CONSUMER AND BUSINESS BEHAVIOUR

LEARNING OUTCOMES
After studying this unit you should be able to:

· Illustrate the different types of purchase decision

· Illustrate the influence of the individual factors influencing consumer buying decisions

· Illustrate the group factors influencing consumer buying decisions

· Illustrate the steps in the decision making process
· Explain the factors influencing business buying behaviour

Types of purchase decision

When we recognise a need or identify a difference between our current state of affairs and our desired situation, for example, when you realise you are hungry or when your motor car starts to give trouble, we start to look for ways of correcting the situation. This process is referred to as the buying decision making process. It is important to note that the decision making process may be slow and gradual, as is often the case when durable articles or innovations are being bought. Sometimes the decision making process is so quick that it seems to outside observers that no thought was put into the decision at all. Consumer decision making varies with the type of purchase decision being made. The type of purchase decision is largely influenced by the degree of buyer involvement and the number of differences between the brands. Six types of decision making are identified: 
· Complex purchase behaviour: The consumer is highly involved in the purchase and there are significant differences between the brands. An example would be when a consumer is considering purchasing a new car. 

· Dissonance reducing behaviour: consumers are highly involved in the purchase, but perceive few differences between the brands. The purchase of a new carpet would involve dissonance reducing behaviour because consumers are highly involved but perceive few differences in the available brands.
· Habitual purchasing behaviour: buyers are not highly involved and do not perceive significant differences in the brands. The items are bought habitually. Consumers who purchase milk are not concerned whether it is Clover or Crystal Valley.
· Variety – seeking behaviour: products are purchased for the sake of variety or “trying something different”. There is usually a perceived difference between the brands. 

· Routine decision making: similar to habitual decision making, routine decision making is also characterised by low buyer involvement and few differences between the brands, however, routine decision making involves the continual re-purchase of the same brand. Families might, for example, continually re-purchase the same brand of toothpaste. 

· Impulse decision making: occurs at point of purchase allowing the buyer to progress quickly through the decision making process and to take action immediately. The last minute purchase of a magazine while standing in a queue to pay is an example of impulsive decision making.

Summary   
It is vitally important for marketers to have a through knowledge of their consumers and the consumer decision making process so that they can adapt their product offerings and the way in which they present their offerings to the market. This should be done in such a way that they appeal directly to individual consumers. We discussed the different types of purchase decision that consumers are faced with. 
Individual factors influencing consumer behaviour
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Let us consider the following scenario as an illustration of how individual factors influence consumer behaviour. If you like a certain product, like Coke Cola for example, you will probably buy it when you are thirsty (motivation). You will probably buy the Coke Cola in a store that you regard as not being too expensive (perception). Previous experience has taught you that Coke Cola is better than Tab, for example (learning). Therefore you will not buy Tab because you do not like it (attitude). You like being with your friends when you watch soccer (lifestyle and personality) and then you all drink Coke Cola. 

Individual factors are the factors that influence decision making yet are unique to the individual.

Motivation

A motive is the driving force within individuals that compels them to satisfy their needs. Consider the following situation: 

Simon, a fifteen year old boy wants to go to watch Bafana Bafana when they play Nigeria at the stadium near Johannesburg. However, he does not have enough money to pay for the ticket. He decides to do some odd jobs at home (cleaning the garden and washing the floors) to earn some extra cash. After school he helps the teacher with little tasks like coaching the younger boys in soccer (for which he earns some money). He also delivers the newspaper early every morning to all the neighbours. After three months he has saved enough money to buy a ticket for the Bafana Bafana/Nigeria soccer match we can say that Simon was motivated to earn extra money and his motivation was rewarded when he satisfied his need to watch the soccer match that he had been dreaming of for months. Motivation can therefore be defined as the encouragement of behaviour (earn extra money) directed at a particular goal (watching Bafana Bafana). 
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Maslow’s hierarchy of needs

Physiological motives:
· Hunger 

· Thirst

· Sex

· Safety

Emotional motives:
· Love 
· Friendship
· Status
· Prestige
· Esteem
· Self actualisation
Economic motives

· Efficiency

· Economy

· Reliability

· Durability

· Convenience

· Quality

Conscious need level: consumers know their motives and are willing to talk about them.

Preconscious need level: consumers are aware of their motives but will not reveal them to others.

Unconscious need level: consumers cannot explain the factors motivating their buying actions because they are unconscious or subconscious motives.

Perception
We are all exposed to countless stimuli (sensation or objects) every minute and every hour of the day. In order to cope with all these stimuli we usually “turn off” to protect ourselves from becoming confused. We are exposed to many products in the stores we visit and too many advertisements in magazines and on television. We normally pay attention only to those products and advertisements in which we are interested. Thus, if one were interested in buying a new television set one would be inclined to notice advertisements for television sets as well as stores selling television sets.
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Learning ability

We start learning about the world from the moment of birth. We learn what food to eat, what clothes to wear and ultimately what products to buy. We also learn (buy using them) that certain products are of a better quality than others and that some products satisfy our needs better than others. Every facet of our behaviour depends on what we learn and what we remember about objects and situations. The entire decision making process is dependant on previous learning situations. It is thus of the utmost importance for marketers to know how people learn, since they want consumers to learn about their products and services. The following learning principles are important when formulating marketing messages:

· Repetition is important to reinforce the message
· A unique message is best remembered

· A message which is easy to understand is easy to learn

· The law of primacy states that the aspects mentioned at beginning of the message is best remembered, but according to the law of recency the last mentioned aspect is best remembered.

· Demonstrations facilitate the learning process

· Promises of rewards (or threats of punishment) facilitate learning

· Serious fear – producing messages are avoided; consumers tend to distort such messages

Attitude

Every time you are asked whether you like or dislike a product or advertisement, you are being asked to express your opinion. If you say that you like Royco soup, it means that you have a positive attitude towards it. If you say you do not like smoking, you are in fact saying that you have a negative attitude towards it. The marketer therefore has to influence the attitudes of the consumer, by means of advertisements. Marketers have to attempt to influence attitudes by creating new attitudes, by changing neutral attitudes into positive attitudes and by re enforcing existing favourable attitudes. The longer a person has a particular attitude, the stronger and more fixed it becomes. All attitudes have the following in common:

· Attitudes are learned through previous experience with a product or indirect experiences such as reading about the product or interaction with social groups.

· Attitudes are related to an object- consumers can hold attitudes only about something and attitudes will vary from object to object
· Attitudes have direction and intensity- either favourable or unfavourable.

· Attitudes tend to be stable- once formal attitudes usually endure, and the longer they are held, the more resistant to change they become.

Personality

You might say that one of your friends is “fairly aggressive, very opinionated, competitive, out going and witty”. What you have described is your friend’s personality. We all have personalities – and our personalities are different. The marketer has to be aware of the dynamics of personality because people tend to buy products that reflect, enhance or even justify their personalities. In this way, a certain symbolic meaning is attached to a particular product, and this is referred to as the product image. A particular sports car may symbolise youth, and may therefore be very attractive to certain older men because they wish to appear youthful. Examples of personality traits include:
· Reserved  (critical, stiff)                  vs Outgoing (warm hearted, participating)

· Humble (stable, mild)                      vs  Assertive (aggressive, competitive)
· Self- assured (secure, complacent)    vs Apprehensive (insecure, troubled )

· Relaxed (tranquil, composed)            vs Tense (frustrated)

· Expedient (disregard rules)              vs Conscientious (persistent, moralistic)

· Dependent (follower)                   vs Self-sufficient (resourceful, independent)

· Undisciplined (lax, careless)vs Controlled(willpower, precise,comprehensive)

Lifestyle

Peter goes to work in the morning and when he gets home in the evenings he works again late into the night. Samuel also works during the day but in the evenings he watches television and visits his friends – he loves going to parties. Paul works very hard during the week but over weekends he plays soccer, works in the garden and never misses church on Sunday. 

These three people have different interests and social activities – they have what we call different lifestyles. People with different lifestyles have different needs. Since large consumer groups usually share the same lifestyle, marketers use lifestyle as a basis for market segmentation. They can then offer each particular market segment products in a way that will correspond with their lifestyle.
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Lifestyle dimensions
Summary

In this study unit we discussed the factors unique to the individual and how they influence consumer decision making. It is important for marketers to understand these factors and know how to take them into account when marketing their products. Very few products have no social implications for the buyer, so it is important to understand how our decisions are influenced by those around us.    
Group factors influencing consumer behaviour
Introduction 

John brown, an English speaking South African, has a wife and three children and they live in a rented house in a working class suburb of Johannesburg. He was educated at the Technikon and works for a telecommunications company. He earns a modest salary of R3000.00 per month and in his free time he plays tennis at the local tennis club of which he is a member. 

We can say that John belongs to various groups. He forms part of the English speaking cultural group; he is part of a family; he belongs to the lower middle class; and his reference group is the tennis club. John (and all other consumers) does not live in isolation. Cultural and social differences, as well as the family and reference groups, affect his behaviour. These groups also influence the types of product that he buys.

The groups that influence all consumers are cultural and social class groups, the family, reference groups and leaders. 

Culture

We are all born into a specific cultural group and every cultural group has certain rules. Culture provides standards and rules regarding when to eat, how to eat, where to eat and what is appropriate to eat for breakfast, lunch, dinner, at a picnic or wedding. The different cultural groups in South Africa, also known as sub cultures (Zulus, Tswanas, Afrikaners, Xhosas) all have different habits and customs as regards common and acceptable ways of behaving. Cultural groups also determine to a large extent what products should be bought by their members – hence the marketer’s needs to understand cultural differences in order to anticipate consumer acceptance of his or her products.

South Africa’s heterogeneous population makes it virtually important for marketers to be familiar with the different cultural values of each sub culture, especially when it comes to advertising. For some cultures, a model lying down is a sign of laziness; others again do not regard flowers as gifts since they are associated with funerals. Examples of how culture affects buying behaviour include the strong pride in the community (ubuntu) for black consumers, as well as the specific brand and retail choices learned by children from their parents and peers. This would include traditional foods (mealie-meal, braaing boerewors on a weekend) and the type of food eaten (Kosher and Halaal foods for Jewish and Muslim customers respectively). 


Social class
Almost every society has some form of social class structure. Social classes are society’s relatively permanent and ordered divisions whose members share similar values, interests and behaviours. Social class is not determined by a single factor such as income but is measured as a combination of occupation, income, education, wealth and other variables. In some social systems members of different classes are feared for certain roles and cannot change their social positions. Marketers are interested in social class because people within a given social class tend to exhibit similar buying behaviour. Social classes show distinct product and brand preferences in areas such as clothing, home furnishings, leisure activity and cars.

Family 

Someone who lives in the same house with his or her parents, brothers and sisters, grandmother and aunt is part of a family living together. The extended family was the norm in African life; however such families are diminishing and becoming more of an exception, particularly in the urban areas. Extended family relationships are now confined to events such as marriages and funerals. The youth in particular dislike the extended family living under one roof because of parental authority and perceived unfair treatment of daughters-in-law.   
REFERENCE GROUPS

NATURE OF REFERENCE GROUPS

People are often influenced by reference groups to which they do not belong. Marketers try to identify the reference groups of their target markets. Reference groups expose a person to new behaviours and lifestyles, influence the person’s attitudes and self concept and create pressures to conform that may affect the person’s product and brand choices. The importance of group influence varies across products and brands. It tends to be strongest when the product is visible to others whom the buyer respects. In all reference groups there are distinctive norms of behaviour and members are expected to conform to these norms in order to avoid sanctions being applied against them. Manufacturers of products and brands subjected to strong group influence must figure out how to reach role models- people within a reference group who, because of special skills, knowledge, personality or other characteristics are usually successful people whom others admire for what they have attained in life.
Formal and informal groups: formal reference groups have defined structure and membership. Members of a football team and people whom you work fall into this category. Informal reference groups have significant interaction but have no formal rules to adhere to. Family, friends and peers fall into this category.

Membership and non membership reference groups: an example of membership would be members of a church, while non membership reference would mean not being a member of a particular church but still modelling your behaviour on that of the members of the church.

Aspirational reference groups: these are reference groups that people aspire to belong to. Examples include aspiring to belong to the academics or professor at a university, or to belong to the parliamentary core and make decisions on the future of South Africa and earn a substantial salary.

Negative reference groups: these are groups that you avoid or reject. Examples include smokers, gangsters who commit crime and drug dealers.

Reference groups affect consumer behaviour in three ways:
Normative influence: norms of behaviour are laid down by the reference group and group members behave accordingly.

Value – expressive influence: behaviour portrays certain values, eg. Health consciousness, environmental consciousness or ethical behaviour.

Informational influence: consumers often accept the opinions of group members as credible, especially when it is difficult to assess product or brand characteristics by observation.

Bearden and Etzel indicate the following situations where strong reference group influence occurs:
· Publicly consumed luxuries: strong influence on decision to buy product and the choice of brand (cell phone)

· Privately consumed luxuries: strong influence on decision to buy product but not on brand. (water purifiers)

· Publicly consumed necessities: strong influence on brand choice. (wrist watch)

· Privately consumed necessities: no reference group influence (underwear, mattreses)
Opinion leaders

Opinion leadership is the process by which one person ( the opinion leader) informally influences the actions or attitudes of others. An opinion leader is not necessarily an important person, but is some one who the group looks up to, especially during the purchase of new, high risk products. Celebrities are often opinion leaders because of their public status. Opinion leaders are especially important in channelling information to members of the target market. Many marketers and retailers use opinion leaders to help guide the choice of other members of the target market. This is done by channelling their IMC efforts through opinion leaders so that it is reinforced by the opinion leader. This is especially useful if the product is new or it is a high risk product in terms of social or financial risk. 

Summary

In this study unit we discussed the influence of group factors on consumer behaviour. Make sure you understand why the marketer and the retailer should take these factors into account, and also how they should apply this knowledge to their particular business.
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