering information . Selective recall refers to the fact that consumers tend to forget marketing message therefore marketers use point of purchase promotions as reminders
















1. Stimulus


2. Response


4. Repetition


3. Reinforcement


Must motivate consumer to seek object before learning can occur


Action/reaction/state of mind that result from stimulus


Increase the likelihood that a response will occur in the future as a result of the stimuli





Repeating past experiences. Learning is enhanced by performing the same action several times


















Cognitive component


Affective Component








Knowledge and perception


Feelings and emotions


Behavioural Component


Outcome of the cognitive and effective components – to buy or not to buy




















Increase/change the strength or believe rating of a brand on an important attribute


Change consumer perception of the importance of the value of a specific attribute


Adding a new attribute to the attitude formation process


Changing perceptions of belief ratings of a competing brand








Family


Social Class


Reference Group


Cultural Group


Consumer behaviour






















initiator


The first person to suggest a product


influencer


Influence final decision as their suggestions and wishes are reflected in family’s decision


Decision maker


Purchaser


The person who buys the product


Makes the final choice between alternatives


The User


The person who actually uses the product













Husband dominant Families


Wife dominant Families


Syncratic Families – joint decisions by husband and wife


Child dominant Families











Individual Factors


Motivation


Characteristics that determine response to environment


Lifestyle


The way in which you live


Perception


Learning


Attitude


Personality


Why consumers do what they do


Interpretation of information


Change of behaviour as a result of experience


A learned predisposition towards product/service










































Media Usage


What type of media you consume


Collection of information


Lower social classes collect less info and also have less access to info


Store Choice


Lower class people do shopping at discount stores


Leisure pursuits


High social class more leisure pursuits eg. Driving a certain car brand 

















Membership Groups – eg social club


Automatic Groups – gender/age etc


Associative Groups – person aspires to belong to such a group


Negative Groups – avoid association with certain groups











Real


Impulse


Habitual


DECISION MAKING


Extensive problem solving


Unplanned action


Brand loyal consumer











1. Need Recognition


Consumer becomes aware of a need


2. Search for information


Search for information about the product


3. Evaluation


Appraisal of attributes/benefits of alternatives 


4. Purchase Decision


Identify best alternative and decide to buy


5. Post Purchase Evaluation


Does purchased product fulfil expectioations
















































Awareness


Interest


Trail


Evaluation


Adoption/Rejection








Innovators


Venturesome, eager to try new ideas


Younger, well educated, extensive media usage 


Early Adopters


Successful, well educated


Willing to take risks but concerned with failure


Early Majority


Cautious and will only adopt after innovation is proven successful


Late Majority


Sceptical and older


Adopt in response to social pressure


Laggards


Traditional, suspicious of anything new


Limited social interaction,, oriented towards the past
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