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Introduction

The course material of Consumer Behaviour igydesl to serve as a
guide for graduate course who are ueliEly a master degree in
Marketing and Business related subjects.

Course Objectives
The objectives of this material are:

«To highlight the importance and necgssitof global approach to
understanding consumer behaviour. To offar material that
emphasizes and illustrate the relationshigwéen individuals and
the communities and cultures in which they live.

* To provide a comprehensive understanding ofeorer adopting a
culturally relative orientation. To illuate how culture affects
internal, individual variables such as perceptemptions, memory,
and decision making as well as self-concefet, Istyle, values and
family structure.

* To highlight the connection between undeditasn consumers and
good marketing practice.

Structure of the Course Material

This study material on Consumer Behaviour consiSEourteen Course

Units divided into four parts. Module | pides the background for
strong and comprehensive understanding tbke consumer behaviour
principles examined throughout the resf anits covered. Unit 1
introduces our perspective on the natuemd scope of consumer
behaviour. The chapter also provides tleucial link between
understanding consumer behaviour and magketstrategy amongst
others. Unit 2 presents a comprehensive examinafieffective market
segmentation.

Module 2 discusses consumer as an individual. WA, present an in-
depth analysis and discussion of consumegeds motivation and
involvement exploring both the rationalnda emotional bases of
consumer actions. Unit 2 discusses the aanp of the full range of
personality theories on consumer behaviour. Tdi@pter considers the

related concepts of self and self-imadgénit 3 provides a
comprehensive examination of the impact ofcomer perception on
marketing strategy and importance of podd positioning and
repositioning. Unit 4 examines how conswnedearn and discuss
behavioral and cognitive learning theoriddnit 5 offers an in-depth
examination of consumer attitudes formation ad asthe attitudinal

change.
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Module 3 centered on the social and cultural diensions of consumer
behaviour. It begins with a discussioof consumer social gro
reference group, family and household e rolorientations. Unit 1
examines the importance of family and househofalirthase decision.

Unit 2 provides a insight into the role of social/refemece
ghepnginthe consumer behaviour. Unit 3 examirsocial class while
Unit 4 investigatesthe impact of societal an cultural values, beliefs,
and customs on consumer behaviour.

Module 4 explores various aspects of consumer ddois making. Unit

1 offers a comprehensive discussion product adopti and diffusion of
innovations from consumer perspectives. Urit provides a
comprehensive analysis of the consumer informatiogessing. Unit 3

describes how consumers make products/serviceaesisind expands

on the increasingly important practice oflatienship marketing. This
section concludes with a comprehensive Inoale consumer decision
making. Unit 4 introduces the concept adrganizational buying
behaviour as it relates to consumer abelir. It provides Vvivic
explanation of organization buying features anatess.
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UNIT1 INTRODUCTION TO CONSUMER
BEHAVIOUR

CONTENTS
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3.1 Consumer Behaviour Defined
3.2 Customers and Consumers:

3.3 Consumer Behaviour as an Academic Field ofy5tud
3.4 Types of Consumers
3.5 Why Study Consumer Behaviour
3.6 Applications of Consumer Behaviour Knowledge
3.7 Perspective of Consumer Behaviour
3.8 Marketing Strategy and Consumer Behaviour

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/ Further Readings

1.0 INTRODUCTION

Businesses stay in business by attracting andnegacustomers. They

do this by engaging in exchanges of resounmgding information,
money, goods, services, status, and en®ti with consumers,
exchanges that both businesses and customersyestadie beneficial.

When companies ask, who are our customers? Howeda®ach them?

What should we sell to them? What will motivatkem to buy? What
makes them satisfied? They are askingestipns that require
sophisticated understanding of consumer behavidus. unit provides a

brief insight into the meaning and perspective ohslimer behaviour as

well as understanding why it is important to stedypsumers.

2.0 OBJECTIVES
After studying this unit, you should be able to:
» Define the terms “consumer behavior”.

» Describe the importance of ‘consumer behavior’.
 The different perspective of consumer behavior.
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3.0 MAIN CONTENT

3.1 Consumer Behaviour Defined

The term consumer behavior is defined as the \i@hidnat consumer

display in searching for purchasing, using, evatgaand disposing of

product and services that they expect will satilsgir needs. Consumer

behavior focuses on how imdiuals make decisions to sy
thaifable resources (time, money, effort) on corion related items.

This includes what they buy, why they buy it, whieay buy it, where

they buy it, how often they buy it, howften they use it, ho
th@juate it after the purchase and thepact of such evaluat
tuture, and how they dispose of it.

In another words, consumer behavior can be defasehe behaviour of
individuals in regards to acquiring, usingand disposing of products,
services, ideas or experiences. Consunfehavior also includes -
acquisition and use of information. Thusgsommunication with
consumers and receiving feedback for them is aalrpart of consumer

behavior which is of great interest to marketers.

3.2 Customers and Consumers

The term “customer” it typically used to refer tmmseone who regularly
purchases from a particular store or company. Tapgrson who shops

at Wuse Shopping Mail or who uses Texacsoljze isviewed as a
customer of these firms. The term “Consumer” maneagally refers to

anyone engaging in any othe activities wused in our defini
obnsumer behavior. Therefore, a customisr defined in terms
apecific firm while a consumer is not.

The traditional viewpoint has been to define comsts strictly in terms

of economic goods and services. This positionsthidt consumers are
potential purchasers of products and serviceseaufféar sale.

3.3 Consumer Behaviour as an Academic Field of Styd

The academic field of consumer behavior is tstedy of individuals,
groups, or organization and the procelsy use to select,
disghose of products, service, experience, or itkeaatisfy needs and the
impact that these processes have on the consuchspaiety.

Several discipline collectively referred to as tiehavioral science have

studies human Dbehavior for sometime, ande can draw up
tloitribution  for understating consumer bebtiavi This borrowing has
been quite extensive and includes theories usegplaining behaviors

as well as methods useful in investigating it.datf this borrowing is so
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extensive that consumer behavior is often saictmbltidisciplinary in
nature.

The behavioral sciences disciplines that haweost contributed to our
understanding of consumer are:

» Psychology: study of the behavior andchental processes of
individual

» Sociology: study of the collective behavior obpke in groups.

» Social psychology: study of how indivads influence and are
influenced by groups.

e Economics: study of people’s productiorexchange, and
consumption of goods and services.

» Anthropology: study of people in relation to theulture.

3.4 Types of Consumers

The term consumer behavior describes two diffekerats of consuming
entities: the personal consumer and the organizatmnsumer.

The personal consumer buys goods and servicessfor her own use,

for the use of the household, or as a gift foremd. In each of these

contexts, the products are bought for final usg individuals, who are

referred to as end wusers or ultimawnsumers. The organizational
consumer —includes profit and not-for-profibusinesses, government
agencies (local, state, and Federal), anditutisns (such as schools,
hospital, and prisons), all of which must buy pretd, equipment, and

service in order to run their organizations.

3.5 Why Study Consumer Behaviour

The understanding of the reason why wéudys consumer behaviour
cannot be over emphasis. Some of thdsewever, include; Firstly,
Consumer behaviour is significant in oubaily lives. The most
important reason for studying consumer behavieamfa general sense

is the role it plays in our lives. Much of our tinsespent directly in the

market place and shopping amongst othe8econdly, consumer
behaviour is indispensable in decision impk Consumers are often
study because certain decisions are fgignily affected by their
behaviour or expected actions.



MKT824 CONSUMEFR
BEHAVIOUR

3.6 Applications of Consumer Behaviour Knowledge

From the marketing point of view, understandingstomer behaviour is

crucial to successful delivery of firms' efings in the market pla
Some of the marketing application aread consumer behaviour
knowledge include; Market-Opportunity Analysishis involves
examining trends and conditions in thenarketplace to identify
consumers’ needs and wants that are not beilyg fshtisfied. Target-
Market Selection, this hasto do with idemidydistinct groupings of
consumers who have unique wanand needs and the sele
ségment that matches the firm’s strength and bE&er opportunities.
Marketing- Mix Determination, this involvesdeveloping and
implementing a strategy for delivering aeffective combination
want-satisfying features to consumers withitarget market. The
marketing mix is made up of four caments; product, price
promotion and place. Marketing strategy, ersthnding of consumer
behaviour is needed in strategic marketingiviies. This is because
marketing strategies and tactics are based oncebquiiimplicit beliefs

about consumer behaviour. Effective Regwatopolicy in terms of
marketing practices requires an extensikmowledge of consumer
behaviour.

Social marketing also require an in depth untlerding of consumers
and their behaviours or attitudes. Social markesrtge application of
marketing strategies and tactics to alter eats behaviours that have
positive effect on the target individuals and aristy as a whole. Social
marketing has been used in attempts to reduce isg)d& increase the
percentage of children receiving their vaccinationa timely manner,

to encourage environmentally sound behaviousreduce behaviours
potentially leading to AIDS, to enhance supportiudrities, to reduce
drug use, and many other important courses.

3.7 Perspective of Consumer Behaviour

The study of Consumer behaviourcan be agmgbr in three different
perspectives namely; Consumer Influence sp&ative, Wholistic
Perspective and Intercultural Perspectiverom Consumer Influence
Perspective, Consumer behaviour is said to begadfcular interest to

those who, for varis reasons, desire to influence or gl
tredtaviour, including those whose primargoncern is marketing,
consumer education and protection and public policy

Wholistic Perspective, Consumer behaviouccoading to this
perspective goes beyond consumption. Researchrer this area argue
that purchase decision is only a small componetitarconstellation of

events involved in the consumption experiermad that it is time for
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consumer experts to take consumption #ee central emphasis and
examine all facets of the value potentiallyyided when some living

organism acquires, uses, or disposes of any praldaicinight achieve a

goal, fulfill a need, or satisfy a want.

Intercultural Perspective stressed the importanceamsumer behaviour

across different culture. According to this perspec on all continents,

there is striving toward economic develept and greater self-
sufficiency. Even in socialistic countries, consumeods are becoming

increasingly important. This perspective Idso that as a consumer-
oriented society emerges, an early manifestaii@n imiddle class with

disposal income and that unless political restniiare imposed arising

standard of living will becomes a dominant concern.

3.8 Marketing Strategy and Consumer Behaviour

To survive in a competitive environment, a marketesst provide target

customers more value than is provided by dompetitors. Customer
Value is the difference between all thendits derived from a total
product and all the cost of acquiring those hiendProviding superior

customer value requires the organization to dtebgib of anticipating

and reacting to customer needs than thempetitors does. An
understanding of customer behaviour is the basistfategic marketing
formulation. Consumers’ reactions to this markestrgtegy determine

the organization’s success or failure. weeer, these reactions also
determine the success of the consumers in medéi@igreeds, and they

have significant impacts on the larger society malv they occur.

Marketing strategy is conceptually veryimge. It begins with an
analysis of the target market which dmgs company, conditions,
competitors, and consumers. Next, Market segmentakhis involves

identifying product-related need sets, groupingstomers with similar

need sets, describing each group and selectingtinactive segment to

serve.

Third stage is marketing strategy and imvolves manipulation of
marketing mix. The marketing mix includeshe product, price,
communications, distribution, and servicegrovided to the target
market. The final stage Outcomes involvesalyais of firm’s product

position and customer satisfaction resulting fromplementation of the

strategy.

SELF ASSESSMENT EXERCISES

I. Define Consumer Behaviour and identify the @asi perspectives
for understanding Behaviour of Consumer.
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ii. What are the major marketing applications olanerstanding of
consumer behaviour?

4.0 CONCLUSION

From the above analysis, understanding of consbeteaviour in terms

of their needs and wants as well rtheperception, attitude al
personality including motivation and their rat& involvement is vital

not only to the marketers whose primary objectsvtdimake profit but

also to the government and its regwat@gencies and society
whole. The study of consumer behavio@mains a corner st
sccessful marketing strategy.

5.0 SUMMARY

This unit serves as an introduction to field of @samer behaviour. The

discussion centers on defining consumeehabiour and describing
different perspectives of consumer behavidbat include consumers
influence perspective, Wholistic perspectivand Intercultural
perspectives. The unit provides a distlec explanation between
Customers and Consumers as well as the stageslvasv in consumer
marketing  strategy. Two types of consumers, that is per:
arghnization were identified. The high point of tiret was the analysis

of the areas of application of knowledgef consumer behavi
marketing. These areas are Market-Opportunity Asigy arget-Market
Selection, Marketing-Mix Determination, Marketingagegy, Effective
Regulatory policy and Social marketing.

6.0 TUTOR MARKED ASSIGNMENT

Differentiate between Customers and Consumersguidie the types
of consumers you know.

Answer to Self Assessment Exercise 1

Consumer behavior can be defined as thbehavior th
dapayniersearching for purchasing, using, evahgeand disposing of
product and services that they expect will satilsgir needs.

There are three  perspectives of  studyingonsumer  behavio
inobyde; Consumer Influence Perspective: WUndehis perspective,
Consumer behaviour is said to be of particularésteto those who, for

various reasons, desire to influence or changebtitaviour, including

those whose primary concern is marketingpnsumer education
protection and public policy.
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Wholistic Perspective: Consumer behaviourccoading to this
perspective goes beyond consumption. Researcirer this area argue

that purchase decision is only a small componetitarconstellation of

events involved in the consumption experiermed that it is time for
consumer experts to take consumption #me central emphasis and
examine all facets of the value potentiallyyded when some living

organism acquires, uses, or disposes of any prdidaticiight achieve a

goal, fulfill a need, or satisfy a want.

Intercultural Perspective: This perspective ressed the importance of
consumer behaviour across different culturéccording to this
perspective, on all continents, there ®&riving toward economic
development and greater self-sufficiency. Evensacialistic countries,

consumer goods are becoming increasingly imporfdms perspective

holds that as a consumer-oriented societynerges, an early
manifestation is a middle class with dsgo income and that unless
political restrictions are imposed arising standafrtiving will becomes

a dominant concern.

Answer to Self-Assessment Exercise 2

The marketing application areas of cormumbehaviour knowledge
include;

Market-Opportunity ~ Analysis: This involves examining trends and
conditions in the marketplace to identify camsus’ needs and wants
that are not being fully satisfied.

Target-Market  Selection: This has to with identifying distinct
groupings of consumers who have uniguweants and needs and the
selection of segment that matches the firrstsength and offer better
opportunities.

Marketing- Mix Determination: It involves developing and
implementing a strategy for delivering aeffective combination of
want-satisfying features to consumers withitarget market. The
marketing mix is made up of four caments; product, price,
promotion and place.

Marketing strategy: Marketing strategy activties requires
understanding of consumer behaviour. This because marketing
strategies and tactics are based on licégxpor implicit beliefs about
consumer behaviour.
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Effective Regulatory policy: An enduring regulatory policy in terms of
marketing practices requires an extensikmowledge of consumer
behaviour.

Social marketing: This requires an in dath understanding of
consumers and their behaviours or attitudeSocial marketing is tl
application of marketing strategies andctits to alter or creat
behaviours that have positive effect othe target individuals &
society as a whole.
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1.0 INTRODUCTION

One of the most profound realizations to strike arayketer is that there

iIsa great diversity among consumers. A classpection ofthe total
market, therefore, shows that smaller groups dif’/iduals have more

homogeneity than the group as a whale certain characteristics,
especially in consumer behaviour. This unitadtrces the concept of
identifying and selectively marketing to sudiomogeneous groups of
consumers.

2.0 OBJECTIVES
After studying this unit, you should be able to:

« State the concept of market segmentation

« State the criteria for segmenting markets

* Describe the process of conducting market segatientas well as
the bases

3.0 MAIN CONTENT

3.1 Market Segmentation Defined

Market segmentation can be defined as the prodebgiding a market

into distinct subsets of consumers with common seedharacteristics

and selecting one or more segments to target waithdistinct marketing

mix. Before the widespread acceptance nmdrket segmentation, the
prevailing way of doing businesses with consumexs through mass

marketing —that is, offering the same product aratketing mix to all

consumers.
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The strategy of segmentation allows peedsi to avoid head-or
competition in the marketplace by differatihg their offerings, no
only on the basis of price but alsthrough styling, packagir
promotional appeal, method of distributionand superior service.
Marketers have found that the costs of consumeneetation research,

shorter production runs, and differentiated psbamal campaigns are
usually more than offset by increased salesmost cases, consumers
readily accept the paswough cost increase for products
nhosely satisfy their specific needs.

Market segmentation is one of the stepg;n a  fourphas
pteatagiing After segmenting the market intombgeneous clusters, the
marketer then must select one or mosegments to target.
accomplish this, the marketer must decide on aifspatarketing mix —

that is a specific product, price, channel, andfomotional appeal for

each distinct segment.

3.2 Market Criteria for Effective Segmentation

A decision to use a market segmentatistrategy should r
oaonsideration of four important criteria thaaffect its profitability. In
order for segmentation to be viable, the markettroa (1) identifiable

and measurable, (2) accessible, (3) substantigl(grresponsive

Identifiable and Measurable: Segments must beidentifiable so that
the marketer can determine which consumers gdfoa segment and
which do not. However, there may be ablenm with the segment
measurability (that is, the amount of infotima available on specific
buyer characteristics) because numerous blasia(e.g. psychological
factors) are difficult, if not impossible, to meas atthe present time.

For example, ifthe marketer discovered tlansumers who perspire
profusely favored a particular brand, very littteuld be done with this
information since such a gpu would be (difficult to meas
mlaohtify for segmentation purposes.

Accessible: This criterion refers to he ease of effective
andnomically reaching chosen segments with etengx efforts. Some

desired segments may be inaccessible becawf legal reaso
forample, liguor manufacturers are unable tarket directly to young

teenagers. In fact, there is a vigorowebate dealing with th
constitutionality of segmenting and targetingertain groups in  som
countries like United States.

It is more likely, however, that segments mayraccessible because
the marketer is unable to reach them aeasonable cost
pxistintjonal media and retail outlets.
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Substantial: This criterion refers to the degree of which a chosen
segment is large enough to support italdy a separate marketing
program. As was noted previously, a strategy oketasegmentation is

costly. Thus, one must carefully considerot only the number of
customers available in a segment but also the anoddineir purchasing

power.

Responsive: There s little to justify the develoment of a separate and

unique marketing program for a targetgmsent wunless it responds
uniquely to these efforts. Therefore, the [@ob is to identify market
segments that will respond favorably to markgtiprograms designed

specially for them.

If the four criteria above are fulfilled, segmematwill be an attractive
marketing strategy.

3.3 Process/Stages of Market Segmentation

The eight steps involved in the marlagreentation process are as
follows:

Define the problem or determine the use to rbade ofthe research:
Market segmentation can be used to answer a wateye of questions

about the response of market segments to the firmmai&eting strategies

(such as price or product changes, ngwoduct offerings, and
advertising themes), and can aid in theelection of target market
segments for the firm’s offerings.

Select basis of segmentation: Segmentationstudies are usually
conducted by market practitioners using one ofgeweral alternatives

for choosing a segmentation basis: prior and etugj methods. In the

prior segmentation approach, management ideec in advance what
basis to use for segmentation. If, for exampleceamis with the likely

impact of a price increase, consumerameo Or  price-sensitivity
measures may be chosen asthe segmentatisn BA%h this type of
market approach, therefore, the marketer mushid®gselection some

basis for it.

The clustering method presents an alternativat addresses potential
limitation of the prior method. In this approachther than selecting a

basis for segmentation in advance, the reseafcht attemptsto see

how a sample group of consumers may form their gr@npings based

on a variety of descriptor variables, suchs needs, attitudes, benefits
sought, and lifestyle characteristics. This procedypically starts with

measuring consumers on a wide variety of deegp Then, usually

with computer-based grouping methods, the reseaatteampts to find
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how consumers may cluster together on tbasis of these measur
Such an approach is said to allow soomers to @ for
tmatpmll)s, instead of forming only thosere-established by the
researcher when the prior method is used. If satlral groupings are

identified, the next step will be to determinehatdescriptor or set of
descriptors may be associated with, or éxplahese groupings. This
information will then be wude to form the basis or bases
segmentation.

Generally, segmentation bases used by marketettsecacategorized as

faling into one of two major groupingsgeneral consumer
characteristics and situation-specific consunobiaracteristics. General
consumer characteristics include demographgeographic,
socioeconomic and lifestyle characteristics. Situaspecific consumer
characteristics include product usage, lmse patterns, and bene
sought in a product. Each of these groupings offdvantages as well

as disadvantages, depending on the situation facédte marketer. The

relevant considerations for making a «aa in the segmentati
process are management’s specific needs thed state of knowledg:
about each variable’s relevance as market-segn@antasis.

Choose a set of descriptors that defines, charasy or relates to the
segmentation basis: These descriptors of segmeantsclude virtually

any variable (such as sex, and social classiluBtrate, the degree to

which a person may respond to priceealdl may be linked
gdaohographic  descriptors as age, incomend alocation. In fa
grormous number of possible variables from whickelect makes the

decision process complex for the marketer.

Select a sample of consumers that igpresentative of |
eogelation  of  interest: Here, the ideas i to research a
ghgtiBNts on a low-cost basis. Instead of gathdatgfrom the entire
population, a less costly sample of cormwmis selected. It
tletarmined if segments are identifiable within gasnple. If this is the

case, the next step is to project sample resuttsetoelevant population

in order to segment the entire market.

Collect data on segment  descriptors fromthe sample
Wdheomabtaining these data, the marketeay mrely on prima
dallaction efforts or on available secondary sosirce

Form segments based on chosen consurdescriptors: Here the
marketer must define and use a dividingne lito determine to whicl
segment each sample consumer will be assighend example, if the
marketer were segmenting consumer into heavyfuse lgght-use soft-
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drink users, the decision might be to classify lyassers as those who
purchase more than four lighters of soft drinkswpeek.

Establish profiles of segments: Once respondents V&been classified
into segments, profiles of these segments cantbbliskied on the basis
of their key discriminating characteristics.

Translate the results into marketing strategy stikithe most difficult

aspect of any segmentation project. During thigestahe marketer uses

findings about the segments estimated sizes ariiterto select target

market groups and design appropriate marketixgsrior the chosen
segments. Thus, the key to a successful segmeangdtidy is the ability

to interpret results and use them as guidelineth®design, execution,

and evaluation of an appropriate marketingategy. The selection of
target segments is a complex “art in which the rketar consider such

factors as the segments expected responses totmgnkariables, their

reach-ability, the nature of competitive iatt within each segment,
and the company’s resources and abilty implement a segmented
strategy. Information from the segmentofig should help generate
diverse ideas and creative strategies for appetdingosen segments.

SELF ASSESSED EXERCISE 1

Define market segmentation and explain the condtior adopting
marketing segmentation strategy.

3.4 Bases for Segmentation

The first step in developing a segmentation styate¢p select the most

appropriate base(s) on which to segment the marketfollowings are

major categories of consumers’ charactesstithat provide the most
popular bases for market segmentation. They inaedgraphic factors,
demographic factors, psychological factorpsychographic (lifestyle)
characteristics, socio-cultural variables, usateel characteristics, use-

situation factors, and benefit sought.

Geographic Segmentation

In geographic segmentation, the market igiddd by location. The
theory behind this strategy is that people who ilivthe same area share
some similar needs and wants and that these neddsaats differ from

those of people living in other areas. For exareetain food product
and/or varieties sell in one region than in others.

Geographic segmentation is useful stratefpr many marketers. It is
relatively easy to find geographically sed differences for many
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products. In addition, geographic segmentsn be easily reache
through the local media, Iincluding newsmpa, TV and adio

arafjazines.

Demographic Segmentation

Demographic refers to the vital and soeable statistics of a
population. Demographic characteristics, su@s age, sex, marital
status, income, occupation, and education, @@st often used as the
basis for market segmentation. Demographylpsheto locate a targ
market, whereas psychological and socio-culturatatteristics help to

describe how its members think and howthey fee
Déonogtaphic is often the most accessibland coseffective  wa
tdentify a target market. Indeed, most secondatg, dlacluding census

data, are expressed in demographic terms. Deiploigeaare easier to
measure than other segmentation variables: theyaadably included

in psychographic and socio-cultural studies bectheeadd meaning to

the findings. Demographic variables reveal omgdrends that signal
business opportunities, such as shifts age, gender, and incc
distribution.

Psychological Segmentation

Consumer segmentation strategies are oftemsed on specific
psychological variables. Psychological charadiessefer to the inner

or intrinsic qualities of the individualconsumer. For instance,
consumers may be segmented in terms of their miminsg personality,
perceptions, learning, and attitudes.

Psychographic Segmentation

Marketing practitioners have heartily embraced psgecaphic research,

which is closely aligned with psycholagic research, especially
personality and attitude measurement. This fooin applied consumer
research commonly referred to as lifestyle aialgas proven to be a
valuable marketing tool that helps idgnti promising consumer
segments that are likely to be respansito specific marketing
messages. The psychographic profile of @&nsumer segment
twught of asa composite of consumers’ measackvdties, interests,

and opinions.

Socio-cultural Segmentation
Socio-cultural variables that is group andnthropological variables

provide further bases for market segmentation eikample, consumer
markets have been successfully subdivided into satgon the basis of
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stage in the family life cycle, social as$, core -cultural, sub-cultural
memberships, and cross-cultural affiliation.
Use-Related Segmentation

An extremely popular and effective form o&gmentation categorizes
consumer interm of product, services, or @ramsage characteristics,
such as level of usage, level of awareness an@édedirand loyalty.

Marketers of a host of other products have alsodahat a relatively

small group of heavy users accounts far disproportionately large
percentage of product usage: targeting these hesarg has become the

basis of their marketing strategies. Other marketdte note of the gaps

in market coverage for light and mediumeras and profitably target
those segments.

Usage-Situation Segmentation

Marketers recognize that the occasion or situaiften determines what

consumers will purchase or consume, for this r@acthey sometimes

focus on the usage-situation as a segmentatioablari

Many products are promoted for special usage simes. The greeting

card industry, for example, stress special carda f@riety of occasions

that seem to be increasing almost dailguch, as charismas, sallah,
naming graduation, etc

Benefit Segmentation

Marketing and advertising executive attempt itentify the one most
important  benefit or their product orensce that will be most
meaningful to consumers. Examples of benefit ttecammonly used

include financial security, data protection, goealth, fresh breath, and

peace of mind.

SELF ASSESSMENT EXERCISE 2
Before you proceed further, do kindly attempt #aercise:

Identify the various steps involves in conductingrket segmentation

4.0 CONCLUSION

Market segmentation remains one of thmust appropriate tool for
effective strategic marketing. It gives maekstsense of purpose and
guide them in the right direction that are likabyield profitable returns

through offerings continuous offering of super quality product and
services to consumer in the targeted market mareite competitors.
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5.0 SUMMARY

Market segmentation and diversity are compleargntconcepts. With

out a diverse marketplace; composed of malfjerent peoples with
different backgrounds, interests, needs and wHress really would be

little reason to segment markets. Segmentatiorfised as the process

of dividing a potential market into distinct sutssef consumers with a
common need or characteristics and selecting on@oe segments to

target with a specially designed marketing mix.

The major classes of consumer charatitsris serves as the n
common bases for market segmentation. s@heinclude geographic
segmentation, demographic segmentation, psycitalogsegmentation,
psychographic segmentation, socio-culturalgnsntation, use-related
segmentation, usage-situation segmentation, anefibeagmentation

6.0 TUTOR MARKED ASSIGNMENT:

Differentiate between geographical and demogramiaidet
segmentation strategy.

Answer to Self Assessment Exercise 1

Market segmentation can simply be defined as thegss of dividing a

market into different smaller units of consumerthveiommon needs or
characteristics and selecting one or mosegments to target v
distinct marketing mix.

A decision to use a market segmentatistrategy should r
oansideration of four important criteria that affés profitability. These

conditions include the fact that target marketsiegmentation must be;
identifiable and measurable; accessible;bstuntial, and above all
responsive.

Answer to Self Assessment Exercise 2

Basically there are eight step to catidg effective marketing
segmentation. They are as follows: Definition @& tharketing problem;

Select the basis of segmentation; Choose set of descript
tleftnes, characterizes, or relates to tleegmentation basis; Se
aample of consumers that is representative eof Brger population of
interest; Collect data on segment deswgp from the sample
consumer; Form segments based on chosensumer descriptors;
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Establish profiles of segments; Translatke results into marketing
strategy.
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1.0 INTRODUCTION

Motivation is the driving force among individuadresumers that impel

them to action. This driving force isproduced by a stat
oficomfortable tension, which exists as the redudhaunsatisfied need.

This unit discusses basic needs thaterab@ in most consumers to
motivate behaviour. It explores the influenceatt such needs have on
consumption behaviour. It also explainshyw and how these basic
consumers needs, or motivates are expressed iarsp\ways.

2.0 OBJECTIVES
After studying this unit, you should be able to:

* Describe the nature of motives and their rolmfluencing
consumer behaviour

» State the basic categories of motives

 Motivation theories

 Nature of consumer involvement and its marketlicagions
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3.0 MAIN CONTENT

3.1 Concept of Motivation and Motives

Motivation may be defined as psychological césr that determine the
direction of person’s behaviour, a person’s levedftort, and a person’s

level of persistence in the face ofbstacles. In another wor
motivation is the process that accoufdir an individual intensi
direction, and persistence of effort towards aitgjra goal. Motivation

is the reason for behavior. A motive is a d¢ang representi
gnobservable inner force that stimulatesnd compels a behavio
response and provides specific direction to thesponse. A motive is

why an individual does something.

3.2 Theory of Motivation

There are numerous theories of motivatiamd many of them offer
useful insights for the marketing managefhis section describe
Maslow’'s motive hierarchy approach to enmstanding consumer
motivation.

Abraham Maslow organized five major types bfiman needsinto a
hierarchy. The need hierarchy illustrates maslaaetsception of people

satisfying their needs in a specified order, frasttdim to top. The need,

in ascending order are; physiological dsee (Food, Water, S
Shetlter), Safety needs (Protection againbireat and deprivation),
Belongingness needs (Friendship, Affectiodffiliation and Love),
Esteem needs (Independence, Achievement, miioog Self respect,
Accomplishment and Freedom), Self-Actualizationgleng one’s full

potential or Self Fulfillment).

Maslow’s hierarchy of needs approach is based ongemises

Al human acquire a similar set ofmotives through genetic
endowment and social interaction.

* Some motive are more basic or critical than ather

» The more basic motives must be satisfied to anmum level before
other motives are activated

* As the basic motive become satisfied, more ack@motives come
into play.
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Marketing Strategy and Maslow’s Motive Hierarchy

I. PHYSIOLOGICAL: Food, water, sleeps, and, to atest, sex,
are physiological motives.
Product Health foods, medicines, sports drinks, low-cholesterol
foods, and exercise equipment.

ii. SAFETY: Seeking physical safety andecurity, stability,
familiar surroundings, and so forth are meastdtions of safety
needs.

Product: Smoke detectors, preventive medicines, insurance,
retirement investments, seat belts, burglar alaamd,sunscreen.

iii. BELONGINGNESS: Belongingness motives areeflected in a
desire for love, friendship, affiliation, and groapceptance
Products. Personal grooming, foods, entertainment, clothing, and
many others.

iv. ESTEEM: Desires for, superiority, self-respeatd prestige are
examples of esteem needs. The needs relatehdo individual's
feelings of usefulness and accomplishment.

Products Clothing, furniture, liquors, hobbies, stores, and cars
amongst others.

V. SELF-ACTUALIZATION: This involves the de&e for self-
fulfillment, to become all that one is capable e€bming.
Products. Education, hobbies, sports, some vacations, museums.

3.3 Classifications of Motives

McGuire has developed a motive clasdifica system that is more
specific in understanding consumer behaviour. Mo&simotives that

are of most wuse to marketing are byriefdescribed in the following
sections.

Need for Consistency: A basic desire isto havall facets or parts of
one consistent with each other. These facets irdittitudes, behaviors,
opinions, self-images, views of others, and sdfdvtarketers use this

in several ways. First, it makes clear the need@ foonsistent marketing

mix. The second area of marketing interesth eonsistency is called
cognitive dissonance. This refers to a tendendyonsumers to worry

about the wisdom of major purchases after they baea made. Often

making a major purchase is not consistent witm#e to save money

or to make other purchase.
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Need to Attribute Causation: This set of motives das with our need

to determine who or what causes the things thappen to us. Do we
attribute the cause of a favorable or unfavorabteame to ourselves or

to some outside force? Attributing cause is patheffoundation for the

use of rhetorical theory to understantbnsumers’ responses to
persuasive messages.

Need to Categorize: we have a need tocategorize an
oigginiadon and experiences in  some meaningfel nyanageable way.

So we establish categories or mental partitioasd@how us to process

large quantities of information.

Need for Cues: These motives reflect need®r observable cue
eymbols that enable us toinferwhat we fesld know. Impressions,

feelings, and attitudes are subtly eshbtl by viewing our o
behavior and that of others and drawing inferelaset® what we feel

and think. In many instances, clothing plays an pomant rol
presenting the subtle meaning of a desired imadeansumer lifestyle.

Need for Independence: The need for independencadindividuality

isa characteristic of some culture. It is liketgat all individuals in all
cultures have this need at some level. Agaps are taught that it
proper and even essential to express and fulidlrtked. In contrast, in

countries such as Japan, fulfilment of thischisediscouraged, while
fulfillment of the need for affiliation is sociallggcceptable. Owning or

using products and services that are quei is one w
espeesadreir independence.

Need for Self-Expression: This motive deals withhe need to express
one’s identity to others. We feel the neetb let others know
aations (which include the purchase and displaygooids) who we are

and what we are. The purchase of many productsas clothing and
automobiles allows consumers to express their ityentothers, since

these products have symbolic or expressive meanings

Need for Ego-Defense: The need to defend oudentities or egosis
another  important motive. When our idgnti is threatened,
aretivated to protect our self-concept and utilieéedsive behaviors and
attitudes. Many products can provide dgtense. A consumer w
feels insecure may rely on wellewn brands for  socie
pisiblects to avoid any chance of making a socialtpirect purchase.

Need for Reinforcement: We are often motivated toc in certain ways
because we are rewarded for doing so. Producigrbekto be used in
public situations (clothing, furniture, and artwpeke frequently sold on
the basis of the amount and type of reinforcemuattwill be received.
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Need for Affiliation: Affiliation is the need to develop mutually helpful

and satisfying relationship with others. Madeke frequently use such
affiliation-based themes as “Your kids llwilove you for it” in
advertisements.

Need for Modeling: The need for modeling reflecta tendency to base
behavior on that of others. Modeling is a major nsday which children

learn to become consumers. The tendency to mog&ieg some of the
conformity that occurs within reference graudsrketers utilize this
motive by showing desirable types of individualsxggheir brands.

Need for Novelty: We often seek variety and diffenece simply out of a

need for novelty. Marketers refer to e ttoutcome of this motive as
variety-seeking behavior. This may be p@rime reason for brand
switching and some so-called impulse purchasing.riéed for novelty

is curvilinear and changes over time. That isdivilduals experiencing

rapid change generally become satiatedd adesire stability, while
individuals in stable environments become “boreat] desire change.

Need for Assertion: The need for assertion reflée a consumer’s need
for engaging in those types of activities that Wwiihg about an increase

in self-esteem as well as esteem in the eyes efsatmdividuals with a
strong need for assertion are more likely to compddnen dissatisfied

with a purchase.

3.4 Role of Motives

The role of motives is to arouse and direct thiealvior of consumers.
The arousal component activates bodily energy aittikan be used for
mental and physical activity. In their directivédeomotives have several
important functions for guiding behavior. These diszussed below:

Defining Basic Strivings: Motives influence consumrs to develop and
identify their basic strivings. Included amoriggsic strivings are very
general goals such as safety, affiliation, actnesnt, or other desired
states which consumers seek to achieve. They segugde behavior in

a general way across a wide variety of decisiodsaativities.

Identifying Goal Objects: Although there are excepibns, people often

view products or services as means byhiclw they can satisfy their
motives. In fact, consumers often go eonstep further and think of
products as their actual goals, withowealizing that they actually
represent ways of satisfying motives. sThimotivational push that
influences consumers to identify products @sal objects is of great

interest to marketers, particularly sinceé appears that it can be
influenced. Certainly, the features designed inpocaluct can affect the
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degree to which consumers may accept & a goal
awwerging fepme goal.

Influencing Choice Criteria: Motives also guide consumers in
developing criteria for evaluating productsThus, for a car bu
strongly influenced by the convenience tivap features such as
electronic speed control and automatic drseat adjustments would
become more important choice criteria than woujtesir mileage.

Directing Other Influences: Motives affect the indvidual determinants

of perception, learning, personality, attitudes)d ahow people process
information. This also results in directional irdhces on behavior. For
example, motives influence information m@®&ing, which in turn
regulates how we interpret and respond to our enknient.

3.5 Motives Arousal

A variety of mechanisms can trigger tharousal of motivat
gndrgize consumers. The following may work alooein combination
to activate behavior.

Physiological  Conditions: This source of araal acts to  satis
binlogical needs for food, water, and othide-sustaining necessities.
Depriving such a bodily need generatesn uncomfortable st
tfnson. When this tension is sufficiently troesg, arousal occl
mpovide energy necessary to satisfy the needc®hsumer’s previous
experience and present situation will stronghfluence the directions
any heightened activity will take.

Cognitive Activity: Humans engage in considerable cognitive activity
(thinking and reasoning) even when the objecti@f thoughts are not
physically present. This thinking, conseter by some to be
daydreaming or fantasy, can also act as a matggetr. One way this
occurs is when consumers deliberate about unsatisfants.

Situational Conditions: The particular situation confronting consumers

may also trigger arousal. This can uocc when the situati
dttengion to an existing physiological nddion, for example an
advertisement for Coca-cola suddenly makes youexafdneing thirsty.

Here, the need for liquids may have beemesgmt, but not yet stron
enough to trigger arousal. Seeing the advertisendraws attention to

the condition and leads to activity. Situationahditions can also work

alone to generate motive arousal. Thappears to occur when
circumstances draw consumers’ attention to thepadlity between their
present state and something viewed as a betteitioond



MKT824 CONSUMER
BEHAVIOUR

Stimulus Properties: Certain properties of externalstimuli themselves

also seem to have the power to gémerarousal. These collative
properties include the characteristics @iovelty, surprising ness,
ambiguity, and uncertainty. Stimuli possessing suificient amount of

these properties have the potential of drawingnitte to themselves by

arousing an individual's curiosity or desifer exploration. As such,
they represent a special type of goat condition. Stimuli  with
arousal potential are important for marketers bsedley can be used to

attract and focus consumers’ attention.

3.6 Definition of Involvement

Involvement is a reflection of strong motisa in the form of high
perceived personal relevance of a produmt service in a particular
context. Depending upon the perceived linkage batvilee individual's

motivating influences and the benefits fedd by the object, it is a
continuum ranging from low to high. Itbecomes activated as felt
involvement when intrinsic personal charactmssineeds, values, and
self-concept) are confronted with appropriate mi@mgestimuli within a

given situation.

In other words, involvement consists of diffeges in the intensity of
interest with which consumers approacheirth dealings with the
marketplace.

3.7 Dimensions of Involvement

The concept of involvement is multifaceted in tihaippears to have a
number of important dimensions. Some dhhese dimensions are
described as follows:

Antecedents: A variety of variables are thought tgrecede involvement

and influence its nature and extent. These sedaalhtecedents can be

viewed as bases or sources that interact with ethen to generate the

degree of involvement the consumer will expergen at any particular
time. These variables include person, stisiobject, and situational
categories.

Involvement Properties: Involvement may be thoughbf as an internal

state that the consumer experiences. As mentieadi@r, this internal

state has arousal properties and, like motivati@iso has a directional

influence on how consumers will behavéls an internal state,
involvement may be viewed as having three maop@rties: intensity,
direction, and a level of persistence.

Response  Factor: The response dimensiorcharacterizes how a
consumer behaves under different involvemennditions. That is, it
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describes the mental and physical actions reactions t
eogsge®in. Therefore, the response dimensiofuiscéion of the type
of involvement generated and the situations comdcehn

3.8 Types of Involvement and Marketing Implications

Involvement can include heightened thinkingnd processing
information about the goal object, referred sa@agnitive involvement.
Involvement can also include heightened feelingkemotional energy,

referred to as affective involvement. Marketing simulate one or the

other or both types of involvement. Adisements that encour
people to experience the feelings andnsations associated Kk
product are stimulating affective involvethe Advertisements that
provide a detailed enumeration of infoliora about a prod
orebsites  that include comprehensive bramdmparisons appeal to
cognitive involvement.

Before you precede further attempt the followirgreise

SELF ASSESSMENT EXERCISE

I. Define Motivation and Identify McGuire’s Psyclogiical
Motives.

ii. Discuss the role of motives in understandingstomer

behaviour.

4.0 CONCLUSION

Consumer needs are the basis of all modern atiagk Needs are the
essence of the marketing  concept. Theey k to  company
puofitediility, and growth in highly competitive niaatplace is its ability

to identify and satisfy unfulfilled consumer nedgster and sooner than
competitors.

5.0 SUMMARY

Motivation is the reason for behavior. addow identify  fiv
haeeds) physiological, Safety, BelongingnesEsteem, and Self-
Actualization. McGuire classification of mas includes; Need for
Consistency, Need to Attribute Causation, Needate@orize, Need for

Cues, Need for Independence, Need for Self-Expmeshkieed for Ego-

Defense, Need for Reinforcement, Need fd@ffiliation, Need for
Modeling, Need for Novelty and Need foAssertion. Involvemen
consists of differences in the intensity of intéxegh which consumers

approach their dealings with the markeatel The concept of
involvement appears in dimensions of adeants, involvement
properties and response Factor.
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6.0 TUTOR MARKED ASSIGNMENT

What is Involvement? Explain the dimensions of coner
involvement.

Answer to Self Assessment Exercise

I. Motivation is the process that account for atividual intensity,
direction, and persistence of effort todga attaining a goal.
McGuire classification of motives include®Need for
Consistency, Need to Attribute Causation,edNeto Categorize,
Need for Cues, Need for IndependencegeedN for Self-
Expression, Need for Ego-Defense, Needr fReinforcement,
Need for Affiliation, Need for Modeling, Need foroMelty and
Need for Assertion

ii. Motives plays significance role in werdtanding behaviour of
consumer. Some of the roles motives playxlude; Defining
Basic Strivings: Motives influence conswnerto develop and
identify  their basic strivings. IdentifyingGoal Objects: People
often view products or services as meaby which they can
satisfy their motives. This motivationapush that influences
consumers to identify products as goal object$ ggeat interest
to marketers. Influencing Choice CriteriaMotives also guide
consumers in developing criteria for eadihg products.
Directing Other Influences: Motives affecthe individual
determinants of perception, learning, perspnalattitudes, and
how people process information. This also resaltdirectional
influences on behavior.
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1.0 INTRODUCTION

Although personality tends to be consistent andieng, it may change

abruptly in response to major life events over tiiff@s unit gives vivid

analysis of personality and self concept and Hmy telate to various

aspects of consumer behaviour. It examines whabpality is, review

several major personality theories, and descrivethese theories have

stimulated marketing interest in the gtudof consumer personality.
Concept of brand personality was also udisc and how it relates to
consumer self concept.

2.0 OBJECTIVES

After studying this unit, you should be able to:

» Describe  meaning and theories of personalitythen potential for
understanding consumers.

 State how consumer personality are measured

 Describe the nature of self concept and bransiopedity

3.0 MAIN CONTENT
3.1 Personality Defined
Personality is defined as the distinctivand enduring patterns of

thoughts, emotions, and behaviors that chamaet each individual's
adaptation to the situations of his or her life.iAdividual’s consistent
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self-representations form the basis forhatv we understand as
personality.

3.2 Theories of Personality

Three major theories or approaches to the stugygisionality have been
used in consumer research: psychoanahdagial-psychological, and
trait-factor.

Psychoanalytic Theory

The psychoanalytic theory posits that theuman personality syst
consists of the id, ego, and superego. The tikis source of psychic
energy and seeks immediate gratification for lyaal and instinctual

needs. The superego represents societal or persamas and serves as

an ethical constraint on behavior. The ego mediates
Hedwmnstécof the id and the moralistic prohibitiohthe superego. The

dynamic interaction of these elements ultes in unconscious
motivations that are manifested in observed hunedmavior.

The psychoanalytic theory served as tlenceptual basis for
motivation-research movement. According tthe philosophy of
motivation researchers, consumer behavia@ often the result of
unconscious consumer motives, which can beerm@ted through the
indirect assessment methods such as ctkge and related
psychological techniques.

Socio-Psychological Theory

Socio-psychological theory differs from psychdghi@ theory in two
important respects. First, social variables rathan biological instincts

are considered to be the most importadéterminants in shapi
personality.  Second, behavioral = motivations directed to  me
tresds.

A representative example of socio-psychologiqarsonality theory is
the Horney paradigm. This model suggests that huyehavior results
from three predominant, interpersonal deagons: compliant,

aggressive, and detached. The Horney nthethvas been used i
marketing research ina form called the CADescaéveloped by J.B.

Cohen and consisting of a 35-item scale. It has beelied in situations
where the desire is to relate specific consumeiceldo personality.

Trait-Factor Theory

Trait-factor theory represents a quantitativapproach to the study of
personality. This theory postulates that mmdividual's personality s
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composed of definite predisposition attributealled traits. A trait is
more specifically defined as any distispable, relatively enduring
way in  which one individual differs fro another. Traits can
alternatively be considered individual differenegiable.

Three assumptions delineate the trait-factor thdbrs assumed those

are common to many individuals and vary in altgchmounts among

individuals. It is further assumed that thesaits are relatively stable

and exert fairly wuniversal effects onehbhvior regardless of the
environmental situation. It follows directly frothis assumption that a

consistent functioning of personality variables predictive ofa wide
variety of behavior. The final assumptiomsserts that traits can be
inferred from the measurement of behavioral iatc A widely used

measurement technique is the standard psycholagiaaitory, such as

the California psychological Inventory oithe Edwards Personal
Preference Scale (EPPS).

Trait-factor theory has been the primary basis afk®ting personality

research. The typical study attempts to find aimiahip between a set

of personality variables and assorted soorer behaviors such as
purchases, media choice, innovation, fear anabkortifluence, product

choice, opinion leadership, risk taking, and atitu change. Personality

has been found to relate to specifattributes of product choice.
Research also indicates that people can make ive§atjood judgments

about other people’s traits and how eheselate to such choices as
automobile brands, occupations, and magazines.

SELF ASSESSMENT EXERCISE 1

Discuss the various methods available for measwamgumer’'s
personality

3.3 Measurement of Personality

It should be clear fromthe above discusta personality isnot a
concept that has a single characteristic. Insieadmultidimensional in
nature, with many interacting elements. Theref@ather than focusing

solely on only one aspect of the complex whailethods designed to
assess the aggregate personality have to adoousdme way for this

variety. Four general approaches to nreasent that have had
popularity and can accommodate the muailedsional nature of
personality are rating methods, situationaltstgwgojective techniques,
and inventory schemes.

Rating Methods: Typically, the rating method involves one or more
evaluators assessing predetermined perspnatiharacteristics of a
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subject ona number of standardized rating scale some cases, the
basis of the evaluaton is a somewhatformal interview  wit
ghidject. In other cases, observation of the subjbehavior is used in

place of an interview. This observation may be agashed in a setting

designed for the purpose, or it mayket place in a port
sfibjehs everyday environment such as a homeapyshg setting. Of

course, the ype of scale employed for evaluation, he
peesantditgtics chosen for study, and the skillsvaluators can all have

an influence on final results.

Situational  Tests: With  this technique, a situation is devise
thasely resembles a typical real-life situationublgy, several people are

allowed to interact with each other ina group setting.
ggeioariots provided to them as a focus of disonssind the behaviors

of the subjects are observed and measured. Tys take the form of
tabulating the frequency of occurrence fagecsfic activities (such as
aggression, submissiveness) or rating the intenéitertain behaviors

on standard scales. A special form of situatiohnajue is the stress test

which places an individual ina pressure-typaasion; his methods of

acting in the situation are assessed to reveattgphis personality.

Projective Techniques: The objective behind development (
progective methods is to uncover the siba organization of an
individual's personality, as well as his undertyiconflict and motives.

Typically, the individual is presented Hkvit an ambiguous individL
image and is asked to explain it or relate any nmgaihhas to him. The
assumption is that because the stimuliself is ambiguous. TI
individual is actually projecting his own integpations onto it, and in

the process he reveals aspect of his own perspnalit

Inventory Schemes: A potential limitation of rating methods,
situational tests and projective techniques isestilvje scoring. That is,

the measurement of an individual's peadon s largel
dppendéiné evaluator's subjective interpretat of the information
obtained. In addition, these methods requireorsiderable amount of
time and effort to set up, administer,and  evaluate. T
pereotwitis designed to minimize these potentiabfems by exposing

subjects to a large number of standardized questidth pre-specified

answers options from which they can select. Usutily inventory is in

written form, and a subject responds to the insémirmuch in the same

way as he would to an “objective” test.

3.4 Self- Concept Defined

We can view the self-concept as a person’s pearepfi himself which
includes his physical being, other chimdstics such as strengt
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honesty, and good humorin relationto othamnsl, even extending to

include certain possessions and his creations.

Although the self-concept is highly complex,isiwell organized and

works in a consistent way. To the outside obseevperson may appear

irrational and inconsistent in her behavior, bt itidividual taking such

action is behaving in the only way eshknows, given her frame of
reference. When this individual's point oiew is known, it usually
becomes clear that she is not acting in an inctamgisvay. For example,

we may think a consumer is irrational to patroniae store that charges

higher prices than its competition does for ideaitproducts. However,

the consumer may show this loyalty beeauof the good service or
because the salespeople make her feaportant. Therefore, when
viewed through her eyes, the slightly higher tcdsr her store loyalty

may be well worth the money.

3.5 How Self Concept Develop

Behaviorists have formed various theories of p@aple develop their
self-concepts. Social interaction provides theasis for most of these
theories. Four particular views of salficept development are
presented below.

Self-Appraisal: Some theorists believe that a person fashions a self-
concept by labeling his own dominant behavjatterns according to

what is socially acceptable and unaccéptalbehavior. For example,
certain behaviors are classified as “socialyid aothers are labeled as
“antisocial.” By observing his own behavior, erson might begin to
develop an awareness that his behavior falls itite general category
“antisocial. With repeated confirmation of thigbel, a portion of the
person’s self-concept emerges, playing a domir@etin how he views

himself.

Reflected Appraisal: A second theory of self-conpg¢ development is
termed reflected appraisal or the “lookingsg self’. Basically, this
theory holds that appraisals a person receives @thiers mold the self-

concept. The extent of this influence depends w@banacteristics of the

appraiser and his or her appraisal. Specificatireater impact on the
development of a person’s self-concept is sasdoctur when: (1) the
appraiser is perceived as a highly credible so&)ehe appraiser takes

a very personal interest in the person being #gguta(3) the appraisal

Is very discrepant with the person’s self-concéph@ moment, (4) the

number of confirmations of a given appraisal ghhi(5) appraisals are
supportive of the person’s own Dbeliefabout himself or herself.
Appraisals from “significant others” suchas parents, close friends,
trusted colleagues, and other personsflividuals strongly admires
influence self-concept development.
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Social Comparison: The  reflected  appraisal theory  gives
ctpegssing picture  of self-concept developmeéetause it emphasizes
that people are passive and merely reflect tpeasgals of others. The

social comparison theory, however, statest th@eople’'s self-concepts
depend on how they see themselves inlatioe to  othel
Vebisteithe major proponent of this theory wasausias to why people

so strongly desired to acquire more dgoo and services
necessary to meet their physical needshe absolute amount
products, property, and services was not important, he felt, as the
relative amount accumulated; that is, in congmari with others. “The

end sought by accumulation is to rank high in camspa with the rest

of the community. So long as the comparison israigy unfavorably to

him, the normal, average individual will live inromic dissatisfaction.

This theory has much more direct bearingpon the developm
ofarketing strategies than have the theories discduso far. Particular,

this view of how people perceive themselvaseigendent upon their
perception of their relative status as comparesbtial class, reference

groups, and other groups important to mthe By  determinir
ghoighs a person compares himself or herselfrto the consumption of
products and services, marketers can ldevemessages that
communicate the group’s referent's wuse @hrticular products ar
brands. Purchases would then be seen thg person as a me
tocrease relative position in the group.

Biased Scanning: This theory is concerned with mmation and biased
scanning. In essence, this theory viewelfconcept development
terms of identity aspirations and biased scannirigeoenvironment for
information to confirm how well the pen is meeting his
hepirations. It suggests that a person who asfigresotivated) to be a

good lawyer, for example, will seek outnformation that hel
tonfirm  this aspiration and filter out Iinfation that contradi
ithus, perceptual scanning is biased tdwarsseeing ourselves
weuld like to be (that is, it is biased toward sgihtification).

3.6 Brand Personality and Marketing Application

Brand personality refers to the commuimicat goals concerning |
attributes inherent in a product as wellas the profile

petep@iibnsby  consmers  about  specific  brands. Brands hatleree
dimensions. One dimension is physical ites, such as

poloe, ingredients, and o) forth. A @t dimension

aitrdtistesl or the consequences of using a braoith. & these types of

attributes are objectively verifiable. Thehird dimension of brands is
their characterization, their personalitys aperceived by consumers
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Brands may be characterized as modern or oldefiasd, or lively or
exotic, just as people are characterized.

For marketing applications, a more effect use of the concept of
personality may be to describe brands. The assomigtdropped that

people have consistent patterns (drives ftpaits) that guide their
decisions to all brands or consumption situati&eher, brands have

consistent responses evoked to them, not basedagsamptions about

the personality of the consumers responding the brands, although
such responses will be stronger in sontges of consumers or
personalities than among others. Brand perdgnas a portion of the

brand’s overall image, understood perhaps by mangumers but more

attractive (or repulsive) to some consumers thaothers.

Do attempt the following exercise before proceedinther

SELF ASSESSMENT EXERCISE 2

Briefly explain the concept “Brand Personality”.

4.0 CONCLUSION

Personality is a deep ingrained charmstier that influence the
consumer’s product choices. They affect the waygeorers respond to
marketers’ promotional efforts, and wherwhere, and how they
consume particular products or services. Therethee identification of
specific personality characteristics associatetl wainsumer behaviour

has proven to be highly useful in the developméiatfom’s marketing
segmentation strategy.

5.0 SUMMARY

Personality defines the distinctive and emdurpatterns of behaviors
that characterize each individual’'s adaptatiorhedituations of his or

her life. Psychoanalytic, social-psychologicaand trait-factor are
theories of personality usually refer to in consumsearch. The most

popular methods for measuring personaligre rating methods,
situational tests, projective techniques, and itmgnschemes.

6.0 TUTOR MARKED ASSIGNMENT
Explain the developmental processes of consumiec@etept.

Answer to Self Assessment Exercise 1

The most popular methods for measuring persoraiéyrating methods,
situational tests, projective techniques, and itmgrnschemes.



MKT824 CONSUMEFR
BEHAVIOUR

Rating Methods: This rating method involves ooe more evaluators
assessing predetermined personality charsitsri of a subjecton a
number of standardized rating scales. aBdnal Tests: With this
technique, a situation is devised that closelymdsdes a typical real-life

situation. Usually, several people are allowedteract with each other

in a group setting. A topic or scenario is provigedhem as a focus of
discussion, and the behaviors of the subjectsizsereed and measured.

Projective Techniques: Under this method, thelividual is presented

with an ambiguous individual image and is askeejalain it or relate

any meaning it has to him. The assumption is teaabse the stimulus

itself is ambiguous. The individual isactually projecting |
owgrpretations onto it, and in the process heeaks aspect of his own
personality. Inventory Schemes: The personalitgimery is designed to
minimize subjective scoring by exposing subjeatsd large number of
standardized questions with pre-specified answeptions from which

they can select.

Answer to Self Assessment Exercise 2

Brand personality can be defined as tlemmunication goals
concerning the attributes inherent in a prodaavell as the profile of
perceptions received by consumers about specifends. Brands have
three dimensions; physical attributes, femal attributes, and
characterization
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1.0 INTRODUCTION

This unit examines the psychological and physi@algbases of human
perception and discusses the principles that inleaeur perception and
interpretation of the world we see. Krtedge of the
prinbiples mketers to develop advertisement that ehava bett
thaatage chance of being seen and remember byctrsumers.

2.0 OBJECTIVES

After studying this unit, you should be able to:

 Describe nature of consumer perception
* Identify elements and Processes of perception
* Describe implication of consumer perception natslgy marketing

3.0 MAIN CONTENT

3.1 Definition of Perception

Perception is defined as the process Dbwhich an individu
seleetzes and interprets stimuli into a meaningarid coherent picture

of the world. It can be described as “how we gbe world around us”.

Two individuals may be exposed tothe sastenuli underthe same
apparent conditions, but how each person recogrsedects, organizes,

and interprets these stimuli is a highly individpebcess based on each

person’s own needs, values, and expectations.
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3.2 Elements of Perception

Perception is made up of different concept. Elsy within the frame
work of consumer behaviour, the basidements or concept of
perception include; Sensation, Absolute 3hoéd, Differential
Threshold, Subliminal Perception.

Sensation

Sensation is the immediate and direct responeaensory organs to

stimuli. A stimuli is any unit of input to any dfi¢ senses. Examples of

stimuli (i.e. sensory input) include protijc packages, brand names,
advertisements, and commercials. Sensopceptors are the human
organs (the eyes, ears, nose, mouthd akin) that receive sensory
inputs. Their sensory functions are to see, heag|lstaste and feel. All

of these functions are come to play, either gioglin combination, in

the evaluation and use of most consumer products.

Absolute Threshold

The lowest level atwhich an individual camxperience a sensation is
called the absolute threshold. The point at whiplergon can detect and
differentiate  between “something” and “nogi is that person’s
absolute threshold for that stimulus. Package gdess try to determine

consumers’ absolute thresholds to makere suhat their new-product
designs will stand out from competitors’ packageseiailers’ shelves.

Differential Threshold

The minimal difference that can be detected betvwersimilar stimuli

is called differential threshold, or the justineable different. When it

comes to product improvements, marketers very it to meet or

exceed the consumer's differential thredholthat s, they want
consumers to readily perceive any improvemenade in the original
product.

Subliminal Perception

Stimuli that are too weak or too brief to be ngtiously seen or heard

may nevertheless be strong enough to perceived by one or more
receptor cells. This process is called sublimirgitpption. Because the

stimulus is beneath the threshold, or “limen$’¢canscious awareness,

though obviously not beneath the absolutereshold of the receptors
involved.
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3.3 Perception Process

In  studying consumer behaviour, perceptiqgorocess are divided ir
five parts this includes; Pre-attentive ode&ssing, Selection,
Organization, Interpretation and Elaboration.

Pre-attentive Processing

Pre-attentive  processing refers to the ulaneous preconscious
monitoring of all sensory channels for events Whiditrequire a shift in
attention. This kind of pre-attentive processing/iat makes it possible

for us to suddenly hear our name spoken acrossagedt noisy room or
wake at the cry of a baby.

Selection

Perceptual selection refers to the fact that comssiiselect only a small

portion of the stimuli to which theyare exposed for consci
processing, or what we might term focalttention. To get tr
consumer's focal attention, an escalatiaf sensory impulses s
required.

Organization

The third part in the perceptual preces is  perceptL

iragiem. classify perceptions into categor and apply prior
knowledge about the categories to organizthem. Basically,
categorization involves comparison between peerceived target and
categorical knowledge. Categorization is fandamental sense-make
activity that encompasses all forms of stimulugatibns.

Interpretation

The fourth part in the perceptual pssceis interpretation. The
interpretation of perceptual stimuli involves thepplication of learned
associations between perceptual cues, or sigdsnaanings to novel

stimuli. These associations are, on turbased on individual
expectations, motivations, and experiencgsounded in cultural
convention. Hence, interpretation depend® @onsumer knowledge
structures.

At least two different sorts of knowledgestructures are import
toterpretation. One type, called schemas. ®else includes organized
collections of beliefs and feelings that a persas &bout objects, ideas,

people, of situations. The second type afowdedge structure, called
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scripts, includes sequences of actions associated with objects, ideas,
people, or situations.

Elaboration

Sometimes consumer interpretation of perceptsi@inuli also includes

high levels of elaboration. Elaboration leefs the extent to which
perceptual stimuli are integrated with iopr knowledge structures.
Interpretation always involves some elaboratioat i, some accessing

of prior knowledge structures; but this cabe at low levels such as
simply recognition. At high levels of laboration, people engage in
processes such as counter arguing, problem soldaygireaming, and

fantasizing. Elaboration produces freedom of menaoy attitude from

the specific details of the original message its setting. It can even

result in a boomerang effect where the attitudengbas opposite to that
advocated in the persuasive message.

SELF ASSESSMENT EXERCISE |

Define and explain the basic elements of perception

3.4 Perception and Consumer Information Processing

Information processing is a series of atési by which stimuli are
perceived, transformed into information, danstored. Information
processing model having four major steps or staggmsure, attention,
interpretation, and memory. The first ethr of these constitute
perception.

Exposure

Exposure occurs when a stimulus comes withamge of our sensory
receptor nerves. For an individual to be exposedat stimulus requires

only that the stimulus be placed withithe person’s relevant
environment. The individual need not receive tihawgus for exposure

to have occurred.

Interpretation

Interpretation is the assignment of meaning toa#ss. It is a function

of the gestalt or pattern formed by the charadiesi®f the stimulus, the

individual, and the situation. Thus, thentire message, including the
context in which it occurs, influences ourterpretation, as does the
situation in which we find ourselves. For exdenour beliefs about a

new product are influenced by our beligdbout the capabilities and
social responsibility of the company thaproduces it. Likewise,
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consumers may interpret a high level of advertisamnggome products as
meaning that the products are of low quantity.

Attention

Attention occurs when the stimulus actgat one or more sens
receptor nerves and the resulting sensatioos taqy processing. We are
constantly exposed to thousands of times  stithah we can process.

Attention is determined by three factors the stumsythe individual, and

the situation.

3.5 Judgment of Perception and Marketing Strategy

Most consumer perception research deals with prrakinterpretation.

This is fundamental to issues of perceived produadtservice quality.
Perceptual judgments begin with selective attertbgmerceptual stimuli

in the marketing landscape. Through selectivgposdre and attention,
consumers form basic images of brandsoducts, and marketin
communications, for instance. They draw dasperceptual inferences
about the attributes of these marketingndii Through learning and
experience, consumers eventually form summaeycgptual judgment

that links  the sensory  stimuli to toames they consil
Pexdzalde. consumers use information seldgtivemarketers must
examine such issues as perceived qualitg aRCl in developing
understanding of particular consumers’ e@pteal judgments of
particular market offerings.

SELF ASSESSMENT EXERCISE 2

Analyze the various process of perception.

4.0 CONCLUSION

Individual consumers act and react on the badisedf perceptions, not
on the basis of objective reality. For eachvialial reality is totality
personal phenomenon, based on that person’s,neeqdts, values and
personal experiences. Thus, to the marketer, cosrstuperceptions are
much more important than their knowledge of obyecteality.

5.0 SUMMARY

Perception isa process by which an indiMidselects, organizes and
interprets stimuli into a meaningful and coheraotyve of the world. It

can be described ashdw we see the world around us”.
blsitents of perception include; SensatioApsolute Threshold,



MKT824 CONSUMER
BEHAVIOUR

Differential Threshold, Subliminal Perceptiodfhe process by which
perception developed includes; Pre-attenti®rocessing, Selection,
Organization, Interpretation and ElaborationVhile, Consumer
Information processing model have four mponents: exposure,
attention, interpretation, and memory, onlthe first three of these
constitute perception.

6.0 TUTOR MARKED ASSIGNMENT

Discuss the nature of information processing ineustinding consumer
perception.

Answer to Self Assessment Exercise 1

Perception is defined as the process fIahich an individual selects,
organizes and interprets stimuli into a meaningarnd coherent picture

of the world. It can be described as “how we gbe world around us”.

The basic elements of perception inclu@ensation, Absolute
Threshold, Differential Threshold, Subliminal Eeption. Sensation is

the immediate and direct response of the sensggnesrto stimuli. The

lowest level at which an individual can experieacgensation is called

the absolute threshold. The minimal diffee that can be detected
between two similar stimuli is called differentibteshold, or the just

noticeable different. Stimuli that are toaveak or too brief to be
consciously seen or heard may nevertheldss strong enough to be
perceived by one or more receptor cell¥his process is called
subliminal perception.

Answer to Self Assessment Exercise 2

Perception process includes; Pre-attentiveocd®sing, Selection,
Organization, Interpretation and Elaboratiofre-attentive processing
refers to the simultaneous preconsciousonitoring of all  sensory
channels for events that will require ahift in attention. Perceptual
selection refers to the fact that consumers selelgta small portion of

the stimuli to which they are exposed for conscimagessing, or what

we might term focal attention. The third part ie therceptual process is
perceptual organization. Consumers classify peroaptinto categories

and apply prior knowledge about the categorieotganize them. The
interpretation of perceptual stimuli involvegthapplication of learned
associations between perceptual cues, or sigdsnaanings to novel

stimuli.

Elaboration reflects the extent to which percepstahuli are integrated
with prior knowledge structures. Interpretatiomlways involves some
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elaboration, thatis, some accessing of priomkedge structures; but
this can be at low levels such as simply recogmitio
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1.0 INTRODUCTION

This unit explains two of the fundamental methoglsvhich consumers

are able to adapt to their environment, whichleasning and memory.
Consumers experience everyday life, and mogttotiearn from these
experiences. Often, knowledge is one outcome atfl#farning, and this
knowledge in turn influences memory anfliture perception, anc
experiences.

2.0 OBJECTIVES
After studying this unit, you should be able to:

* Define learning and memory

* Describe method of learning and its implicatiorunderstanding
consumer behaviour.

» State basic features and theories of learning.

3.0 MAIN CONTENT
3.1 Learning Defined

Learning can be viewed as a relatively permanehénge in  behavior
occurring as a result of experience. Becaust all learning theorists
agree on how learning takes place, it idifficult to come
gdatherally accepted definition of learning. Fromarketing perspective,

however, consumer learning can be thought of apriteess by which
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individuals acquire the purchase and womdion knowledge and
experience that they apply to future related behaSeveral points in
this definition are worth noting.

Consumer learning is a process; that s continually evolves and
changes as a result of newly acquired knowledgéctwiay be gained

from reading, from discussions, from oba#on, from thinking) or
from actual experience. Both newly acquiredowdedge and personal
experience serve as feedback to the individualpaodde the basis for

future behavior in similar situations.

3.2 Elements of Learning

Despite their different viewpoints, learnindpeorists in general agree

that in order for learning to occurcertain basic elements must be
present. The elements included in most learningribg are motivation,

cues, response, and reinforcement.

Motivation: The concept of motivation is importart to learning theory.
Remember, motivation is based on needs and goalsvaiion acts as a

spur to learning. The degree of relevance, irvolvement, determines
the consumer's level of motivation toeasch for knowledge or
information about a product or service. Uncovegongsumer motives is

one ofthe prime tasks of marketers, who then to teach motivated
consumer segments why and how their dyms will fulfill the
consumer’s needs.

Cues: If motives serve to stimulate learning, ues are the stimuli that
direct these motives. In the marketplacerice, styling, packaging,
advertising, and store displays all serve as aubslp consumers fulfill

their needs in product-specific ways. Cussve to direct consumer
drives when they are consistent with consumer&agiens. Marketers

must be careful to provide cues that do not upexe expectations.

Response: How individuals react toa drive orcue-how they behave-
constitutes their response. Learning can occum edeen responses are
not overt.

Reinforcement: Reinforcement increases the likidlood that a specific
response will occur in the future ashe result of particular cue
stimuli.

3.3 Types of Learned Behaviour

Nearly every type of behavior we exhibit as huntzexs been learned.
The following provide some specific example:
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Physical Behavior: Generally, we learn man physical behavior
patterns useful in responding to a variety of situns faced in everyday

life. For example, all healthy humans leamm walk, talk, and interact
with others. As consumers, we also leammethods of respond
t@rious purchase situations. These may take timesfof learning to act
dissatisfied when hearing the first price tguoon a car, or learningt
read closely the fine printin purchase congaConsumers may also
learn certain physical activity through the pracesmed modeling, in

which they mimic the behavior of other individuadsch as celebrities.

This suggests the important influence of learnegsiglal behavior.

Symbolic Learning and problem Solving: Pgde learn symbolic
meanings that enable highly efficient ommication through the
development of languages. Symbols alsdowal marketers to

communicate with consumers through suchicleh as brand name:
(Samsung and Sony), and slogans (simply the estharketer intends

for these symbols to connote positivemages of the compan
tmnsumers in addition to keeping the firm’s nammiliar to them.

One can also engage in probwriving learning by employi
thiecesses of thinking and insight. Thagki involves the mental
manipulation of symbols representing the re@brld to form various
combination of meaning. One use of thinkingd aproblem solving is
that they enable consumers to evaluategentally a wide varie
pfoducts without having to purchase them.

Affective Learning: Humanslearn to value cerin elements of their
environment and dislike others. This means thasworwers learn many

of their wants, goals, and motives as well as whadlucts satisfy these

needs. Learning also influences consumers’ devedopof favorable or
unfavorable attitudes toward a company and itsymtsd These attitudes

will affect the tendency to purchase various brands

Before you proceed further, do attempt this exercis
SELF ASSESSMENT EXERCISE |
What is consumer learning? Briefly explain types ofearned behaviour.

3.4 Behavioural Theory of Leaning

Two behavioral learning theories, briefly dissed here, are classical
conditioning and operant conditioning. Both takeeaaviorist approach

to learning. They treat human memory processedack box-process

that is not really necessary to undest Under the behavior
approach, consumers operate on the environmenfp@ogle do things).
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In turn, consumers experience consequences froentneonment (e.g.
rewards, punishments, and pairings ofmuf). These consequences
determine the probabilities of future behaviorapenses.

Classical Conditioning Theory

Classical conditioning is a specific prased that creates a learning
environment, but other learning processes mayabgeisimultaneously

with this procedure. Classical conditioning becamedi known from the

Russian psychologist Ivan Pavlov. Pavlog most famous for his
experiments with dogs. When he administeredeat powder to dogs,
they would naturally salivate. Every timeéhat he administered the
powder, he would sound a bell. Through repetitiba,dogs learned to

associate the sound of the bell with the cominfpod. Eventually, the

dogs learned to associate the sound of thell, even when the meat
powder was not present. The temporal contigysynciple states that
stronger associations are learned when ewvents close together in

time as apposed to far apart in time.

Classical learning research helped generaarly understanding of
stimulus generalization. Stimulus generalizatiogfers to the tendency

of stimuli that are similar to evoke similar respes. That is, consumers

make a leap of sorts. They make a judgment thastmulus is similar

enough to another that it warrant a similar respons

Marketers use stimulus generalization to devidwanding and product
strategies. These strategies include famibyranding, band extensions,
licensing, and look-alike packaging.

Operant Conditioning Theory

Operant condition, also called instrumentalonditioning, occurs as
consumers shape their behaviors to respond to devesud punishments

in the marketplace. Under operant cooditig, the frequency of
occurrence of a behavior is modified bthe consequences of the
behavior. That is, the frequency of behavior isdittoned by the extent

of reinforcement associated with that &wsbr. Responses are made
deliberately, as opposed to the involgntaresponses illustrated by
classical conditioning. Under operant céoding, consumers’
satisfaction with purchases serves tonfoete future behavioral
responses, specifically, repeat purchases. Thanstoé associations that

occur during consumption (e.g. imagery, daydreamd,emotions) may

also serve as important reward mechanisms.
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Operant conditioning involves several importancgsihderstanding of
consumer behavior, including shaping, reinforeetnand punishment
schedules.

3.5 General Characteristics of Learning

Regardless of which approach to learning applicable in
gittation, several general characteristics of iegrare relevant and of
interest to marketing managers. Five of the mopbitant are strength

of learning, extinction (or forgetting), stimulusrgeralization, stimulus
discrimination, and the response environment.

Strength of Learning: The strength of learning is eavily influenced by

four factors: importance, reinforcement, petion, and imagery.
Generally, learning comes about more rapidly astsllnger; the more
important the materialto be learned; the enoeinforcement received
during the process, the greater the numbertohukis repetitions that
occurs, and the more imagery contained in the mahter

Importance: Importance refers to the value that theconsumer places on

the information to be learned. The more importais for you to learn a

particular  behavior or piece of inforroati the more effect
affitient you become in the learning process.

Reinforcement: Anything  that increases the likelihood that ¢
teponse will be repeated in the future is consmienforcement. While

learning frequently occurs in the absena# reinforcement (or
punishment), reinforcement has a significanmpact on the spe
athich  learning occurs and the  duratiomof its  effect.
redgfaigement involves the removal or the daoce of an unpleasant
consequence.

Punishment: Punishment is the opposite of reinforcement. It s
apgsequence that decreases the likelihood thaka gesponse will be

repeated in the future.

Basically, there are two very importanteasons for marketers
determine precisely what reinforces specificonsumer purchase: |
obtain repeat purchases, the product must saltisfgaals sought by the
consumer; and to induce the consumerto mdke first purchase, the
promotional messages must promise the ropppte type of
reinforcement — that is, satisfaction of the constisngoals.

Repetition: Repetition increases  the  strengt and  speed
Raiteirgymply, the more times we are exposed wriétion or practice

a behavior, the more likely we are to learn ieT effects of repetition

are, of course, directly related to the importamicéhe information and
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the reinforcement given. Less repetition ah advertising message is
necessary for us to learn the messafie the subject matter is very
important or if there is a great ded mlevant reinforcement. Since
many advertisements do not contain informatioousfent importance

to consumers or direct rewards for learning, etidpn plays a critical

role in the promotion process for many products.

Imagery: Imagery Words, whether a brand name or a orporate slogan,

create certain images. The theory behind the inyagfézct is that high-

imagery words leave a dual code since they cartobbedsin memory on

the basis of both verbal pictorial dimensions,leskow-imagery words

can only be coded verbally. High-imagerprand names are learned
more quickly than are low-imagery names. Likewashyertising claims

consistent with the image evoked by the brand nremaeasy to recall.

Extinction: Extinction, or forgetting as it is more commonly termed,
occurs when the reinforcement for the learnegpaonse is withdrawn,

the learned response isno longer used, oritltgvidual is no longer
reminded of response. The rate at which extinctimecurs is inversely

related to the strength of the origindearning. That s, the more
important the material, the more reinforcement,ntoge repetition, and

the greater the imagery and the moresistant the learning is to
extinction.

Stimulus Generalization: Stimulus generalization d@ften referred to as

the rub-off effect) occurs when a response to anautus is elicited by

a similar but distinct stimulus. Thus, a consumbowearns that cookies

taste good and therefore assumes that theiGmmeolate cones will

also taste good has engaged in stimulus rgeragion. The fact that
stimulus generalization is common provides m@jor source of brand
equity and brand extensions based on brand equity.

Stimulus discrimination: Stimulus discrimination refers to the process

of learning to respond differently to similar bustchct stimuli. At some

point, stimulus generalization becomes dysfunetiotbecause less and

less similar stimuli are still being ogped together. At this point,
consumers must begin to be able to differentiateranthe stimuli.

Response Environment: Consumers generally learnrmore information

than they can readily retrieve. That, isve frequently have relevant
information stored in memory we cannaccess when needed. One
factor that influences our ability to retre stored information is the
strength of the original learning. A secondctor affecting retrieval is

the similarity of the retrieval environnte to the original learning
environment. Thus, the more the retrieval situatifiars cues similar to
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the cues present during learning, the more likécave retrieval is to
occur.

Matching the retrieval and learning eomiments requires an
understanding of when and where consumemsake brand
gexision. Decision on brand or store made at hamsotihave the same

set of cues that are available at a retail outlet.

3.6 Memory Defined

Memory is the total accumulation of agori learning experienc
ftonsist of two interrelated componentshorEterm and long-term
memory. These  are not distinct physiaabi entities. Inste:
wrontmemory is that portion of total memory thatusrently activated

or in use. In fact, it often referred to as workmgmory.

Short-term  Memory: Short-term  memory has a limited capaci
sdore information and sensations. In fact, it isused for storage in the

usual sense of that term. Individuals uskortterm  memory
hd@tmation while they analyze and interpret ihel may then transfer

it to another system (write or type it), placeinilong-term memory or

both. Thus, short-term memory is closelgnalogus to what w
normally call thinking. It is an activedynamic process, not
steticture. Two basic types of information procegsictivities occur in
short-term memory elaborative activities and maiatee rehearsal.

Long-Term Memory: Long-term memory is viewed as an unlimited
storage. It can store numerous types of inftonmauch as concepts,
decision rules, processes, affective (emnat) states, and so fo
Marketers are particularly interested in  semantn@mory, which is the
basic knowledge and feelings we have about a conteppresents our
understanding of an object or event at its simpéasil.

3.7 Advertising/Marketing Application

Short Memory & Advertising Applications

Numerous memory concepts have significant impheegifor the field
and advertising. The following conclusions représery a sampling of
the useful guidelines that are available.

» Advertising messages with unique aspects havegreater potential
for being remembered.

» The order in which material is presented seensflicence how well
it wil be retained, with the middle portion being mc
teagibpten.
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» Messages that encourage immediate rehears@tefial stimulate
its retention

» More information can be proceeds and retaingdsfchunked.

« The amount of information that can b&ansferred to long-term
memory is a function of the time available for prssing.

« Memory is cue-dependent, and presentatioh relevant cues will
stimulate recall.

e Material in long-term memory can beuitg different from the
information presented in a learning situation.

» Material that is meaningful, to the individualésarned more quickly
and therefore hasa greater chance of begtgined than does no
meaningful material.

SELF ASSESSMENT EXERCISE 2

Discuss the various general characteristics of Qoes learning.

4.0 CONCLUSION

Consumers’ learning is an important congm of their behaviour.
Learning certainly occurs intentionally, as whgmra@blem is recognized

and information is acquired about productwhich might solve the
problem. Knowledge of learning principlegan be wuseful in
understanding how consumers wants and motivescgrgrad and how

their tastes are developed. Also, appreciatideasning and memory
processes can aid marketers of how é&etlyy to repeat advertising
messages and develop brand loyalty. general cleasits of learning

are relevant and of interest to marketinganagers. Five of the most
important are strength of learning, extinatiqor forgetting), stimulus

generalization, stimulus discrimination, and th&pnse environment.

5.0 SUMMARY

Consumer learning can be thought of @#se process by which
individuals acquire the purchase and womqdion knowledge and
experience that they apply to futurelatesl behavior. In order for
learning to occur, certain basic elements mustresemt. The elements

included in most learning theories are motivatues, response, and
reinforcement. Five of the most importargeneral characteristics of
learning are strength of learning, extorg stimulus generalization,
stimulus discrimination, and the response envirartmEnere are many

types learned behaviour such as Physical Beh&ywonpolic Learning

and problem Solving, Affective Learning. eMory is the total
accumulation of prior learning experiences. It ¢stnsf two interrelated
components; Short-term and long-term memory.
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6.0 TUTOR MARKED ASSIGNMENT
Define memory and explain the two components okaorer memory.
Answer to Self Assessment Exercise 1

Consumer learning can be defined as the processhia individuals

acquire the purchase and consumption knowledgd experience that
they apply to future related behavior.hefle are many types lear
behaviour such as Physical Behavior, Symbolicarhimg and problem
Solving, Affective Learning. Physical Behavios learned behaviour
that is useful in responding to a variety of sitad consumer faced in

everyday life. Symbolic learning and peshl solving: Symbolic
learning enables highly efficient commutima through the
development of languages. One can alsoengage
[rablgg-sbivegploying the processes of thinkiagd insight. Thinking
involves the mental manipulation of symbols repnésg the real world

to form various combination of meaning. Affectivieearning: Learning

also influences consumers’ development odvorfable or unfavorable
attitudes toward a company and its products. Thtgedes will affect

the tendency to purchase various brands.

Answer to Self Assessment Exercise 2

Five of the most important general eldaristics are strength
learning, extinction, stimulus generalizationstimulus discrimination,
and the response environment. Strength oérrlieg: The strength of
learning is heavily influenced by foufactors: importance,
reinforcement, repetition, and imagery. Generddlsgirning comes about

more rapidly and lasts longer. Importandeportance refers to t
value that the consumer places on thaformation to &
Raimfedcement: Anything  that increases thdikelihood that
gpeponse will be repeated in the futurein considere
Pofostenenit. Punishment is any consequentat tdecreases the
likelihood that a given response will be repeatethe future.

Repetition: Repetition increases the strength grakd of learning. The

effects of repetition are directlyrelated to the importance
tAtormation and the reinforcement givemrmagery: Imagery Words
create certain images. The theory behind the inyagfézct is that high-

imagery words leave a dual code since they camobedsin memory on

the basis of both verbal pictorial dmeens. Extinction: Extinctior
occurs when the reinforcement for the learnegponse is withdrawn,

the learned response isno longer used, oritltvidual is no longer
reminded of response. Stimulus Generalization: @timlgeneralization

occurs when a response to one stimulsis elicited by a simi
but
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distinct stimulus. Stimulus discrimination:tildulus  discrimination
refersto the process of learning to respatitferently to similar but
distinct stimuli. Response Environment: Onfactor that influences
retrieval is the similarity of the retridvaenvironment to the original
learning environment. Thus, the more the retrisitahtion offers cues

similar to the cues present during learnifge more likely effective
retrieval is to occur.
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1.0 INTRODUCTION

How consumer attitude are formed and how they enanged are two
closely related issues of considerable concernaixeting practitioners.
In this unit we define attitude and explore howvtades are formed and
organized.

2.0 OBJECTIVES

After studying this unit, you should be able to:

» State features of consumer attitude
 Describe how consumer attitude affects markedictyities.
 Describe how attitudes are developed.

3.0 MAIN CONTENT

3.1 Definition of Attitude

An attitude is an enduring organizatioof motivational, emotion:
perceptual, and cognitive process with resp® some aspect of ©
environment. It is a learned predisposition to oeshbin  a consistently

favorable or unfavorable manner with respect tovargobject. Thus, an

attitude isthe way we think, feel, and dcward some aspect of o
environment such as a retail store, television ianog or product.
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In another words, an attitude is how positive negative, favorable or
unfavorable, or pro or con a persoreld toward an object. This
definition views attitude as a feeling or an evalteareaction to object.

Attitude may also be defined as “amndwing organization of
motivational, emotional, perceptual, and cognipvecess with respect

to some aspect of the individual's world. Thisws attitude as being
made up ofthree components: the cognitive oinkedge component,

the affective or emotional component and thegndove or behavioral-
tendency component.

3.2 Attitude Function
Attitudes serve four key functions for individuals:

Knowledge function: some attitudes serve pnarily as a means of
organizing beliefs about objects or atd#s such as brands and
shopping. These attitudes may be accurate orunatecwith respect to

“objective” reality, but the attitude Wil often determine subsequent
behaviors rather than “reality”.

Value-expressive function: Other attitudes a formed and serve to
express an individual's central values and selfeeph Thus, consumers

who value nature and the environment aligely to develop attitudes
about products and activities that are condistéh that value. These

consumers are likely to express suppddr environment protection
initiatives, to recycle, and to purchase and use€ig products.

Utilitarian function: This function is based on operant conditioning.
We tend to form favorable attitudes toward objactd activities that are
rewarding and negative attitudes toward thdkat are not. Marketers
frequently promise rewards in advertising and cahéxtensive product

testing to be sure the products are indeed rewgrdin

Ego-defensive function: Attitudes are often formedind used to defend

our egos and images against threats alrtcomings. Products
promoted as very macho may be viewed &blgr by men who are
insecure in their masculinity. Or, indivals who feel threatened in
social situations may form favorable tattes toward products and
brands that promise success or at least safetchnstuations.

Any given attitude can perform multiplieinctions, though one may
predominate. Marketers need to be aware of thetitmthat attitudes

relevant to the purchase and use of their brariié éw could fulfill for

their target markets.
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3.3 Characteristics of Attitude

Attitudes have several important characteristms properties; namely,
they have an object; direction, intensity, and deghave structure, and
are learned.

Attitudes Have an Object: By definition, attitudesmust have an object.

That is, they must have a focal point whetheis an abstract concept,
such as “ethical behavior”. Or a tangible item,hsas a motorcycle. The

object can be a physical thing, such as a produdtcan be an action,

such asbuying a refuse bin. In additione thbject can be either on
item, such as a person, or a collection of itench s1$ a social group; it

also can be either specific.

Attitudes Have Direction, Degree and Intsity: An attitude
expresses how a person feels toward an objectptesses direction-the
person is either favorable or unfavorable towadt for or against the
object; degree- how much the person either likatisiikes the object;

and intensity-the level of sureness or confideri@xpression about the
object, or how strongly a person feels about hisesrconviction.

The direction, degree, and intensity cd persors attitude towa
product have been said to provide marketers tbstimate of his or

her readiness to act toward, or purhasthe product. Howe\
marketer must also understand how important thewoer’s attitude is

viz -a-vis other attitudes, and the situationaistmaints, such as ability

to pay, that might inhibit the consumerfrom  making
panisiase

Attitude Have Structure: Attitudes display organization, which means

that they have internal consistency ambssess inter-attitudinal
centrality. They also tend to be staldp have varying degr
sélience, and to be generalizable.

The structure of human attitudes maye lviewed as a comg
segcted in a type of circular pattern. At the centdhis structure are the
individual's important values and self-conce@ttitudes close to the
hub of this system are said to have a hdggree of centrality. Other
attitudes located farther out in the structure pss$ess centrality.

Attitudes do not stand in isolation. They are asged with each other

to form a complex wdhke. This implies that a certain de
obnsistency must exist between them. That is,usecthey are related,

there must be some amount of “fit” between thencamflict will result.

Also, because the more central attitudes are tetata larger number of
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other attitudes, they must exhibita greatgrele of consistency than

more peripheral attitudes do.

Because attitudes cluster into a structurtney tend to show stability
over time. The length of time may not be infinlet it is far from being

temporary. Also, because attitudes are néshr they tend to become
stronger, or at least more resistant to change, ltnger they are held.

Thus, newly formed attitudes are easier to chargel less stable than

are older ones of equal strength.

Attitudes tend to be generalizable. That is, agréssattitude toward a
specific object tends to generalize toward a athsdbjects.

Attitude Are Learned: They develop from our personal experiences

with reality, as well as from information from fnids, salespeople, and

news media. They are also derived froboth direct and indirect
experiences in life. Thus, it is im@ot to recognize that learning
precedes attitude formation and change, andgtiratiples of learning

can aid marketers in developing and changing coasattitudes.

3.4 Sources of Attitude Development

All  attitudes ultimately develop from ham needs and the values
people place upon objects that satisfy those pardaieeds.

Personal Experience: People come into contacwith objects in their
everyday environment. Some are familiarhilev others are new. We
evaluate the new and reevaluate the @idgd this evaluation process
assists in developing attitudes toward objects.

Our direct experiences with sales representatpresiucts, services, and

stores help to create and shape our attitudes dovase market objects.

However, several factors influence how wall wevaluate such direct
contacts:

Needs: Because needs differ and also war over time, people
dewelop different attitudes toward the same dlgedifferent points in
their life.

Selective perception: We have seen thatpeople operate on their
personal interpretation of reality. Thereforthe way people interpret
information about products, stores, an@d ®n, affects their attitudes
toward them.

Personality: Personality is another factor influencing how people
process their direct experiences with objectsvHaggressive-passive,
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introvertedextroverted, and so on, that people avall affect th
attitudes they form.

Group Associations: All people are influenced to omdegree or another
by other members in the groups to which they beldtigtudes are one
target for this influence. Our attitudes towarddarcts, ethics, warfare,

and a multitude of other subjects are influenceahgly by groups that

we value and with which we do or wish to asgeciGeveral groups,
including family, work and peer groups, andltwal and sub cultural
groups, are important in affecting a person’swatgtdevelopment

Influential Others: A consumer’s attitude can beformed and changed
through personal contact with influentiabersons such as respe
friends, relatives, and experts. Opinion leadegs axamples of people

who are respected by their followers, who mstyongly influence the
attitudes and purchase behavior of followers.

To capitalize on this type of influence, adversseften use actors and
actresses who look similar to or act similar tarthrdended audiences.

People tend to like others who are similar to ntbelves, because they
believe that they share the same problems) fihe same judgments,
and use the same criteria for the evaluating prtsduc

3.5 Structure Models of Attitudes

The following section examines several importgtitude models: the
tri-component attitude models, and the mutiHaate attitude models.
Each of these models provides a somewhat diffgrenspective on the
number of component parts of an attitude and hats pae arranged or
interrelated.

TRICOMPONENT ATTITUDE MODEL

According to the tri-component attitude modelttitudes consist of
three major components: a cognitive comepd, an affective
component, and a co-native component.

The Cognitive Component: The first part of the trikcomponent attitude
model consists of a person’s cognitionthat is, the knowlec

pérceptions that are acquired by a combinationrettexperience with

the attitude object and related informatioronf various sources. This
knowledge and resulting perceptions commonly takefarm of beliefs;

that is, the consumer believers that the attitumgect possesses various
attributes and that specific behavior will leadpecific outcomes.
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The Affective Component: A consumer’s emotions oreelings about a

particular product or brand constitute theffective component of an
attitude. These emotions and feelings are frequémthted by consumer

researchers as primarily evaluative in naturthat is, they capture an
individual's direct or global assessment ofe thattitude object (i.e. the
extent to which the individual’ rates the attitumigect as “favorable” or
“unfavorable,” “good” or “bad”).

The Co-native Component: Conation, the final @mponent of the tri-
component attitude model, is concerned with thelillood or tendency

that an individual will undertake a dgfiec action or behave ir
particular way with regard to the attitudsbject. According to some
interpretations, the co-native component y manclude the actual
behavior itself.

In  marketing and consumer research, tkhe-native component is
frequently treated as an expression of the consanméension to buy.

Buyer intention scales are used to assessittedihbod of a consumer
purchasing a product or behaving in a certain way.

MULTI-ATTRIBUTE ATTITUDE MODELS

Multi-attribute attitude models portray consumetstudes with regard

to an attitude object (e.g. a product, a service, @ause or an issue) as a

function of consumers’ perception and assessmehedfey attributes

or beliefs held with regard to the rtigalar attitude object. The
components of this type of attitude model inclutie: attitude-toward-

object model, the attitude-toward-behaviowodel, and the theory-of-
reasoned-action model.

The Attitude toward object: According to this mocel, the consumer’s

attitude toward a product or specific brands ofalpct is a function of

the presence (or absence) and evaluatioh certain product-specific
beliefs and/or attributes. In other wordsonsumers generally have
favorable attitudes toward those brandsat t they believe have an
adequate level of attributes that they evaluatgoasgive, and they have

unfavorable attitudes toward those brandsey feel do not have an
adequate level of desired attributes @ave too many negative or
undesired attributes.

The Attitude-Toward-Behavior Model: The attitude-toward-behavior

model is the individual's attitude toward actinglwmiespect to an object

rather than the attitude toward the eobj itself. The appeal of the
attitude-toward-behavior model is that is seenmtoespond somewhat

more closely to actual behavior than does ttitude —toward object

model.
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Theory of Reasoned Action Model: The theory of reasone
epiesents a comprehensive integration oftu@ét components into a
structure that is designed to lead to both bettplanation and better
predictions of behavior. Like the basic tri-componattiiude model, the
theory-of-reasoned —action model incorporatesognitive component,

an affective component, and a co-native comporentever, there are

arranged in a pattern different from that of thkedmponent model.

3.6 Strategies for Changing Attitudes and Intentios

Some strategies for influencing changes in conssiraditudes toward

certain behaviors have already been identifiediodiarchange strategies

are discussed collectively below. Although maawtdrs can influence

the consumer's choice among these aligesza one fundamental
consideration should be the degree ofinvolvdrtteat consumers are
experiencing with the product.

Low-Involvement  Strategies: Under low-involverant conditions
consumers are not likely to make brand choicetheiasis of attitudes
established through developing clearly foated beliefs about th
product or service. In essence, their rage is to low to Spe
tmwking about products and evaluatingenth in a rational and
deliberative fashion.

Consequently, on potential low-involvement stratewgy be to change
consumers’ attitudes by using peripheral cues encourage favorable
reactions toward advertisements used to promotbrdreds. Such cues

might involve wuse of pictures, color,ttractive spokespeople or
characters, creative placement of advertisemanpoaents, and music

in broadcast advertisements. Some of th®mv involvement strategies
include to: Link the product or service to andlwing issue; Link the

product to a presently involving personadituation; Develop higl
involvement advertisements; Change the itapoe of product
benefits; and Reveal or introduce important produiwracteristics.

High-Involvement Strategies: Potentially, a wvaety of strategies are
available for changing consumer attitudashder high-involvement
conditions. Before implementing such strategiesydwer, the marketer

must be clear on whether the attempt is to ghamonsumer attitudes
about the  brand, or whether it is to nge attitudes ab
whandripe brand. As consumer attitudes about\oeh toward brand

are more closely related to their intensio to purchase. Changes
behavioral intentions are related to desn in attitudes tow
trehavior and changes in subjective norms taltbe behavior. All of
these, in turn, are functions of their comgnts. These relationships
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suggest the following potential strategigShange existing beliefs
about the consequences of behavior; Change consusevaluation

of the consequences of particular actign. Introduce new
belief/evaluation combinations; Change existing nonative; Change
motivations to comply with subjective norms; and Introduce new
normative components.

You can proceed further, after working out thisreise
SELF ASSESSMENT EXERCISE

I. Define Consumer Attitude and explain the basmctions it
serves.
ii. Briefly explain characteristics of Consumeiitatie.

4.0 CONCLUSION

Within the context of consumer behaviour, an appten of prevailing

attitudes has considerable strategic merRttitude is a learned
predisposition to behave in a consistenfdywourable or unfavourable

way with respect to a given object such @®duct. Each element of
attitude is critical to wunderstanding whynd how it is relevant in
consumer behaviour and marketing.

5.0 SUMMARY

Consumer attitude is defined asthe way constmm, feel, and act
toward some aspect of our environment such ass s&ire, television

program, or product. Attitudes serve four key tiores for individuals:

attitude plays four important function of Knowlegg/alue-expressive,

Utilitarian and Ego-defensive. Consumer itates are developed
through Personal Experience, Group Associatiand Influential

Others. Tri-component attitude models and theltivattribute attitude
models provides a somewhat different petspge on the number of
component parts of an attitude and hoparts are arranged or
interrelated.

6.0 TUTOR MARKED ASSIGNMENT
Discuss the various sources of attitude development

Answer to Self Assessment Exercise 1

Consumer attitude is defined asthe way constmm, feel, and act

toward some aspect of our environment such ass s&ire, television

program, or product. Attitudes serve four key tiores for individuals:

Knowledge function: some attitudes serveimarily as a means of
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organizing beliefs about objects or atés such as brands &
shopping.

Value-expressive function: Other attitudes & formed and sen
@xpress an individual's central values d arself-concept. Utilitarian
function: This function is based on operamnditioning. We tend to
form favorable attitudes toward objects and aitigithat are rewarding

and negative attitudes toward those that are not.

Ego-defensive function: Attitudes are often formedand used to defend
our egos and images against threats and shortceming

Answer to Self Assessment Exercise 2

Attitudes have several important characteristiey tre; Attitudes Have

an Object: Attitudes must have an object. Thahisy must have a focal

point whether it is an abstract concemy a tangible iten
AtiededPirection, Degree and Intensity: Amttitude expresses how
person feels toward an object. It expresses dinedhie person is either

favorable or unfavorable toward, or for against the object; degree
how much the person either likes or dislikes theaband intensity-the

level of sureness or confidence of expressioniabeu object, or how

strongly a person feels about his oher conviction. Attituc
Buueture: Attitudes display organization, whiameans that they have
internal  consistency and possess inter-aitidd centrality. They also
tend to be stale, to have varying rdeg of salience, and
peneralizable. Attitude Are Learned: They depefrom our personal
experiences  with  reality, as well as onfr information fro
friadesiseople, and news media. They are also ddrimadboth direct and

indirect experiences in life.
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1.0 INTRODUCTION

In this unit, we explore the concept ofmiig and household as they
influence consumers’ behaviour. With the exceptibthose very few

people who are classified as hermits,stmoindividuals interact with
other people on daily basis, especiallyith members of their own
families. The family commonly provides thepportunity for product
exposure and trial and imparts consumption valoés members. As a

major consumption group, the family is also paime target for many
product and services.

2.0 OBJECTIVES

After studying this unit, you should be able to:
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* Define family and an household

* Describe traditional and modern family life cycle

» State variables affecting family purchase deaisio

 Describe the importance of family influences onsumer behaviour
3.0 MAIN CONTENT

3.1 Family and Household Defined

A family is a group of two or more persons relabglood, marriage, or
adoption who reside together. There are two maiasyf family nuclear

and extended family. The nuclear family is the irdrate group of father,

mother, and children living together. The eexted family includes the
nuclear family, plus tbher relatives, such as grandparents, le
andts, cousins, and in-laws. The family into whicme is born is called

the family of orientation, whereas the one d&théd by marriage is the
family of procreation.

Household is another term frequently used by markethen describing
consumer behavior. Household differs fromfamily in the
Hessehed all the persons, both relatednd unrelated, w
boaspyg uait.

3.2 Variables Affecting Family Purchase

Families have higher median incomes than do holgebecause of the

greater number of employed individuals in familiésr both families and
households, the four structural variables that ichparchasing decisions

most and that are therefore of primary intereshéoketers are the age of

head of household or family, marital statugresence of childr
anmployment stas. However, the way families make dedsi ca
better understood by considering sociolalgicdimensions such as
cohesion, adaptability, and communication.

Cohesion: Cohesion is the emotional bonding th&mily members have
toward one another. It is a measure of halwse to each ot
faenitpers feel on an emotional level.

Family adaptability: Family adaptability is the ability of a marita
tamily system to change its power dtiee;  role  relationshil
ggldtionship rules in response to sir@l and  developmer
Biaonly adaptability is measure of howellw a family can me
tiallenges presented by changing needs.

Communication: Communication isa facilitating dmension, critical to
movement on the other two dimensions. tResicommunication skKill
(such as empathy, reflective listening, and suppmor comments) enable
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families to share with each other their changingdseand preferences as
they relate to cohesion and adaptability.

3.3 Traditional Family Life Cycle

Traditional family lifecycles involves ninestages of Single, Newly
Married Couples, Full Nestl, Full Nest Il,IRNestlll, Empty Nest I,
Empty Nest Il, The Solitary Survivor, and The RediiSolitary survivor.

Single stage

Although earnings are relatively low, yheare subject to few rigid
demands, so consumers in this stageicalyp have substantial
discretionary income. Part of this income is usedurchase a car and

basic equipment and furnishings for their firsideace away from home-

usually an apartment. They tend to bwore fashion and recreation
oriented, spending a substantial proportion heirtincome on clothing,
beverages, food away from home, vacationssulei time pursuits, and

other products and services involved in the magisnge.

Newly Married Couples

Newly married couples without children are usublijter off financially

than they have been in the past and will be imtee future because the

wife is usually employed. Families at this stagéso spend a substantial
amount of their income on cars, clothing, vacati@msl their leisure time
activities. They also have the highest purchast and highest average
purchase of durable goods, particularly furniturd appliances, and other
expensive items, and appear to be more suskeptibadvertising in this
stage.

Full Nest |

With the arrival of the first child, some wivstop working outside the

home, and consequently family income idesl Simultaneously, the
young child creates new problems that change ey the family spends

its income. The couple is likely to move inteittfirst home, purchase

furniture and furnishings for the child, youa washer, dyer, and home
maintenance items, and purchase such productbaddaad, chest rubs,

cough medicine, vitamins, toys, wagonsleds and skates. These
requirements reduce family savings and the husbamdisvives are often

dissatisfied with their financial position.

Full Nest I
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At this stage the youngest child is six or ovlee, husband’s income has
improved, and the wife often returns towork outside @t
bomsequently, the family’'s financial pasiti usually improves.
Consumption patterns continue to be heavily infagehby the children as

the family ends to buy food and clegn supplies in larg
paekhges, bicycles, pianos, and educational lessons

Full Nest Il

As the family grows older, its financialposition usually contint
toprove because the husband’s income rises, thee wifturns to work or

enjoys a higher saly, and the children earn money
eowaisipmaint. The family typically replacesveal pieces of furnitur
purchases another automobile, buys several lupplaances, and spends

a considerable amount of money on health servicg®ducation for the
children.

Empty Nest |

At this stage the family is most satisfied witleitifinancial position and

the amount of money saved because incomecdmisiued to increase,
and the children have left home and are no lofigancially dependent

on their parents. The couple often makes home megonents, buy luxury

items, and spend a greater proportion of theirnmeon vacations, travel,

and recreation. This is mostly apply to Western M/tran Africans.

Empty Nest Il

By this time the household head has retiradd so the  cou
geffaly a noticeable reduction in  incomeExpenditures  beco
heaith oriented, centering on such items ascaédappliances, medical
care products that aid health, sleep, and digesiiah perhaps a smaller

home, apartment, or condominium in a more agreedinhate.

The Solitary Survivor

If still in the labor force, solitary survivorsilsenjoy good income. They

may sell their home and usually spenanore money
eoa@hiesy, and the types of health-aeeén products and service
mentioned above.

The Retired Solitary survivor

The retired solitary survivor follows the same gene
pattsumpévcept on a lower scale because hef feduction in income. |
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addition, these individuals have special needattention, affection, and
security.
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3.4 Modern Family Life Cycle

During recent vyears, many changes ine tHamily have occurre
particularly in smaller family size, postponemehinarriage, and rising
divorce rates. Thus, another conception loé tfamily life cycle, whic
includes such stages as divorced, single paredts@dle-aged married

without children, has been offered. This modernizedion is described

as consisting of the following groups.

I. Bachelor I: head is 18-34, single eer married, divorced,
separated, widowed), no dependent children.

ii. Young Couple: female head is 18-340uple (marriage or
unmarried), and no children.

iii. Full Nestl: female head is 18-34, coupheafried or unmarried),
youngest child under 6.

iv. Full Nest Il: female head is 18-34, couplenafried or unmarried),
youngest child 6 or over.

v.Single Parent |. head is 18-34, singigmever married, divorced,
separated, widowed), youngest child 6 or over.

vi. Single Parent |Il: head is 18-34, singl(never married, divorce,
separated, widowed), youngest child 6 or over.

vii. Bachelor Il: head is 35-64, singldnever married, divorced,

separated, widowed) no dependent children.

viii. Childless Couple: female head is -&@§ couple (married or
unmarried), and no dependent children.

ix. Delayed Full Nest: female head is5-G3l, couple (married ¢
unmarried), youngest child under 6.

X. Full Nest lll: female head is 35-64, couple (reat or unmarried),
youngest child 6 or over.

xi. Single Parent Ill: head is 35-64, youngestahbilor over.

xii. Bachelor Ill: head is 65 or older, single ey®r married, divorced,
separated, widowed), not dependent children.

xiii. Older Couple (Empty Nest): female Heas65 or older, couple
(married or unmarried), no dependent children.

The modernized family life cycle is based ge éof the female in the
household, if appropriate), which is traced thiotlie groups of young,

middle aged, and elderly. These various ages &eeted by two types of
critical events: (1) marriage and separation (pgrde or death), and (2)

arrival of the first child and depadur of the last chi
muakernizied family life cycle accounts for four helsld types over three
age groups through a person’s lifetime.
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3.5 Nature of Family Decision Making and Purchase &les

Family decision making is the process by which sleas that directly or

indirectly involve two or more family embers are made. Decision
making by a group such as a family differs in mamys from decisions

made by an individual.

Family purchases are often compared to organizati buying decision.

While this can produce useful insights, it fadsapture the essence of

family decision making. Organizations have e&y objective criteria

such as profit maximization that guidpurchases. Families lack such
explicit, overarching goals.

Most importantly, many family purchases areherently emotional and
affect the relationships between the family membEng process families

use to make purchase decisions and the outooitiesse process have
important impacts on the well-being of the indivatléamily members and

the family itself. Thus, while family decision mag has some things in
common with organizational decision making, it the same.

Family Purchase Roles

There are six roles that frequently occur in fgmilecision making. It is
important to note that individuals will lag various roles for different
decisions:

* Initiator(s): The family member who first recogas a need or starts

the purchase process.

 Information gatherer(s): The individual a@vh has expertise and
interest in particular purchase. Differenndividuals may seek
information at different times or on different asfgeof the purchase.

* Influencer(s): The person who influences dhernatives evaluated,
the criteria considered, and the final choice.

* Decision maker(s): The individual who makesfthal decision. Of
course, joint decisions also are likely to occur.

* Purchaser(s): The family member who abiu purchases the

product. This is typically an adult or teenager.
» User(s): The user of the product. For many prigitieere are multiple

users.

3.6 Marketing Strategy and Family Decision Making

Formulating an effective marketing strategy for lmasonsumer products
requires a thorough understanding of the familyisi@ae-making process
in the selected target markets with respect toghatuct.
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The family decision-making process often varie®s&market segments

such as stages in the family Ilife cya® social class. Theret
gsdential that marketers analyze family decisiokimgawithin each of the

defined target markets. Within each target matkete is the need to:

e Discover which family members are Iinvolvedt each stage of
decision process.
» Determine what their motivations and interesés ar

e Develop a marketing strategy that willmeet the needs
eagfarticipant.

Attempt the following exercise before proceedingtfar
SELF ASSESSMENT EXERCISE

I. Differentiate between Family and Household
ii. Discuss variables affecting family purchase

4.0 CONCLUSION

Family and Household are important not only foirtdeect role in the
consumption process but also for critical role theyform in socializing

children. The family household is therinfary mechanism where
cultural and social-class values and behaviouepetare passed on to

the next generation. Purchasing and consamppatterns are among
those attitudes and skills strongly influenceég the family. For many
consumers their family is their  primaryreference  group
aititudes and behaviours. The family is the prievget market for most

products and product categories.

5.0 SUMMARY

A family is a group of two or more persons relabgdlood, marriage,

or adoption who reside together. While,udehold describes all tl

persons, both related and unrelated, withh housing unit. T
dies make purchase decision are deted by cohesion,

adaptability, and communication. Traditional faniifgcycles involves

nine stages of Single, Newly Married Couples, Ndst I, Full Nest I,

Full Nest Ill, Empty Nest I, Empty Nest I, ThelBary Survivor, and

The Retired Solitary survivor. While, Faynil decision  making

thiecess by which decisions that directly iodirectly involve two or

more family members are made, family y pasix purchasing rol

Initiator, Information gatherer, Influencer, @son maker, Purchaser,

and User.
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6.0 TUTOR MARKED ASSIGNMENT
Critically analyze the Traditional Family Life Cyl
Answer to Self Assessment Exercise 1

A family is a group of two or more persons reldbgdlood, marriage, or

adoption who reside together. There are two maiasyf family nuclear

and extended family. The family into whicbne is born is called the
family of orientation, whereas the onestablished by marriage is the
family of procreation. While, household deses all the persons, both
related and unrelated, who occupy a housing uHibusehold is another

term frequently used by marketers when describamgemer behavior.

Answer to Self Assessment Exercise 2

The way families make purchase decisi@re determined by three
sociological factors; cohesion, adaptability, anthmunication.

Cohesion: Cohesion isthe emotional bonding that family members have

toward one another. It is a measure of holwse to each other family
members feel on an emotional level. Wamiadaptability:  Family
adaptability is measure of how well a famitan meet the challenges
presented by changing needs. Family adaptabilityeisbility of a family

system to change its power structure, role reiah@s, and relationship

rules in response to situational and veltlgmental stress.
Communication: Communication isa facilitating dimension, critical to
movement on the other two dimensions. tResicommunication skills
enable families to share with each othéeir changing needs and
preferences as they relate to cohesion and adbiytabi
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1.0 INTRODUCTION

Every consumer belongs to one group or the offtezir attitude and
perception towards products are shape by thituence of group they
belong. In this unit, we analyze thenportance of group in
understanding consumer behaviour in the marketplac

2.0 OBJECTIVES
After studying this unit, you be able to:

* Define social group and identify different typg#sconsumer social
groups

* Identify characteristics of a social group

 Describe reference group and its influence orseorer behaviour

3.0 MAIN CONTENT
3.1 Concept of Group

A group consists of people who have a sense dkbdriass as a result of

interaction with each other. Not evergollection of individuals is a
group, as the term is used by sociologists. Agtuale can distinguish

three different collections of people: gespations, categories, and
groups. An aggregation is any number @kople who are in close
proximity to one another at a givenme While, a category is any
number of people who have some particular attrguteommon.
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3.2 Classification of Group

Groups may be classified according to ramber of dimension
including function, degree of personal volvement, and degree
organization.

Group by Content of Function

Group can viewed from the content of thdunction. Group c
bategorized along such lines as studentsctory workers, churct
members, and so on. Actually, these are subtypid® major kinds of

groups that we encounter in a complex society, wbauld generally be
categorized along such lines as familgthnic, age, sex, politi
religious, residential, occupational, educatiomal ao forth.

Group by Degree of Personal Involvement

By using this criterion, we can identify two diféat types of groups:

primary and secondary. The  hallmark o& primary group
therpersonal relationships take place usuallyamefto-face basis, with

great frequency, and on an intimate levEhese groups have shal
norms and interlocking roles. Families, orkv groups, and even
recreational groups (if individuals havesome depth of personal
involvement) are examples of such groups.

Secondary groups are those in which the relatiprestmong members is

relatively impersonal and formalized. Thismounts to a residua
category that includes all groups that are niobgry, such as political

parties, unions, occasional sports groupAlthough such groups
secondary, the interpersonal relationships tbatur may nevertheless
be face-to-face. The distinction lies in the latkntimacy of personal
involvement.

Group by Degree of Organization

Groups range from those that are radBti unorganized
Righdyured forms. This continuum are  usuallyn@ify into two types:
formal and informal. Formal groups are those hwidefinite structure

(for example, they may have a president, viceigeas, secretary, and
treasurer). They are likely to be selmop groups designed ftc
accomplish  specific goals, whether econpmisocial, political, or
altruistic. Informal groups are typically primaryogips, characterized by

a relatively loose structure, a lack of clearlyided goals or objectives,
unstructured interaction, and unwritten rulescdmse of the extent of
their influence on individuals’ values and actiegj informal groups are

probably of greater importance Iin seekin@ understand consun
behavior.
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3.3 Group Properties

In order to understand the nature of groups hetter need to examine
several other important concepts, includingtatus, norms, role,
socialization, and power and their significancedonsumer behavior.

Status

Status refers to the achieved or ascribed pasitio an individual in a
group or in society, and it consists of thights and duties associated
with that position. Status also may refer to s@meiping on the basis

of age or sex, family, occupation, and friendshigammmon interest.

Norms

Norms are the rules and standards of conduct bhghwgroup members

are expected to abide. For informal uggy norms are generally
unwritten but are, nevertheless, usualyuite well understood. For
example, as a general manager for a large finansi#ution, such as

First Bank Nigeria Plc, you might be expected ¥e in a certain area of

town, drive a certain type of car, and sdrewell. Behavior deviation
outside these latitudes might result islower advancement in the
organization. Thus, as employees or consumersfter eadily know

what we can and cannot wear, drive, say; eat, ath sin order to be

well accepted within the relevant groups.

Role

This term isused to designate all of thehdvior patterns associated
with a particular status. Role is thdynamic aspect of status and
includes the attitudes, values, and behaviotrizesd by the society to
persons occupying this status. The social stractpartially prescribes

what sort of role behavior is acceptable and thiugtus expected. For

instance, an upper-class husband who is a suctphgkician may feel

that in his position he is expected to drive apessive car, live in an

exclusive neighborhood, dress in fashiomabtlothes, and give
generously to charities. Conversely, a loalass husband who is an
assembly-line worker may feel comfortable in a iolevhich he drives

a pickup truck, lives in abungalow, wear jeand boots, and drinks

beer with his friends.

Role has a strong, pervasive influence on aetivities as consumers.

For example, other people have expectations regptide products we

buy to meet the needs of our roles. Just a feWwenfrtany consumption

decision directly affected include the pkceve shop, the clothes we
wear, the cars we drive, the house in which we bBwvel the recreational
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activities we engage in. marketers, therefore, meliwiduals play their

roles by providing the right costumes and propset used in gaining
accetance by some group. Again, it's the Bglm of produc
thavide so much of the satisfaction that accruas fa product.

Socialization

Socialization refers to the process by whiclnew member learns the
system of values, norms, and expected behavicrpatof the groups

being entered. When a new student arrives on aversity campus, she

or he soon learns from fellow students what iseetgd in the way of

dress, eating patterns, class attendance, extriatdar activities, and so

on. Residents new to a neighborhood nsotearn what patte
erpected in the group concerning home maint=ia learn lawns and
landscaping, interior decoration, entertgninand so on. Thus,
individuals are continually engaging inhet process of socializat
(although it is more intense at an Iyear age) as th
grmapsiter thagdw have an impact on their ivesl Consum
Humiafiration the process by which individuals @egskills, knowledge,

and attitudes relevant to their effective functi@nas consumers in the
marketplace. This is particularly relevant to yomegple, although, as

an ongoing process, it has usefulness inerothituations, too, as was
indicated above.

Power

Groups have power to influence their mbers’ behavior. Variol
sources of social power may be opesativin different soc
gitoapions: reward power, coercive powelegitimate power, expert
power, and referent power. Marketers seek to wessetforms of power

to influence consumers.

Do attempt this exercise before proceeding
SELF ASSESSMENT EXERCISE |

What is a group? Enumerate the ideal properti@sgrbup.
3.4 Concept and Types of Reference Groups

Reference groups are those an individuakes (that is ref
tteriining his /her judgments, beliefs, and badravihese may be of a
number of types, as explained by the following silésation system.

Membership versus Non-membership: Membership group are those
to which the individual belong. Membepshiin some groups i
automatic by virtue of the consumer’s age, sducation, and marital
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status. Before acting a consumer might considdether purchase or
use of a product would be consistent with his orbke as a member of
one of these groups, such as tribal associationitmgse

Positive versus Negative: Reference groups canalse classified as to

whether they attract or repel the indiidl. For instance, a positive
reference group forthe upwardly mobile consumay be the “sport

club crowd” in that city. There are negativgroups, however, that a
person attempts to avoid being identifiedith. For example, an
individual who is trying to succeed as a new ag@ment trainee may

attempt through her speech, dress, and manneiestisassociate her-

self from her lower-social-class background indepto have a greater

chance of success in her job.

Reasons for Accepting Reference-Group Influence

Generally, consumers accept reference-groupanfie because of the
perceived benefits in doing so. It has been sugddkat the nature of

social interactions between individuals |wilbe determined by the
individual's perception ofthe profit of theinteraction. An interaction
situation may result in rewards (such dsgendship, information,
satisfaction, and so on) but will alsxact costs (lost time, money
expended, alternative people and activitiexriced). The difference
between these rewards and cost, thatis, thieproft from the social
exchange, individuals will attempt to maximize ushindividuals will

choose their groups and interact withenmers based upon their
perception of the net profit of that exchange,eathan rewards or costs

alone.

3.5 Nature of Reference Group Influence

Consumer’'s conformity can be shaped ligree different types of
reference group influences: informational, nornm@aawd identification.

It is important to distinguish among thesges, since the marketing
strategy required depends on the type of influemoalved.

Informational influence: Informational influence occurs when an
individual uses the behaviors and opinions of ezfee group members

as potentially useful bits of informationThis influence is based on
either the similarity of the group’s membeto the individual or the
expertise of the influencing group member. Tlaugerson may notice

several members of a given group using a partidukand of coffee. He

or she may then decide to try thdirand simply because the
svidence (its use by fiends) that it may be a dwadd. Or, one may

decide to purchase a particular brand nodd computer because of
friend who is very knowledge able aboutomputers owns or
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recommends it. In these cases, conformity is teeult of information
shared by the group members.

Normative influence: Normative influence somémes referred
gglitarian  influence, occurs when an ivdual fulfils group
expectationsto gain a direct reward ortooidava sanction. One may
purchase a patular brand of clothing to win apprbvafron
golkeagues. Or you may refrain from wearing theéedafashion for fear

for teasing by friends. The essence @formative influence
thresence of a direct reward or sanction.

Identification influence: Identification influence also called value
expressive influence occurs when individualhave internalized the
group’s values and norms. These then guide theidual’'s behaviors

without any thought of reference groupsanctions or rewar
nedvidual has accepted the group’s walueas his or her o
iNdevidual behaves in a manner consistenvith the  group
balmsse the individual's values and the group’sesbre the same.

3.6 Reference Group Marketing Strategies

Marketers use all three types of refeee group influence wh
developing advertisements. Informational uefice in advertising
typically show members of a group using a produidt) the message

that if you are or want to be in a group suchha&sdne, you should use

this product. However, the reason is not becaugenyibbe accepted or

rewarded by the group members for using it or gnedgor not using it.

Rather, the message is that “these types of pdiagle this brand to be

the best; if you are like them, you will too.”

Normative group influence involvesthe explioir implicit suggestion
that using (or not using) the brand will resultmembers of a group you
belong to or wish to join rewarding (punishing) y@ne reason for the
reduced use of this technigue is the ethical gquestaised by implying
thata person’s friends would base their reasttorthe individuals on

his or her purchases.

Identification influence is based on thdact that the individt
ldernalized the group’s values. The advertisirsliia to demonstrate

that the advertised product is consistent vinéh tgroups and therefore

the individual’'s values.

Attempt this exercise

SELF ASSESSMENT EXERCISE 2

Identify different types of group you know.
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4.0 CONCLUSION

Almost all consumer behaviour takes place iwitla group setting. In
addition, groups serve as one of thimary agents of consumer
socialization and learning. Therefore understantimg groups function

Is essential to understanding consumer behaviour.

5.0 SUMMARY

This unit analyze the concept of grouwithin the from consumer
behaviour perspective. Group consists of peopleo have a sense of
relatedness as a result of interactionhwdach other. Status, Norms,
Role, Socialization, and Power are theseetal features of a social
group. Reference groups are those an individual (ikat is refers to) in

determining his /her judgments, beliefs, and biitaiReference group

factors that influence Consumer’s conformity anapshtheir behaviour

include; informational, normative and identificatio

6.0 TUTOR MARKED ASSIGNMENT
Discuss the degree of reference influence on coesbghaviour

Answer to Self Assessment Exercise 1

A group consists of people who have a sense dedrlass as a result of
interaction with each other. Group featureincludes; Status, Norms,
Role, Socialization, and Power.

Answer to Self Assessment Exercise 2

Groups may be classified according; fiomgt degree of personal
involvement, and degree of organization. Grocgn viewed from the
content of their function. Group can beategorized along such
functional lines as students, factory keos, and church members.
Group can be categorized in according Degree of Personal
Involvement. By using this criterion, two differegpes of groups can

be identified: primary and secondary. The hallnarl primary group

is that interpersonal relationships takglace wusually on face-to-face
basis, with great frequency, and on an intimatelleésecondary groups

are those in which the relationship B0 members is relatively
impersonal and formalized. Group may also be caizgg by Degree of
Organization. Groups range from those that ard¢ivelg unorganized to

highly structured forms called formal and inforrgabup respectively.
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1.0 INTRODUCTION

The concept of social class can beefuls to the markete
fgrderstanding consumer behaviour and plottieg marketing strategy.
This unit examines the influence of social class@msumer behaviour.

2.0 OBJECTIVES

After studying this unit, you should be able to:

 Describe the concept and meaning of social class

« State essential characteristics of a social class

* Describe social class categorization and measmem

* Identify problems associated with measuring aadatass

3.0 MAIN CONTENT
3.1 Social Class Defined

Social class refers to grouping of peoplwho are similar in their
behavior based upon their economic position in tinarket place. Class

membership exists and can be described as aistdttstegory whether

or not individuals are aware of their common situat

3.2 Variables of Social Class Research

The scientific study of social stratification lexthe emergence of nine
variables as most important in the atre of sociological and other
research concerned with social class. s&henine variables were



MKT824 CONSUMEFR
BEHAVIOUR

identified in an influential synthesis of sociédss research grouped in
the following manner:

Economic variables: Occupation, income, and wealth are C
gripoalance because what a person does for a Inohgnly determines

how much the family has to spend, bug extremely importe
pretermining the preference given to family memb@éftealth is usually

a result of an accumulation of past meo in certain forms st
awnership of a business or of stocks and bonddthvisahe source of

future income which may enable a family ftoaintain its high socia
class from generation to generation.

Interaction variables: Personal prestige, associaih, and socialization

are the essence of social class. People Hagh prestige when other
people have an attitude of respector preferetc them. Prestige is a
sentiment in the minds of people who may radivays recognize it is
there. For consumer analysts, prestige is studiéaa ways: by asking

people about their attitudes of respect towanrtthers and by watching
their behavior in such things as imitation of ltffdes and product usage.
Association is a variable concerned with everydagtionships. People

have abse social relationships with people whd&keli to do i
gaings they do, in the same ways, and with whomn thel comfortable.

While, socialization is the process by hic an individual lea
ghdlls, attitudes, and customs to participate e thfe of the community.

Much of the sociological research hasonctuded that soc
beisgvior and values are learned early the life cycle. T
plesitions of the parents are clearly differentiatedhildren by the time

they have reached adolescence, not only for lb@$iavior patterns but
personality variables that vary by social clashsagself-esteem.

Political variables: Power, class conscionsss, succession and
mobility are important to understandinghet political aspect of
stratification systems. Power is the potentiahdlividuals or groups to

carry out teir will over others. While this variables icentral in th
analysis of many theorist of social class, dfifess direct interestto
marketers.

Class consciousness refers to the degree twhich people in
stadalare aware of themselves as a distinctivepgaatln shared political

and economic interests. As people become more grongcious, they

are likely to organize political partiesirade unions, and othel
associations to advance their group interests. fsares often state they

are not class conscious and thus, advertisingawitinect class appeal

may not be well received. However, empirical samgatal research as

well as observation of marketing patterns revéads Americans behave

with a great deal of class consciousness.
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Succession and Mobility is a dual concepelated to the stability or
instability of stratification systems. Successioafers to the process of
children inheriting the class position of their gats, such as : becoming

Emir, Oba, Bale, Chief, etc Mobility refers to tcess of moving up

or down relative to their parents. When mapilioccurs in an upward
direction, the possibility exists that consumerl meed to learn a new

set of consumption behaviors-products and dsathat are consistent
with their new status.

3.3 Determinants of Social Class

Consumer social class is function of nyna factors some of which
include the followings;

Occupation

When strangers meet, a question often asked isatWhd of work do

you do?” This question provides a good clue to thacial class of the
individual. Consumer analysts consider occopatias the best single
indicator of social class. The work consumels greatly affects their
lifestyles and is the single most important b&sisaccording prestige,

honor, and respect.

Personal Performance

A person’s status can also be influenced by hearosuccess relative to

that of others in the same occupatipn-lan individual's personal
performance. Personal performance also ingohagtivities other than
job-related pursuits. A reputation as a good matiher good father may

contribute to one’s status.

Interactions

People fell most comfortable when thegre with people of similar
values and behavior. In such an approagroup membership and
interactions are considered a primary determinaht a person’s social

class. Although interactions are probablthe best validity check In
social class research, they are not as lusafuvariable as occupation,
because of the difficulty in measuringocial interactions. Social
intimacy is an expression of social equality evesugh the interactions

may be difficult to measure.

Possessions

Possessions are symbols of class membershipentt the number of
possessions, but the nature of the choicesle. The most important
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possession decision reflecting a family’s abcclass isthe choice of
where to live. This includes both thdaype of home anc
trghborhood. Other possessions that serve asatodscof social status

include club memberships, preferred fumeitu styles, clothing, and
appliances.

Value Orientations

Values-shared beliefs about how peopleoulsh behave-indicate th
social class to which one belongs. Whea group of peoj
shemgiom set of abstract convictions thairganize and relate
lawgder of specific attributes, it is possible ttegarize an individual in

the group by the degree to which he or she poss#dssee values.

3.4 Consumer Behaviour and Social Class Categorizan

Consumers appear to be able to classify brapdmtlicts and services

according to perceived social class usEhese social classes
explained below:

Upper Class: Consumers in this category can be su
tipjerydUpmpetis and Lower-Uppers.

Upper-Uppers: The consumption patterns of  pper-uppers ar
diffarent from those of other classes. Althoughemge is frequently no

object, they do not purchase in order to imprelsrst They tend to be
conservative in their consumption, buying relagvielv goods, and use

more services than goods. One reason th@ir low consumption
goods is that many of their belongings are passddrm generation to
generation.

Lower-Uppers: The consumer behavior of olver-uppers ma
bharacterized as oriented strongly towabnspicuous consumption.
Their purchase decisions are geared toward odsimating wealth and
status through such items as expensive cars, éstgees, and expensive

jewelry amongst others.

While the upper class may be a significant maidemany high-price
luxuries, for most new-product introductions thisup can be largely
ignored. However, they may be used effectivelyedsrence groups in
advertising to those below them and dones their use
peotiiats will “trickle down” to the other socialadls groups.

Middle Class: The middle class is madeup of UpperMiddle
¥Warking Class.
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Upper-Middles: This group purchases a far greater amber of products

than any other class. Because they awccessful, their purchase
decisions reflect strong social implications. Tgb their consumption

they want to project an image of ®&ssc and achievement. Their
purchases emulate higher strata and are a dispfaytheir success, not

only for their peers but for other lower on theiabscale. Because they

purchase higher-quality products and attemptdpldy good taste, they

are frequently termed the “quality market”.

Working Class: The working-class world tends tdoe more limited in

both direct and vicarious experiences, which ikotéd in consumption

patterns. Expenditures are concentrated intorfew@&tegories of goods

and services. The working class is moe®ncerned with immediate
gratification than are middle-class fans)ie but avoid spending their
money in ways that are considered “out-ot@la Their spending is
centered more on the interior-exterior intereghefr house.

Although working-class consumers’ behaviaesembles middle-class
behavior in hard goods spending, their pgfpares for services lag
behind and are also lower. Some of the reasonsstegyfor the lack of

service-oriented consumption among the workiclgss in comparison

with the middle class are that they tend to be -itdmurselfers”; their

expenditures for children’s education are muchllemathey are more

likely to spend their vacation at home orsiting relatives, saving on

motel and transportation costs; they dwt frequent expensive
restaurants, but tend to consume themeals away from home with
relatives.

Lower Class: This groupis one that buyslarggl on impulse. Lower
class represents an attractive segment foanufacturers of food
products or other frequently purchased items, anddrtain durables.

Lower class spending behaviour can be cridesi as “compensatory
consumption”.

3.5 Social Class Measurement

Generally, three  methods have been identified mieasuring consumer
social classes. They include; subjective methquijtegion method and
objective method.

Subjective  Method: In this approach, individials are asked to rank
themselves in the social-class hierarchy. Howedwarause most people

are reluctant to categorize themselves as eiwezrior upper class, the

middle class ends up with an unrealistically lasshare.

Reputation Method: This approach asks members & community to
rank each other in the status system. Becausertstinust know each
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other in order to rank each other, sthapproach is limited
somahunities and, therefore, cannot be widely usechérketers.

Objective  Method: Individuals are ranked @ the basis
objesitive factors (such as occupation and educadioa are positioned
accordingly in the sociagkatus hierarchy. For the marketer
geeking only suggestive evidence of class’s impac product area, a
simplified, proxy measure is acceptable.

3.6 Problems of Social Class Measurement

In spite of the many approaches used to measuia stasses, there are

a number of problems with the concept of doing. thiee following are

a few of the problem areas often a@ssed with social-class
measurement done by marketers.

* The ranking of social class based simplgon an average of th
persons position on several status dimensionBhis ignores
inconsistencies which arise from an individualkiag high on one
dimension but low on another.

* A person’s social class is assumed to be stabtethus the effects
of mobility are ignored.

 An individual identifies only with the social &s in which she or he
Is categorized, thus ignoring referencaigro effects from other
classes.

* The social class of an entire family may be measby examination
of characteristics of only the adult male wagarner, thus ignoring
characteristics of other family members.

SELF ASSESSMENT EXERCISE

I. Explain the concept of Social Class and idgrttibse variables
that determine consumer’s Social Class status.
il. How can Consumer Social class be measured?

4.0 CONCLUSION

Social class defines consumer status etreith in terms
pedapatamce or eventhe group from which hee/dbelongs. Marketers
need to understand the grouping of these classbthe bases in order

to be able to designing an appealing market sglydteat satisfied their

needs and wants.
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5.0 SUMMARY

In this unit we discuss the concept as well asrtkaning of consumer

social class that is the people who are similar their behavior based
upon their economic position in the market pl&everal factors have

been identified as determinants socialasl such as Occupation,
Personal performance, Interactions, Possessions aN@lue Orientations.

In  measuring consumer social class three methads hbeen identified

that include; subjective method, reputatiomethod and objective
method.

6.0 TUTOR MARKED ASSIGNMENT

Enumerate problems that are likely to be encoudtereneasuring
consumer’s social class.

Answer to Self Assessment Exercise 1

Social class is defined as grouping of peoplBo are similarin their
behavior based wupon their economic pwsitiin  the market place.
Several factors have been identified as deternmsnaifinal consumer’s

social class. These include:

Occupation: Consumer analysts consider ocaupats the best single
indicator of social class. The work consumels greatly affects their
lifestyles and is the single most important b&sisaccording prestige,

honor, and respect.

Personal Performance: Consumer’s social clasalsa be influenced

by her or his success relative to that of othethénsame occupation-by

an individual's personal performance. Peaso performance also
involves activities other than job-related pursultseputation as a good
mother or a good father may contribute to one'tista

Interactions: People fell most comfortable whery thiee with people of

similar values and behavior. In such an apgip group membership

and interactions are considered a primadeterminant of a person’s
social class.

Possessions: Possessions are symbols of classansripbnot only the

number of possessions, but the nature of theices made. The most
important possession decision reflecting amiligs social class is the
choice of where to live. This includes both tiygpe of home and the
neighborhood. Other possessions that serve astodsoof social status

include club memberships, preferred fumeitu styles, clothing, and
appliances.
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Value Orientations: Values-shared beliefs oudb how people should
behave-indicate the social class to which one Igslowhen a group of

people share a common set of abstract cbows that organize an
relate a large number of specific attributes, fiassible to categorize an
individual in the group by the degree to whichoneshe possesses these
values.

Answer to Self Assignment Exercise 2

Three  methods have  been identified  fomeasuring  consun
slasaes; subjective method, reputation method bjetiive method.

Subjective  Method: In this approach, imdinals are  asked
thakiselves in the social-class hierarchy. Howéwverause most people

are reluctant to categorize themselves as eilesrior upper class, the

middle class ends up with an unrealistically lssbare.

Reputation Method: This approach asks memb#rsa community to
rank each other in the status system. Becausertstinust know each

other in order to rank each other, sthapproach is limited
sorathunities and, therefore, cannot be widely usechérketers.

Objective  Method: Individuals are rankedn othe basis of certa
objective factors (such as occupation and edudadiod are positioned
accordingly in the sociagkatus hierarchy. For the marketer
geeking only suggestive evidence of class’s impac product area, a
simplified, proxy measure is acceptable.
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1.0 INTRODUCTION

Marketing across the culture is a difficult ardibenging task. In this

unit we identify the role and usefukmesof cultural analysis in the
development of marketing strategies. Frothe definition to
characteristics and basic cultural valuet)is unit stresses the
significance of culture in understanding human beha.

2.0 OBJECTIVES
After studying this unit, you should be able to:

» Describe Meaning of culture and its essentialiess.
» Describe nature of cultural values and how iflsience consumer
behaviour.

 Describe cultural changes and its implicationsinategic marketing
practices.

3.0 MAIN CONTENT

3.1 Concept and Nature of Culture

Culture referstoa set of values, ideas, atdfaand other meaningful
symbols that help individuals communicate, notet, and evaluate as
members of society. Culture does not luohe instincts, nor does it
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include idiosyncratic behavior occurring asne-time solution to
unique problem.

Culture provides people with a sense of identity an understanding of
acceptable behavior within society. Som&f the more important
attitudes and behaviors influenced by culture laefollowing; Sense of

self and space; Communication and languagPress and
appearance; Food and feeding habits; Time and timeonsciousness;
Relationships (family, organizations, government,te.); Values and

norms; Beliefs and attitudes; Mental procesand learning; Work
habits and practices.

The purpose of our discussion on comsumbehaviour and no
withstanding the diversity of the concept, cultca® be defined as the

sum total of learned beliefs, values, and custdrasgerve to direct the

consumer behavior of members of a particular spciet

In other words, Culture is the complex whole tthacludes knowledge,
belief, art, law, morals, customs, and any otagrabilities and habits
acquired by humans as members of society.

Several aspects of culture require eldimr. First, culture is
comprehensive concept. It includes almost evergtthat influences an
individual's  thought process and behaviors. Whibellture does n
determine the nature of frequency of biologicavesi such as hunger or

sex, it does influence if, when, and how theseedriwvill be gratified. It

not only influences our preferences but how we nuEasion and even

how we perceive the world around us. Secoadlture is acquired. It
does not include inherited responses apdedispositions. However
since much of human behavior is learned rather ithaate, culture does

affect a wide array of behaviors.

Third, the complexity of modern societies is hsuthat culture seldom
provides detailed prescriptions for appropriateavatr. Instead, in most

industrial  societies, culture supplies lanes within  which  most
individuals think and act. Finally, the na&u of cultural influences i
such that we are seldom aware of them. One behtheks, and feels

in a manner consistent with other members of theesaulture because

it seems “natural” or “right” to do so. The influsof culture is similar

to the air we breathe; it is everywhere and is galygtaken for granted

unless there is a fairly rapid change in its nature

3.2 Basic Characteristics of Culture

Although the definitions of culture presented egiréire excellent, they
seek to characterize culture in only afew \gottis evident thatthe
concept is difficult to convey clearly in any defion. However, despite
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the challenges involve in defining the coricemany social scientists
agree that the following features are essential.
Culture is invented

Culture does not simply “exist” somewhere itivg to be discovered.
People invent their culture. This inventi consists of three
interdependent elements: (1) an ideological compipiieat consists of

the ideas, beliefs, values and ways of reasonmighilhiman beings learn

to accept in defining what is desirabland undesirable; (2) a
technological component that consists of the Issldtafts, and arts that

enable humans to produce material goodserived from the natural
environment; and (3) an organizational compofsnth as the family

and social class)that makes it possible fondms to coordinate their
behavior effectively with the actions of others.

Culture is learned

Culture is not instinctive, but is learned ipeing early inlife and is
charged with a good deal of emotion. The greahgtheof this cultural

stamp handed down fromone generationto anwlseich thatat an
early age, children are firmly imbued with theittare’s ways of acting,
thinking, and feeling. This obviously has importanplications for the
behavior of consumers because these preconddidhat behavior are
molded by their culture from birth.

Culture is Social Shared

Culture is a group phenomenon, shared bhyman beings living In
organized societies and kept relatively unifornsbygial pressure. The

group that is involved in this sharing may rangerfra whole society to

a smaller unit such as a family.

Cultures are Similar but Different

All  cultures exhibit certain similarities.For example, each of the
following elements is found in all sewes: a calendar, cooking,
courtship, dancing, education, family, gessur government, housing,
language, law, music, and religious tituaThere is, however, great
variation from society to society in natud each of these elements,
which  may result in important consumer-hwbra differences around

the world.

Culture is Gratifying and Persistent

Culture satisfies basic biological needss awell as learned needs. It
consists of habits that will be maintained andfaeted as long as those
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who practice them are gratified. Because bis tgratification, cultural
elements are handed down from generation to gemerdhus, people

are comfortable doing things in the customaryy,vwgach as traditional
marriage found in Nigeria.

Our thorough inculcation with culture causes ip&ssist even when we
are exposed to other cultures. No matter whereona gvhat we do, we
cannot escape our cultural heritage.

Culture is Adaptive

In spite of our resistance to changeultures are gradually &
continuously changing. Some societies are quiteswith a very slow

rate of change, while others are more dynamic, wetly rapid changes

taking place.

Culture is Organized and Integrated

A culture “hangs together” that is, its parts digéether. Although every
culture has some inconsistent elements, it tenfteio a consistent and
integrated whole.

Culture is Prescriptive

Culture involves ideal standards or patterns ot so that members
of society have a common understanding of the agldtproper way to
think, feel, and act. Norms are society’s rulegudelines specifying
what behavior are appropriate or inappropriatavemgsituations.

3.3 Concept and Types of Cultural Values

From sociological perspective, cultural uwal can be defined

fidely held belief or sentiment that n®o activities, relationship:
feelings, or goals are important to the camity’s identity or well-

being.” In a psychological vein, Milton Rokeach defines val
asntrally held and enduring beliefs thatguide actions a
actgewegpecific  situations and beyond immediasésgo more ultimate

end states of existence. Values, theseforproduce inclinations t
respond to specific stimuli in standard ways. Tibaha specific behavior

iIs expected to either help or hinder thattainment of some va
group of values. Consumers, then, are motivateth¢gage in behaviors

designed to enhance the achiment of certain values and to &
those behaviors perceived to hinder thattainment of cert:
sttes.
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Values are cultural determined; this means thiegy are learned from
social interaction, largely from our families amebhds in settings such

as schools and places of worship such as mosqdesharches. Values
strongly influence consumer behavior; evenugfio specific situations
may dictate slightly different actions, overallthés much similarity in
consumer behavior within a given culture, suchndastes, methods of
shopping and so forth.

It is crucial for the marketer to understand sgtsdbasic value structure

so that strategy decisions do not fly irhe tface of ingrained cultural
patterns. It is much easier to harmonize with thlauce than to attempt

to change fundamental cultural values.

Types of Cultural Values

Values transcend specific objects and situatiohsyeal with modes

of conduct (termed instrumental valueshd a end-state of existence
(called terminal values). That is, an individualontas a “value” has an

enduring belief that a particular mode of conduatd-state existence

is preferable to some other mode of conducenodrstate of existence.

Values serve as standard or criteria that tellavs to act, what to want,

and what attitudes to hold, and they ovaellus to judge and compare
ourselves with others.

3.4 Dimensions of Cultural Values; A Case of Unite®tates

Each culture has what may be termede covalues, which are the
dominant cultural values that people ptcewith little question. In
America, although valuesare not always aiwior easy to analyze,

there are major patternsthat can be ifietti This is no to say that
“American values” are exclusive to th&nited States, or that all
Americans share them. However, the Am@ric value system is
appreciably different from those of somether culture, and most
Americans do subscribe to the culture pattern dsesetibelow.

Individualism This value is complex and closely irgrrelated with such

things as freedom, democracy, nationalism, andagpam. It is founded

on a belief in the dignity, worth, and goodnesghefindividual. People

have freedom; that s, they are indepehderom outside constraint.
However, they are not freed from all social restsabut are to act as

responsible agents.

Time Americans place a very high priority on time and believe that
efficiently conserving time is a signdmt asset. However, many
cultures value a decelerated relaxed lifestyle plates more worth on

relationships. An American who tries tdorce members of another
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culture to conform to his tempo may offend them kmse their business
as obtained in Nigeria.

Thought and Communication Patterns: Americas’ speech and
thought behavior is direct, or linear, whereasoms other cultures it is

more circuitous. In  “lowcontext” cultures such as the United Sfe
communication depends mostly on explicéxpressions, orally anc
through reports, contracts, and other ttemi messages. In contr
“high-context” cultures do business morslowly because

communication depends more heavily othe context of verl
andverbal aspects of the situation. Thum Japan it may tal
considerably longer to transact busines®cause the people
kamow more about each other before a businessaesip develops.

Personal Space: Ideas about the distanceone should maintai
fgrapther in face-to-face interaction may vary amoumgures. Americans

typically become uncomfortable when someonevdites” their space,
by engaging in close conversation or by tougthem onthe arm or
shoulder. Conversely, Arabs and Africans whare comfortable with
closer conversational distances may feel rejecyatidolarger personal

space habits of Americans.

Materialism and  Achievement: Americans are preoccupied  witl
gmore and/or bigger is better” mentality, whicquates success with
material wealth. Another culture may place ditthlue or significance

on possessions and view such flaunting of wealthulggar, greedy, and
disrespectful. Rather than achievement, themo culture may stress
guality of family time and relationships asstanbols of success and
prestige.

Family Role: American families illustrate eqality and share
vahdle, in many other societies, family roles aegwtraditional. In such
societies, with males holding preeminent pos#jaghe husband is the
provider and the wife supervises the household.

Religion: While Americans are a religious people, religion  doe
gdominate their daily lives as it doeamong some cultures, ¢
Asabs. Arab daily routines revolve aroundayar times and religious
holidays and events. “It was Allah’s will” is givexs the explanation for

major disasters. In an environment where religiovegns business and

social practices, foreign business peopfeust respect their host
customs, such as those pertaining to praged diet. Moreover, an
changes threatening religious and culturphtterns will encounter
resistance from religious and government leaders.
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Competitiveness and Individuality: Americans encotage and reward
individual ambition as a natural and desired tkdg@wever, many other
cultures value modesty, team spirit, collectivaypd patience. Thus, an
aggressively competitive and individualistic denwadny Americans in

their interpersonal verbal communicationgdvertisements, physical
gestures, status symbols, and so forth represaatceptable behavior

in those cultures.

Social Behavior: Americans view noisy eaty and belching as
unacceptable behavior, while in some other culttireg are expected as

evidence of satisfaction. Conversely, barav Americans accept as
innocuous, such as showing the sole of one’s tming the left hand to

deliver an object, or speaking first, m&e deemed inappropriate in
other cultures.

3.5 Cultural Change and Implications for Strategic
Marketers

The valuesare not fixed or static, but iadteare dynamic, changing
elements of our culture. Cultural change may coatut slowly in an
evolutionary manner, or a culture may changgidly, which tends to
place more stress on the system. The marketesneeshderstand that
cultures do change and to appreciate the implieatibis may have for
consumer behavior.

Implications of Cultural Change for the Strategic Marketer

As cultural changes mold new consumers in teriniseir behaviour,

they have significant implications for mya aspects of marketing
strategy. These include; product-planning, distidn, advertising, and
market-segmentation decisions.

Product Planning: Assessing consumers’ presenhd emerging value
orientations can help the marketer identifgwn product opportunities
and achieve better product positioning among coesis@gments.

Some value segments contain many consumerd, this suggests that
products can be positioned by designing thétm vwattributes that are
related to the global values distinguighi that particular market
segment. Contemporary marketing offerings requperiodic audits of
product and service lines to determirfeow well they satisfy the
complex needs and wants of changing consumers.

Distribution Channels: Changing consumer-value syem may lead to
different shopping patterns, and new outlets negdressary to reach
consumers. For instance, the “ego-involved”, f-gedtifying values of
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the marketplace offer many retailing challengas @pportunities. For
time-pressured consumers, retailers may offer menoatalog shopping
or toll-free telephone ordering of merchandiser&tanay use discounts
and special offers to shift unemployed consumeuddftgpeak hours in
order to expedite shopping by the most time-impisthed consumers.

Promotion: New approaches in copy and asiork are calle
fmmninnicating memorably and persuasively with chrapgonsumers.

There are a number of ways that advertising is ngto appeal to the

value of this new society: defiance of social tafjanore informative

copy; more true-to-life vignettes ; more advertisiig that names and

debates competitors; more advertising segmed toward the
higher-educated, higher-income groups; more advertising that
frankly acknowledges mounting public cynicism about adverting;
greater stress on ecology; more advertign that realistically
paternalistically, acknowledges women’s champg role in our
society and more advertising that break with tradiion.

Market Segmentation: Knowledge of consumer value orientations
provides a measurable set of variables, relategé¢ds, which gives the

marketer insight beyond merely demographand psychographic
dimensions. The growing diversity of individualties coupled with a
hedonistic philosophy and increasing incomes angribwuiting to ever-

greater segmentation of the rked Thus, understanding such v
shifts in  society could be useful in  eghicting changir
pattsunsgfdoproducts. Also, the marketer migh&ble to identify large

market segments on the basis of valuprofiles and th
desglaps that would emphasize those salugmportant to each
consumer segment

3.6 Consumer Rituals and Dimensions

Cultural  rituals consist of behavios that occur in a relativel
firgdence and that tend to repeated peribdig@owledge of rituals
simplifies behavioral choices such as how to behat a wedding, for

example. In addition, a ritual makes mbyplic statements ab
goeial order, often by dramatizing cultural nsyénd often linking the
present with the past. Rituals organize péspleelings and facilitate
and simplify group communications. Thats, i rituals organize life
experience and give it meaning. They are partitulaseful in handling

situations involving risk, whether the ski is social, emotional,
physical. Cultural rituals propose principles athaeprints for consumer

behavior that provide marketers with mangpportunities for product
positioning.

Dimension of Consumers Rituals
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Basically there are four important types obnsumer rituals namely;
possession, grooming, divestment, and exchange.

Possession rituals: People undertake possessials when products

move fromthe marketplace to the home or kplace where they are
consumed. Possession rituals also occur when peaple into a new

home or take possession of pre-ownedodgo which may involve
cleansing, customization, or making offgen Removing tags and
packaging, customizing, placing, arrangingnonogramming, re-
labeling, framing, storytelling about special pEssons, and so on are

some of the ritualized activities peoplengage in to symbolize
ownership.

Grooming rituals tend to be private behaviors thataid in the transition

from private to public self and back again. @ldaty, public/private,
work/leisure is three of the symbolic ansformations that are often
involved in grooming rituals. Numerous Wiya products (shampoos,
cosmetics, perfumes) and personal serviggsslons, resorts, etc.) are
marketed on their contribution to making groomirigals successful.

Divestment rituals occur when consumers kaquish possession  of
objects. Exchange rituals, like holidays ggiving, are an extremely
important ritual type. An important class of ckange rituals involves

rite of passage.

SELF ASSESSMENT EXERCISE
Attempt the following questions:

I. Define Culture and identify the essential featufor
understanding culture of consumers.
ii. Distinguish between Instrumental and Termirallres.

4.0 CONCLUSION

The culture of consumer defines and shape belavidhey exhibit in
the marketplace. This includes what they buy, Hwy buy and when
they buy. It is an important variable for predigtitne behaviour of final
consumers. Therefore, the success of marketeasegir is determined

by who well it capture the important elements dfuwral variables.

5.0 SUMMARY

Cultural understanding is crucial to analyzing eaonsr behaviour in the
marketplace. Culture is defined as theum total of learned beliefs,
values, and customs that serve to dirdbe consumer behavior of
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members of a particular society. Culture is inednlearned, Socially
Shared, Similar but Different, Gratifyingand Persistent, Adaptive
Organized and Integrated, Prescriptive. ProdBRtanning, Distribution
Channels, Promotion, and Market Segmematiare some of the
important implications of culture in strategic metikg.

6.0 TUTOR MARKED ASSIGNMENT

Vividly discuss the dimension of Consumers Rituals.
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1.0 INTRODUCTION

In thisunit we present consumer perspectivdiffasion, introducing

some key concepts, such as innovation, diffusi@haaloption. Various

contexts in  which innovation and diffusio take place were also
discussed. Consumer adoption behaviour ahdw adoptions lead to
successful innovations from an organizationdl societal perspective

were analyzed.

2.0 OBJECTIVES
After studying this unit, you should be able to:

« State differences between diffusion and innovatio
 Describe process of consumer diffusion
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* Identify factors affecting the spread of innowati
* Identify categories of adopters

3.0 MAIN CONTENT

3.1 Concept of Innovation

The term “innovation” can be defined in several stdyne view based

on consumer perceptions defines it as *“any idpeactice, or material
artifact perceived to be new by the relevant adgptinit. Another view
establishes a contihuum or range of mssn based on
pftashhcts established consumption patterns. Uridercbnception three
categories of innovation are classified as desdretow:

e Continuous innovations: Continuous innowasi have the least

disrupting influence on established congimnp patterns. Product
alteration is involved, rather than the establishinod a totally new
product.

* Dynamically continuous innovations: Dynantiiga continuous

innovations have more disrupting effecthant do continuous

innovations, although they do not generally alstaklished patterns.
These may involve the creation of new producthe alteration of
existing items.

* Discontinuous innovations: Discontinuous innawag involve the
establishment of new products with new behaviotepas. Examples
of these situations would include tel®ns computers, and
automobiles.

3.2 Consumer Adoption Process

The acceptance and continued use of a producaadlry an individual
is referred to as “adoption,” although therare differing views about
when this happens. Adoption model consists of dlleviing stages:

Awareness: At this stage # potential adopter finds ol
akistencehef a product but has very little inforimatand no well-formed
attitudes about it.

Comprehension: This stage represents the orsumer's having
knowledge and understanding of what the produathdscan do.

Attitude: Here, the consumer develops favable or unfavorable
behavioral predispositions toward the pobdu Termination of the
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adoption process is likely at this stageé attitudes are not favorable
toward the product.

Legitimating: Here, the consumer becomes convincdtiat the product

should be adopted. This stage is preglicatupon favorable attitudes
toward the innovation, and the consumer may ugermation already

gathered as well as additional information in otdeteach a decision.

Trial: If possible, the consumer tests or tries thgroduct to determine its

utility. Trial may take place cognitively, that ishereby the individual

vicariously uses the product in a hypttal situation or it may be
actually used ina limited or total way, depegdim the innovation’s

nature.

Adoption: At this stage, the consumer determines wdther or not to use
the product ina full-scale way. Continuedrgmase and/or use ofthe
item fulfill the adoption process.

Thus, adoption is seen to be a semuenof events through which
individual consumers pass over a period of tinten& consumers pass

through these stages early in a product life wailfeers may do so much

later. In addition, the adoption process cdbes consumers who are
actively involved in thinking about and considermgroduct.

The significance of the adoption process nmarketers isin two fold.
First, not all consumers pass through the adoptioness with the same

speed. Some move swiftly, while others proceecerstowly. Second,

the marketer's communication forms vary in thefeetiveness over the

different stages in the adoption process. Thesggpcan be important

in assisting the marketer to develop an effectroetional program. It

has been found, for example, that faarly stages of the adoption
process, the mass media appear to rhest effective in creating
awareness; thus, the marketer would desigwareness-and interest
generating messages to be transmitted by syobrsonal sources. At

later stages in the adoption processweler, personal sources of
information appear to become more importaet the marketer would
desire to have effective personal sellingnd word-of-mouth
communications at these points. This indicates,tthat as consumers

move through the adoption process, tlenount of mass-media
advertising might be decreased while the amoupedgonal selling is

increased.

3.3 Process of Diffusion
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Perhaps the best marketing-oriented definitiorhefdiffusion process is

“the adoption of new products and serviceger  time k
wotigions@eial making when a new product is involved

The diffusion process is the manner which innovation spread
throughout a market. The term spread ref@rs purchase behavior il
which the product is purchased with sondegree of regularity. TI
market can range from virtually the entire ishc tothe studentsat a
particular campus

Not matter which innovation is being studied otahh social group is
involved, the diffusion process appears to folkbgimilar pattern over
time.

3.4 Categories of Adopters

Innovators: Innovators are venturesome risk takersThey are capable of
absorbing the financial and social cosfs amlopting an unsuccess
product. They are cosmopolitan in outlooknd use other innovaic
rather than local peers as a reference groupy. fEmel to be younger,

better educated, and more socially mobile their peers. Innovators
make extensive wuse of commercial medisales personnel, and
professional sources in learning of new products.

Early adopters: Early adopters tend to be opinion leaders i
tefalence groups. They are successful, welllucated, and somewnha
younger than their peers. They are willing to tala@lculated risk on an
innovation but are concerned with failureEarly adopters a
oemmercial, professional, and interpersonaiformation sources, anc
they provide information to others.

Early majority: Early majority consumers tend to be cautio
v@gpect to  innovations. They adopt soonghan most of thi
gooid but also after the innovation tthahas proven succes
ofiters. They are socially active but seldom leadeiThey tend
bemewhat older, less well educated, and lesgallsomobile than the

early adopters. The early majority relies heavilyir@erpersonal sources

of information.

Late majority: Late majority members are skeptical about innovations.

They often adopt more in response to sogedssures or a decreas
availability of the previous product than becaulsa positive evaluation

of the innovation. They tend to be older and Hase social status and

mobility than those who adopt earlier.
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Laggards are locally oriented and engage in limid social interaction.

They tend to be relatively dogmatic andriented toward the

past.
Innovations are adopted only with reluctance.
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3.5 Factors Affecting the Spread of Innovation

The rate at which an innovation is diffusedslai function of ten factors
describe below.

Type of group: Some groups are more accepting of ange than others. In
general, young, affluent, and highly  extad groups acc
gidndieg new products, readily. Thus, e thtarget market for tf
innovations is an important determinant of the odtdiffusion.

Type of decision: The type of decision refer@tan individual versus a
group decision. The fewer individuals involved thie purchase decision,
the more rapidly an innovation will spread. Tfere, innovations likely

to involve two or more household members will gatigr spread slower

than innovations that effect primarily on individua

Marketing effort: The rate of diffusion is heavily influence
bytettte of marketing effort involved. Thughe rate of diffusi
gompletely beyond the control of the firm.

Fulfillment of felt need: The more manifest or obvwous the need that the
innovation satisfies, the faster the diffusion.

Compatibility: The more the purchase and use of  th
ponsratent wigh the individual's and group’sues or beliefs, the more
rapid the diffusion.

Relative advantage: The better the innovatiorsi perceived to meet the
relevant need compare to existing methods, the napid the diffusion.

Both the performance and the cost of the prodiect included in relative
advantage.

Complexity: The more difficult the innovation isto understand and use,
the slowerthe diffusion. The key to thismdnsion isease of use, not
complexity of product.

Observability: The more easily consumers o©0a observe th
psitigeof adopting an innovation, the more rafsdliffusion will be.

Trialability. The easier it is to have lowcost or lowsisk trial
ofnowation, the more rapid its diffusion. Thaffusion of some product
has been hampered by the difficulty of trying dng product in a realistic
manner.

Perceived risk. The more risk associated with ying an innovation, the
slower the diffusion. Risk can be financial, plogsi or social. Perceived
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risk is a function of three dimensionsfl) the probabilty that the
innovation will not perform as desired; (2¢th consequences of its not
performing as desired; (3) the ability to revees®] the cost of reversing,

any negative consequences.

3.6 Innovation Analysis and Diffusion Enhancement
Strategies

Diffusion Diffusion Diffusion

Determinant Inhibitor Enhancement
Strategies

1. Nature of group Conservative Search for other
markets Target
innovators within group

2. Type of decision Group Choose media to reach
all deciders Provide
conflict  reduction
themes

3. Marketing effort Limited Target innovators it
group Use regional
sellout

4. Feltneed Weak Extensive advertising
showing importance of
benefits.

5. Compatibility Conflict Stress attributes
consistent with values
norms

6. Relative Advantage Low Lower price
Redesign product

7. Complexity High Distribute through high-
service outlets
Use skilled sales force
Use product
demonstrations
Extensive marketing
efforts

8. Observability Low Use Extensive advertising

9. Trialability Difficult Use free samples to earl
adopter Use high-
service outlets

10. Perceived risk High Success documentation
Endorsement by credible
sources Guarantees.
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SELF ASSESSMENT EXERCISE
Before you conclude this unit, do work out this rexse:

I. Discuss the various processes involved in adopif product by
consumers.
ii. Identify the various classes of adopters.

4.0 CONCLUSION

Influential consumers often aid the spread of iratimns within a social
system. Thus, the diffusion of innovations depdadsely on the flow

of information, not just from media sources buiNmen consumers as

well. Therefore, marketers should be interestadentifying these type
consumers and understanding who frequenthey change their
behaviour or try new products and services firgfole developing any
strategy.

5.0 SUMMARY

Innovation is defined as any idea, practice, oteni artifact perceived

to be new by the relevant adopting unit. Adopteesmaade of five groups
Innovators, Early adopters, Early majority, Latajority and Laggards.
Consumer adoption process consists of Amess, Comprehension,
Attitude, Legitimating, Trial and Adoption. Desigiy product, manager

must be aware of factors affecting the spreadrafvations such as Type

of group, Type of decision, Marketing effor Fulfilment of fe
feadpatibility, Relative advantage, Complexity, Qbadility, Trialability

and Perceived risk.

6.0 TUTOR MARKED ASSIGNMENT

Identify and explain factors that are likely toeadf the spread of
Innovation.

Answer to Self Assessment Exercise

I. Consumer adoption process consists fthfe following stages:
Awareness, Comprehension, Attitude, Legitinggt Trial and
Adoption. Awareness: At this stage the puénadopter finds
out about the existence of a produdbut has very
litffiermation and no well-formed attitudegbout it.
Comprehension: This stage represents thensumer's having
knowledge and understanding of what the produahdscan do.

Attitude: Here, the consumer develops favorable ounfavorable
behavioral predispositions toward the product. Teation of the
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adoption process is likely at this stagif attitudes are not
favorable toward the product. Legitimating: Herethe

consumer becomes convinced that the product stheutdiopted.

This stage is predicated upon favorab#dtitudes toward the
innovation, and the consumer may usefornmation already
gathered as well as additional informatiom order to reach a
decision. Trial: If possible, the consumer testtries the product

to determine its utility. Trial may take place cayely, that is,

whereby the individual Vvicariously useshet product in a
hypothetical situation oritmay be actuallyedsna limited or

total way, depending on the innovation’s natuAdoption: At

this stage, the consumer determines whettrernot to use the
product in a full-scale way. Continued purchasé@nase of the

item fulfill the adoption process.

ii. Adopters can be grouped into five classes Innovators Early
adopters Early majority Late majority and Laggatdaovators:
Innovators are venturesome risk takersheyT are capable of
absorbing the financial and social costf adopting an
unsuccessful product. They are cosmopolitan ilooktand use
other innovators rather than local peas a reference group.
Early adopters: Early adopters tend to be opinieaders in local
reference groups. They are successful,ll weducated, and
somewhat younger than their peers. They amdling to take a
calculated risk on an innovation but are coneemith failure.
Early majority: Early majority consumers tend to dsaution with
respect to innovations. They adopt soondgran most of their
social group but also after the Iinnmmat that has proven
successful with others. Late majority: Late majontembers are
skeptical about innovations. They often adopt nioresponse to
social pressures or a decreased avidtjabibf the previous
product than because of a positive evaluatiadh@fnnovation.
Laggards are locally oriented and engagm limited social
interaction. They tend to be oriented toward th&.pehus adopt
innovations with reluctance.
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1.0 INTRODUCTION

Because consumers’ reactions to stimuli, which lysdapend on how

the stimuli are processed, can greatly shape afigindes and behavior,

an understanding of information processing candrg useful. This unit

provides a comprehensive analysis of howonsumer process
information in order to make an appma@ product/service chosen
decisions.

2.0 OBJECTIVES
After studying this unit, you should be able to:

» Describe what is meant by the terms “Informapoocessing”.
« State the Stages of Information Processing

* Describe types of information consumer usuallygstb.
3.0 MAIN CONTENT

3.1 Information Processing Defined

Information processing refers to the precdsy which a stimulus is
received, interpreted, stored in memory, and latereved. As you will
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see, an appreciation of information-processimignciples and findings

can yield some important lessons formhe t practice
Athketyihg. advertising is perhaps the g&atbeneficiary of what
know aboti how people process information, theskessons c
bpplied to many areas of communicationjncluding person
paltikage design, branding, training of salesmeo@nd even consumer
behavior.

3.2 Stages of Information Processing

Information processing can be broken down into fgsic stages. These
stages are based on the informapimcessing model developed
William McGuire. These stages can be defined dsviat

I. Exposure: the achievement of proximity tostimulus such that
an opportunity exists for one or more of a persdimés senses to
be activated.

ii. Attention: the allocation of processing caa¢o the incoming
stimulus.

iiil. Comprehension: the interpretation of the stinsu

iv. Acceptance: the degree to which th&imulus influences the
person’s knowledge and/or attitudes.

v. Retention: the transfer of the stimulugipretation into long-
term memory.

3.2.1 Exposure

Information processing begins when patterns akrgy in the form of
stimulus inputs reach one or more of the fivesean Exposure occurs
from physical proximity to a stimulus thatloss the opportunity for
one or more senses to be activated. This reqgtieescommunicator to
select media, either interpersonal or mass, tlaathréhe target market.

Given exposure to a stimulus of sufficient strengtherson’s sensory
receptors are activated and the encoded informaitvansmitted along
nerve fibers to the brain. This activation is edla sensation, which is
affected by the following three thresholds:

I. Lower or Absolute Threshold: the minimum amoahstimulus
energy or intensity necessary for sensation toroccu

ii. Terminal  Threshold: the point at whicadditional increases in
stimulus intensity have no effect on sensation.

iii. Difference Threshold: the smallest change stimulus intensity
that will be noticed by an individual.

Many consumer researchers maintain that stimult @iigin at least the
lower or absolute threshold before thegan have an impact o
the
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person.  Others argue that stimuli beloe t lower threshold can be
influential. This controversial concept has becimewn as subliminal
persuasion.

3.2.2 Attention

Attention can be defined as the allocation otpssing capacity to the

incoming stimulus. Because capacity is a lichiteesource, consumers

are very selective in how they allocattheir attention. The reality of
selective attention means that, while some stimililireceive attention,

others will be ignored. The marketer's job to achieve the former.
Consequently, it is important to understance tfactors that determine
attention. Such factors can be group@sto two major categories:
personal or individual determinants, and stimuleedninants.

Personal Determinants of Attention

Personal determinants refer to those characterigtithe individual that

influence attention. Forthe most part, thesetors are not under the
marketer's control. Rather, their existenshould be recognized and
viewed as constraints against which strategy shioellevaluated.

I. Need/Motivation: Everyone is well aware rbm daily life that
physiological needs have a strong influence ordlstimuli that
receive attention and those that do . nddungry people, for
example, are far more receptive to food stimulnhttieey would
be on other occasions. Consumer econsmisiave long
contended that the worst time for food shoppinghgn one is
hungry, because of the sharp increase in purpahe nature
of consumers’ need states at the time of expogoreadvertising
should affect the emphasis placed on ad’'s attention-getting
properties. If it is possible for anad tagke consumers when
their needs are activated, then less emphasist@neimg an ad’s
ability to gain attention is warrantedsince the consumer s
already motivated to process the advertisement.

ii. Attitudes: According to cognitive consisteny theories, such as
balance theory and congruity theory, people etiavmaintain a
consistent set of beliefs and attitudes. (henbe thame cognitive
consistency). The principle of cognitive consistesaggests that
attitudes may also influence the attentiogiven to marketing
communications. Consumers possessing unfaloraattitudes
may allocate little attention.

iii. Adaptation Level: An important tendency people share is to
become so habituated to a stimulus that nbifonger noticed
that is,they develop an adaptation levet fbe stimulus. This
same phenomenon occurs in  marketing Advertisiegecially
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likely to fall victim to adaptation. #iough adaptation le\
frequently represents a barrier between marketet€ansumers,
marketers can also employ it to themdvantage. The 1
ofiique product packaging, for instance, can hg@mduct stand
out on the shelf. Similarly, an advertising tactic f
gHenitign is to include stimuli within an advérat deviate from
the consumer’s adaptation level.

iv. Span of Attention. The amount of tile we can focus our
attention on a single stimulus or thought is glitgted. You can
easily demonstrate this to yourself by testingt fusv long you
are able to concentrate on a particular thobgfdre your mind
begins to “wander”. This limited span ofteation may partly
explain the increasing use of shorter commercials.

Stimulus Determinants of Attention: The seand set of factors
influencing  attention stimulus determinantge a characteristic of the
stimulus itself. They represent “controllable’factorsin the sense that
they can be used for gaining and/or increasingntibie.

i. Size: In general, the largerthe stimulushe more likely it will
attract attention. Increasing a print adverts sidleenhance the
odds of gaining the consumer’s attention. A sinmédationship
holds for the size of the illustrations or pictuvgghin an advert.

The likelihood of a product being noticed in arstoan depend
upon the size or amount of shelf space allocatede product.
This can be particularly important for impulse iggwhose sales
may depend partly on how much space they receive.

ii. Color: The attention-attracting and holding power of a stimulus
may be sharply increased through the u$eolor. Companies
placing adverts in the Yellow Pages, for instamace,encouraged
to use the color red as a means ofradiing th
attestiorer's Color adverts cost more, dbeir incremental
effectiveness must be weighed against the additexpense.

iii. Intensity: Greater stimulus intensity dten produces more
attention. Loud sound and bright colors, for insggrcan enhance
attention. Radio and television commercialderof begin with a
loud noise to attract attention. Brightly colorathpads are also
guite common.

iv. Contrast: People have a tendency to attend moreosely to those
stimuli that contrast with their background. Th®esentation of
stimuli that are inconsistent or contrast with anether creates a
perceptual conflict that enhances attention.

v. Position: Stimuli may also be more noticeable siply because of

certain locational properties.
vi. Directionality: The eye will tend to follow any signs within the

stimulus that indicate directionality.
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vii. Movement: Stimuli in  motion attract geater attention than
stationary stimuli even quasi or perceived motion.

viii. Isolation: Isolation involves presenting a small number of stimuli
in a relatively barren perceptual field.

ix. Novelty: Unusual or unexpected stimuli (e.ghose that deviate
from one's adaptation level) attract mtitn. Advertisers
understand the value of novelty and frequentdty upon it for
gaining attention.

X. Learned” Attention-Inducing Stimuli: Some stimuli attract our
attention because we have been taught or condititmesact to
them. A ringing phone or doorbell, for example,itglly elicits
an immediate response from the persdrRinging phones
wailing sirens are sometimes included in the bamkigd of radio
and TV adverts to capture attention.

xi. Attractive Spokesperson: A common attention-grabing device
is to employ an attractive model or celebrity apakesperson. It
is nearly impossible to watch TV for any lengthime or flip
through most magazines without encountering at waes advert
with an attractive person.

xii. Scene Changes: A new technique for captung attention is the
use of rapid-fire scene changes, which can cause/aluntary
increase in brain activity.

3.2.3 Comprehension

Comprehension, the third stage of information pset®y, is concerned
with the interpretation of a stimulus. It is theiqt at which meaning is
attached to the stimulus. This meaning will depemdhow a stimulus is
categorized and elaborated in terms of existinguedge.

Stimulus categorization: Stimulus categorization inolves classifying a
stimulus using concepts stored in memory. Consurbelgvior can be
affected by how they categorize marketing stimuli.

Stimulus  Elaboration: In addition to clasffying a stimulus,

CONSUMER

or

comprehension also involves the degree elfaboration that occurs

during stimulus processing. Elaboration eref to the amount
integration between the new information and exisknowledge stored

in memory or, as some has describeg the number of
connections made between the stimulus and oifee’sdxperiences and
goals. Elaboration falls along a continuum randmgn low to high.

Personal Determinants of Comprehension: Commphension, like
attention, is influenced by many stimulus and peaséactors. We first
consider how personal factors can affect comprebens

of

personal



MKT824 CONSUMEFR
BEHAVIOUR

i. Motivation: Just as a person’s motivatnal state during
information processing can influence attentiontogocan it exert
an affect on comprehension. Motivation carsoalinfluence the
elaboration that occurs during comprehension. Wisestimulus
is perceived as personally relevant (i.e., thiamwus is seen as
having some usefulness for need satisfgctidviore elaborate
processing should occur. An advert featuriag product that is
irrelevant to a consumer’s needs will typically @ocessed in a
very shallow fashion. The relatively fewhoughts that are
generated during processing will focus more henadvert than
the product. In contrast, when consumare more motivate
during advert processing, thewill engage in more thinkir
especially about the advertised product.

ii. Knowledge: The knowledge stored in meany is obviously a
major determinant of comprehension. Caiegbon of a
stimulus depends heavily on knowledge. owledge also
enhances consumers’ ability to understa@d message. This
beneficial affect on understanding is accompanied keduction
in  miscomprehension. Knowledge can helpnsamers to
recognize faulty logic and erroneous conohs and to avoid
incorrect interpretations.

iii. Expectation or Perceptional Set: Comprbeension will often
depend on prior conceptions or expectations of wigsare likely
to see. Expectations have recently been showrflteence how
consumers process information provided &y salesperson.
Subjects engaged in much more carefulnsderation of th
information supplied by a salesperson thaviated from their
expectations of the “typical” salesperson tharhat supplied by
one who matched their expectations.

3.2.4 Acceptance

The simple fact is that message comgrsbn is not t
pagAeagasacceptance. Consumers may undergtaridctly all that is
being communicated, but they may not agree witle tmessage for any

number of resons. Indeed, many if not most conssmemr
skeptical of advertising claims.

A key question, then, is what determines how mi@mny, acceptance

will  occur during information processingResearch has shown
acceptance may heavily depend onthe thoulgats bccur during the
comprehension stage. Such thoughts are oftemred to as cognitive
responses. Cognitive responses provide aluable complement to
standard attitude measures in evaluating contation effectiveness.
Although standard attitude measures caeveal whether a



MKT824 CONSUMER
BEHAVIOUR

communication leaves a favorable or unfablr impression on the
viewer, they often fail to reveal the reasons lfig tmpression.

Nonetheless, cognitive responses are not witheurt lilmitations. There

are some reasonable questions about #xent to which cognitive
responses or, more generally, verbalization$ mental processes can
fully reflect the content and activities that occduring processing. A

second concern is that focusing solely on cognitih®ughts is overly

restrictive. This latter concern has led reseascteeexplore the role of

affective responses.

3.2.5 Retention

The final stage of information processing is mét:, which involves

the transfer of information to long-termmemory. Although much
current knowledge about memory comes from the ¢tivgnpsychology

literature, consumer researchers have become mengsted in this area

over the past decade.

Physiological Properties of Human Brain: The humarbrain is divided

into left and right hemispheres, which arenreected by a large fiber
tract known as the corpus callosum. It is nowieled that these two
hemispheres are responsible for different typaeghitive activity. The

left brain is viewed as the center for logicalbstract, and conceptual
thinking, whereas the right brain focusesn creative, intuitive, and
imaginable thinking. In addition, the iora is responsible for the
processing of verbal or semantic information, where right brain is

involved with the processing of pictorial or visuralormation.

Multiple-Store Theory of Memory: In addition to th ese physiological
characteristics of memory, many believenpartant psychological
differences exist in the structure anflinctioning of memory. One
influential viewpoint is that memory consists ofirge different storage

systems: sensory memory; short-term memory, amgtHierm memory.

Sensory Memory: In sensory memory incoming infanation receives
an initial analysis based largely on such physgicaperties as loudness.
Pitch, and so on. Visual processing at this stageferred to as iconic

and auditory processing as echoic. It esak place virtually
instantaneously, which iconic processing requignty one quarter of a
second.

Short-Term  Memory: Once the stimulus passe through sensory
processing, it enters short-term memoryhictv is viewed as the
“workbench” for information-processing actigs. In affect, it
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combines sensory input with the contents of ltgrga memory so that
categorization and interpretation can take place.

Long-Term Memory: Long-term memory isviewed & an unlimited,
permanent storehouse containing all of our knowdedg

3.3 Types of Information Sought

A consumer decision requires information on thfing:

» The appropriate evaluative criteria for the doluof a problem.
» The existence of various alternative solutions.

» The performance level or characteristic oteaalternative solution
on each evaluative criterion.

In  summary, consumers engage in internahd external sea
fgppropriate evaluative  criteria, the existencpaténtial solutions, and

the characteristics of potential solutionddowever, extensive sear
generally occurs for only a few consumptiaiecisions. Nominal and
limited decisions that involve little or no activexternal search are the

rule. In addition, consumers acquire safnsl information  without
deliberate search through low-involvement learning.

3.4 Sources of Information

There are basically five sources of informationilaide to consumers:

e Memory of part searches, personal e&pees, and low-
involvement learning.

* Personal source, such as friends, family, andrsth

* Independent  sources, such as magazinespsumer groups, and
government agencies.

» Marketing sources, such as sales personnel arstteihg.

» Experiential sources, such as inspection or proulial.

3.5 Determinants of Benefits and Cost of Informatin Search

There are four basic types of factors that inflgethe expected benefits

and perceived costs of information searclihese include; Marke
Characteristics, Product Characteristics, ComsuDharacteristics, and
Situation Characteristics.

Market Characteristics:  Market characteristics include th
allerbatives, price range, store distribution, eriormation availability.
It is important to keep in mind that it is the coner’s perception of, or
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beliefs about, the market characteristithat influence shopping
behavior, not the actual characteristicgVhile beliefs and reality are
usually related, often they are not identical. vidbsly, the greater the

number of alternatives (products, stores, braadaiable to resolve a

particular problem, the more external search tiselikely to be. At the

extreme, there is no need to search ifdormation in the face of a
complete monopoly. The perceived range oifcegramong equivalent
brands in a product class is a major factor ingtmng external search.

Store distribution-the number, location, dandistances between retail
stores in the market-affects the number of stmigs a consumer will

make before purchase. Because store Vviske time, energy, and in
many cases money, a close proximity of storél wften increase this
aspect of external search.

In general, information availability is directlylaged to information use.

However, too much information can cause informativerload and the

use of less information. In addition, readily ashle information tends

to produce learning over time, which may reducented for additional

external information immediately prior toa purchase. Advertising,
point-of-purchase displays, sales personnel, paskamgher consumers,

and independent sources such as Consumer Reportsafr sources of
consumer information.

Product Characteristics: Product characteristics sgh as price level and
differentiation tend to influence external searagthwhigher prices and
greater differentiation associated with r@ased external search.
Consumers appear to enjoy shopping for positivedymrts-those whose
acquisition results in positive reinforcementcbntrast, shopping for
negative products-those whose primary beneé negative
reinforcement (removal of an unpleasant conditiors) viewed as less
pleasant.

Consumer Characteristics: A variety of cosumer characteristics
affect perceptions of expected benefits, $eacosts, and the need to
carry out a particular level of external informatieearch. Some of these
characteristics include knowledge socialatust household life cycle,
shopping orientations and level of product involeam

Situation  Characteristics: Situational variabes can have a major
impact on search behavior. For example, reat tbne of the primary
reactions of consumers to crowded stocenditions is to minimize
external information search. Temporal perspectiggrobably the most

important situational variable with respect s®arch behavior. As the

time available to solve a particular consumer @obtlecreases, so does

the amount of external information search.
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3.6 Marketing Strategies Based on Informatn Search
Patterns

Sound marketing strategies take into account the@@a of information

search engaged in by the target markmior to purchase. T\
dimensions of search are particularly appropriaiee type of decision
influences the level of search, and theature of the evol
gdtuences the direction of the search. Sombe marketing strategies
includes Maintenance Strategy, Disrupt 8gwt Capture Strategy,
Intercept Strategy, Preference Strategy, Acceptairetegy

SELF ASSESSMENT EXERCISES
While concluding this unit, work out the following exercise

I. Define Information Processing.
ii. Identify the various types of Information Sough

4.0 CONCLUSION

In this unit students have learned about consunfiemation
processing, different types of information soughtwell as the sources
of consumers’ information. They have also learrsalidithe various
stimulus determinants of attention and all othagss involved in
information processing.

5.0 SUMMARY

Informaion processing is concerned with the cess by which
stimulus is received, interpreted, stored in memamng later retrieved.
Information  processing can be broken dowmto five bas
Btaoesire, Attention, Comprehension, Acceptance Ratdntion. These

stages are however influenced by various factarging from personal

to stimulus.

6.0 TUTOR MARKED ASSIGNMENT

Enumerate the Stimulus determinants of Consumenfitn
Answer to Self Assessment Exercises

I. Information processing refers to the processvhich a stimulus

is received, interpreted, stored in memory, aret latrieved.
ii. A consumer decision requires information on fibléowing:
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« The appropriate evaluative criteria fothe solution of a
problem.

» The existence of various alternative solutions.

« The performance level or characteristiof each alternative
solution on each evaluative criterion
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1.0 INTRODUCTION

Deciding what to buyisone ofthe consumersst basic tasks. This
unit draws together many of the psyobmlal, social al
cohoegit developed throughout the course iato overview framework
for understanding how consumers make sdBw®. This unit take
broader perspective and examines consumeecision  making
tlantext of all types of consumption choices.

2.0 OBJECTIVES

After studying this unit, student you be able taerstand:

» Meaning and various level of consumer decisiokinta
* Models of consumer decision making
» Stages of consumer decision making

3.0 MAIN CONTENT
3.1 Decision Defined

Every day, each of us makes numerowecisions concerni
aspect of our daily lives. However, we generallyake these decisions
without stopping to think about how we made themh what is involved

in  the particular decisiomaking process itself. In  the r
tpimgal a decision is the selection an option from two
gitmnative choices. In other words, for a persmn make a decision, a
choice of alternatives must be availabl®©n the other hand,
ttmmsumer has no  alternatives from  whiclho choose  and
literallv
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forced to make a particular purchase or take acpdat action, then this
single “no-choice” instance does not constitide decision; such a no-
choice decision

Consumer decision produces an image aif individual carefully
evaluating the attributes of a set of produdisands, or services and
rationally selecting the one that solves a cleaatypgnized need for the

least cost. It has a rational, functional connotatWhile consumers do

make many decisions in this manner, ymawothers involve little
conscious effort. Further, many consumer decisiotigs not on brand

attributes but rather on the feelingsr @motions associated with
acquiring or using the brand or withe thenvironment in which the
product is purchased or used

3.2 Level of Consumer Decision Making

On a continuum of effort ranging from very highvery low, we can
distinguish three specific levels of consumer denisnaking: Extensive
Problem Solving, Limited Problem Solving, and Rozed Response
Behavior.

Extensive Problem Solving

When consumers have no established criteria dealuating a product

category or specific brands in that categorjawe not narrowed the

number of brands they will consider to a small, atgrable subset, their
decision-making efforts can be classified as extenzoblem solving.

At this level, the consumer needs a great dealfofmation to establish

a set of criteria on which to judge specific braadd a correspondingly

large  amount of information concerning clea of the brands to be
considered.

Limited Problem Solving

At this level of problem solving, consumers alrehdye established the
basic criteria for evaluating the product categamy the various brands
in the category. However, they have not fuldstablished preferences

concerning a select group of Dbrands. eilTh search for additional
information is more like “fine-tuning”; héy must gather additional
brand information to discriminate among the varibrands.

Routinized Response Behavior
At this level, consumers have experience withpitegluct category and

a well-established set of criteria with which t@kaate the brands they
are considering. In some situations, they may befarca small amount
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of additional information; in others, the simply review wh
thegady know.

Just how extensive a consumer’s problem-sglviask is depends on

how well established his or her criteria  fgelection are, how much

information he or she has about each brand be&ngidered, and how

narrow the set of brands is from which the choidebe made. Clearly,

extensive problem solving implies that thensiomer must seek more
information to make a choice, whereastinimed response behav
implies little need for additional information.

3.3 Models of Consumers’ Decision Making

The term models of consumers refer to a general orgperspective  as

to how and why individuals behave as they. &pecifically, we will
examine  models of consumers in terms d&fe tfollowing  fou
faeorsomic, Passive, Cognitive, and Emotional view.

Economic View

In the field of theoretical economics, which pays a world of perfect
competition, the consumer has often beeharacterized as mak
rational decisions. This model, called theeconomic man thec
hasn criticized by consumer researchers fornwmber of reasons. To
behave rationally in the economic sense, a consumeid have; to be

aware of all available product alternesiv be  capable
cankactyeach alternative in terms of its benefitd disadvantages, and

be able to identify the  one best rahéve. Realisticall
honstveers rarely have all  of the infaiora or  sufficientl
sdounzgion or even an adequate degree of involvermemotivation to

make the so-called “perfect” decision. n@amers operate in an
imperfect world in which they do not maximize theégcisions in terms

of economic considerations, such as gEntity relationships,
marginal utility, or indifference curves. Indedite consumer generally

is unwilling to engage in extensive decision-mgkactivities and will

settle, instead, for a “satisfactory” decision, timat is “good enough”.

Passive View

Quite opposite to the rational economigiew of consumers
trssive  view that depicts the consumer asicdlhs submissive to the
self-serving interests and promotional ®$fo of marketers. In th
passive view, consumers are perceived iagulsive and irrations
purchasers, ready to yield to the aims and intathes of marketers. At
least to some degree, the passive model of theiomrsvas subscribed
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to by the hard-driving super salespeople add, who were trained to
regard the consumer as an object to be manipulated.

The principal limitation of the passive modelhsatit fails to recognize

that the consumer plays an equal, if not domirrale,in many buying
situations-sometimes by seeking information aboodpct alternatives

and selecting the productthat appearsto dffer greatest satisfaction
and at other times by impulsively selecting aodpict that satisfies the
mood or emotion of the moment.

Cognitive View

The third model portrays the consumer adlainking problem solver.
Within  this framework, consumers frequenthare pictured as either

receptive to or actively searching for praduand services that fulfill
their needs, enrich their needs and chknritheir lives. The cognitive

model focuses on the processes by which conswsaeksand evaluate
information about selected brands and retail autlet

Within the context of the cognitive modetonsumers are viewed as
information processors. Information processing $eadthe formation of

preferences and, ultimately, purchase fies. The cognitive view
also recognizes that the consumer is unlikelysteen attemptto obtain

all available information about every cl®iclnstead, consumers are
likely to cease their information-seeking effortisem they perceive that

they have sufficient information about some ofdlternatives to make

a ‘“satisfactory” decision. As this infaation-processing viewpoint
suggests, consumers often develop shortdgcision rules (called
heuristics) to facilitate the decision-makig process. They also use
decision rules to cope with exposure two much information (i.e.
information overload).

Emotional View

Although long aware of the emotional or impulsivaodel of consumer

decision making, marketers frequently prefer tokh of consumers in

terms of either economic or passive models. Intyedowever, each of

usislikely to associate deep feelings onowons, such as joy, fear,
love, hope, sexuality, fantasy, and even li#tle “magic” with certain
purchases or possessions. These feelings ortiommoare likely to be
highly involving. For instance, a persomwvho misplaces a favorite
fountain pen might go to great lengths to lookifodespite the fact that

he or she has six others at hand.

When a consumer makes what is basicaim emotional purchase
decision, less emphasis is placed ore tkearch for pre-purchase
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information, instead, more emphasis is placesh current mo
taradings (“Go for it!). This is not to say that etiomal decisions are not
rational.

3.4 Stages of Consumer Decision Making

This section presents an overview model of consual®eision making
that reflects the cognitive (or problem-solvieghsumer and, to some
degree, the emotional consumer. The stages indiat, Process, and
output.

INPUT

The input component of consumer decisimking model draws ¢
external influences that serve as sourcet information about
particular product and influence a consumepduct-related values,
attitudes, and behavior. Chief among dhesnput factors are tt
marketing mix activities of organizations thaempt to communicate

the benefits of their products and services tomi@kconsumers and the
non-marketing socio-cultural influences, which wilmternalized, affect

the consumer’s purchase decisions.

PROCESS

The process component is concerned witlow consumers make
decisions. To understand this process, we contidanfluence of the
psychological field represents the internatiomafluences (motivation,
perception, and attitudes) that affect nstomer's decision-making
processes (what they need or want, their awareriesarious product

choices, their information-gathering activitieand their evaluation of
alternatives). The act of makinga consumerditaticonsists of three
stages: need recognition, pre-purchase Isearand evaluation of
alternatives.

OUTPUT

The output portion of the consumer decisiakimg model concerns

two closely associated kinds of postsiea activity: purchase
behavior and post-purchase evaluation. The objedf both activities
IS to increase the consumer’s satisfaction witlohiser purchase.

Purchase Behavior
Consumers make two types of purchases: trial pgashand long-term

commitment purchases. When a consumerchpees a product
brand) for thefirst time and buysa smaller quantity nthaisual, thi
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purchase would be considered a trial. Thas,trial is the exploratory
phase of purchase behavior in which consumaitempt to evaluate a
product through direct use. For instance, rwh®nsumers purchase a
new brand of laundry detergent about which they bgyncertain, they

are likely to purchase smaller trial quantitiesrth if it were a familiar

brand. Consumers can also be encouraged to try @roeluct through

such promotional tactics as free samples, coummior sale prices.

Post-purchase Evaluation

As consumers use a product, particularly duringrial purchase, they
evaluate its performance inlight of their oewpectations. There are
three possible outcomes of these evalosti Actual performance
matches expectations, leading to a neutral feelegformance exceeds
expectations, causing what it known gmositive disconfirmation of
expectations (which leads to satisfaction);d aRerformance is below
expectations, causing negative disconfirnmatioof expectations and
dissatisfaction. For each of these thremitcomes, consumers’
expectations and satisfaction are closely linkledt is, consumers tend

to judge their experience against their expemtativhen performing a
post-purchase evaluation.

SELF ASSESSMENT EXERCISE 1

What is decision? Explain the various level of diexi making.

3.5 Consumer Decision Making and Relationship Marking

Relationship marketing impacts consumerseciglons and their
consumption satisfaction. Firms establislelatronship marketing
programs (some time called loyalty prograns) foster usage loyalty
and a commitment to their products arskrvices. At its hearth,
relationship marketing is all about building tr{is¢tween the firm and

its customers), and keeping promises made to cagrsuifherefore, the

emphasis in relationship marketing is @dm always on developing
long-term bonds with customers by making thdeel special and by
providing them with personalized services.

SELF ASSESSMENT EXERCISE 2

I. What is Decision? Explain the various level etion making.
ii. Vividly explain one model of Consumers’ Decisiaking.
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4.0 CONCLUSION

The consumer’s decision to purchase or not ptochase a product or
service is an important moment for mosiaketers. It  ca
gibatiyer a marketing strategy has been wise, irfsigand effective, or

whether it was poorly planned and missed the nidrlds, marketers are
particularly interested in the consumer’s decisioeking process.

5.0 SUMMARY

Decision involves the selection of anptian from two or mo
alternative choices. Basically, three Isvelof decision making exi
Extensive Problem Solving, Limited Problem Solviagd Routinized

Response Behavior. Economic, Passive, Jduognit and Emotional
perspective provides view in understandingpnsumer behaviour ir
decision making. In order to come up with deciabout what, when

and how to buy, consumeundergo three stages of dec
maklielg that is Input, Process, and Output.

6.0 TUTOR MARKED ASSIGNMENT
Explain the various stage of consumer decision ngaki
Answer to Self Assessment Exercise 1

A decision isthe selection of an option niravo or more alternative

choices. In other words, fora person to nakeéecision,a choice of
alternatives must be available. There atleree specific levels
consumer decision making: Extensive Proble8olving, Limited
Problem Solving, and Routinized Respon&ehavior. Extensive
Problem Solving: At this level, the consumneeds a great d
offormation to establish a set of criteriaon which to jud
bpaaificand a correspondingly large amountfofnimation concerning
each ofthe brandsto be considered. Limifeablem Solving: At this
level of problem solving, consumers already havaldished the basic

criteria for evaluating the product category ars\thrious brands in the

category. However, they have not fullgstablished preferences
concerning a select group of brands. Routinizegp&ese Behavior: At

this level, consumers have experience with teymt category and a
well-established set of criteria with which tovakiate the brands they

are considering

Answer to Self Assessment Exercise 2

The popular models of consumers’ decision makietuae: Economic,
Passive, Cognitive, and Emotional view.
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Economic View: In the field of theoretical ecommsnwhich portrays a

world of perfect competition, the consumer hasrolieen characterized

as making rational decisions. To behavationally in the economic
sense, a consumer would have; to be reawaf all available product
alternatives, be capable of correctly ranking edtgdrnative in terms of

its benefits and disadvantages, and bble to identify the one best
alternative

Passive View: In the passive view, comss are perceived as
impulsive and irrational purchasers, ready todytelthe aims and into

the arms of marketers. Quite opposite to thematieconomic view of

consumers is the passive viewthat depicts tdonsumer as basically
submissive to the self-serving interesend promotional efforts of
marketers. Cognitive View: The cognitive deb focuses on the

processes by which consumers seek andluate information about
selected brands and retail outlets. Within theontext of the cognitive
model, consumers are viewed as informatiowcgssors. Information
processing leads to the formation of efgnences and, ultimately,
purchase intentions.  Emotional View: This maaphasizes the role

of emotion in consumer purchase decisiorccofdding to  this model
consumer associate deep feelings or emotions,oeftain purchases or
possessions.
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1.0 INTRODUCTION

Organizational buying is in some ways similar tosiamer buying since

it isnot the firm making the buying deecms but the people with
those firms. This unit provides an insight into domcept, types, process

as well as the variables that influence organimafibuying and buyer’s
behaviour.

2.0 OBJECTIVES
After studying this unit, you be able to understand

* Describe nature of organizational buying

* Identify different variables influencing the orgaational buyer’s
behaviour

* Describe types of decision situation confrontimganizational
buyers

» State steps of organizational buying decisions

3.0 MAIN CONTENT

3.1 Organizational Buying Defined

Organizational buying can be defined as the detisiaking process by

which  organizations establish the needr fpurchased products &
services, and identify, evaluate, and chooseong alternative brands
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and suppliers. Organizational buyers make pwehaecisions in order

to satisfy their goals, as do finalonsumers. But the goals differ.
Organizations have the goals of producing a gpamjiding a service,

or seling an item, and therefore buy dois and services that will
allow them to effectively engage in these actisgitie

3.2 Characteristics of Organizational Buyer

There are several Iimportant organizationbluyer characteristics
typically cited that differentiate them fromdin consumers. The main
features of organizational buyers in dlie group involvement,
technical knowledge and rational motivation.

Group Involvement: Because products purchase by organizational
buyers are often costly and complex, augroof individuals may be
involved in the decision. People from engineerprgduction, finance,

purchasing, and even top management cogldrticipate in a large
purchase decision.

Technical Knowledge: Professional buyers, gerally quite
knowledgeable about the products or servibesng bought, make the
purchase decision or may be directed MUkgero technically competent
individuals such as engineers to the appropriateh@ase decision based

on a group decision.

Rational Motivation: Organizational buyers are often strongly directed

by rational motivations. Such factors are genemtignomically based

and can be translated into monetary valoedlsat costs and benefits
may be carefully weighed.

3.3 Patterns of Organizational Buying

Organizational buying patterns are charemdd by a number of
differences from final consumers in their decigimacess and purchase

patterns. They include:

Formality: Much organizational buyer behaviosrtypified by greater
formality than that of final consumersOften proposals, quotation
requests, and purchase contracts are Ilvetvo which lend to the
formality.

Complexity: This is a prime cause of he formality necessary in
purchasing. Because organizational buyer hetavis so much more
complicated than consumer behaviour, products aedvices are more

technically complex and the financial risks agenerally much higher

than those faced by consumers, gratermdiity in decision making
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requires the conscious consideration ofhe t large  number
factdved in the decision.

Lengthy Negotiation: Much organizational buyng requires more
extensive negotiation over a longer time riqoe than typically occurs
among final consumers. Some of the reason&i®situation are: the

size of the order is large and the purchase psigeny important, a large

number of people are involved in the decision dmala all the product

Is complex and specifications must be carefullyeadrto.

Multiple Suppliers: Organizational buyers hesitateto limit their buying

of an item to a single source because their gumplld be jeopardized

by unforeseen circumstances such as estriCompany policies,
therefore, may not allow a single vendor to $yippore than a certain
percentage of the company’s requirements. ddstebuyers source the
same product from two or more suppliers in orddrd@ssured a steady
supply of the item.

Large Orders: The typical organizational purchases much large than

that made by final consumers. Reselleadso purchase in larg
guantities, break into smaller lots, and sell teeotorganizational buyers

or final consumers.

Infrequent Purchase: Obviously, very large scale and costly item
such as buildings and large computers ouldv  be on
frebaeady by organizations. The organimatio marketer must,
therefore, be vigilant about selling opportunitiesause they may arise

only infrequently.

Direct Buying: Because of order size, prodii complexity ant
tdkpical assistance prior to and after sale, @odgmphic proximity of
customers, a direct relationship between produmisouyers has been

widely adopted for many organizational purchasihgasions.

Reciprocity:  This occurs when two organizabns agree t
ffarohaseach  other, and is found moreeqfiently in industri
pioshects are homogeneous with little pricensdivity. However, this
informal and innocent reciprocity amongirmé should always be
justifiable on the basis of gaining a competitiviality product, price,

delivery, terms and service from supplierstherwise it makes p
economic sense and is a source of frustrationrfafepsional buyers.

Importance  of  Service: Organizational buyers more so tha
finasumers, require service because it has sudhiext bearing on their

costs, sales, and profits. Companies known for thaieptional service

tend to be the ones who excel in andustry, and it
particular
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importance to those firms who are wunabte stand out otherwise in
market with homogeneous products and prices.

3.4 Influences on Organizational Buyer Behaviour

There are four broad categories of factors thawanice organizational
buyer behaviour: Environmental, Organizatipnanterpersonal, and
Individual.

Environmental Factors: Seven environmental factors influence
organizational buyers: physical, technologicaeconomic, political,
legal, ethical, and cultural. Physical environimancludes such factors

as the climate and geographical location tbé& organization and can
affect the behaviour of organizational mmbers and determine the
constraints and options for the buyingrganization. Technological
development defines what types of goods and s=\dce available to

the organizational buyer. In addition, itnfliences the quality of the
buying process itself through developmewf improved purchasing
technology using more sophisticated equipmenth as computers to
facilitate complex purchasing and inventorgontrol decision. The
Economic environment for the buying organizat®affected by price

and wage conditions, money and credit availabiibnsumer demand,

and levels of inventoryin key industry sectorfhese sorts of factors

will determine the availability of goods and seescability of buyers to

finance purchases, and what prices whe paid. Just as for final
consumers, the economic environment wilifluence organizational
buyers’ optimism or pessimism and, coosetly, their buying
behaviour. Political influence could includesuch factors as country
trade agreements, tariff barriers, lobbyingtivaes, defense spending,
government assistance to certain industries companies, and
government attitude toward business gelyeralFrom the Legal
perspective, local, state and federal legal aedulatory environments

have influence on buying activities whichhake place. Government
regulation sets standards for what must be boumgtrtder to be included

on product. Terms of sale and condgiorof competition are also
enforced by legal means on organizationblyers. The Ethical
environment is of major importance in e thbuyer-salesperson
relationship. Buyers and salespeople must exhdthical behaviour if

they are to be accepted as professonaConsequently, each group
needs to know what is considered to be ethicauaethical behaviour.

Culture establishes values that are shardty members and which
influence them in their buying behaviour. Largeammgations, too, have

developed their own corporate culture which difergs values, norms,

habits, traditions, and customs. The natoffe these differing values,
styles, and behaviour may be evident the organization’s buying
behaviour.
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Organizational Factors: The marketer must undersand four aspect of
the organizational buying process in order to deaig effective strategy

to influence that process. These four setatefacting organizational
variables have to do withthe tasks, strigtutechnology, and people
involved with buying. The buying Task is perform®sdthe organization

in order to accomplish its objectives. These gasky be classified in

different ways such as by purpose, level of exgangli type of goods or

service purchased, extent twshich the process is routine or not,
extent to which responsibility for purshrg is centralized or
decentralized. The buying Structure of the orgdmnahas an effect on

the purchasing process. Organizations haveforamnal and an informal
structure. The organizational chart illussa the formal relationship
between people in the organization. Imfar relationships and
communication patterns may be quite odfié however, from tl
formal structure. Marketers must understarimbth the formal anc
informal organization in order to effectively stlla buyer. Technology

may influence not only what is bought but theibgydecision process

itself. Marketing success requires an understanalitige organization’s
technology so that any new product service fits into th
wjsm is already in place. The People ithe organization w
areolved in the purchasing situation will be a orajeterminant of the
organizational buying process. These peomee independent and
interact with each other to influence membelslying behaviour. The
marketing task is to identify those hmt the organization with
responsibility and authority for buying decisso in order to persuade
them to purchase.

Interpersonal Factors: The interaction betwen only two peop
@rger number is a significant influencen organizational buying
decisions. As people involved in a purchasing decimteraction, they

may provide information to each other as welitssmpt to influence

the purchasing outcome for their benefit. Thiuience of one person

on another is what we mean by interpersonalemibe and commonly

occurs in organizational purchasing within the eahbf a group known

as the “buying center”. The Buying Center is corsgxli of those people

in the organization who interact during buying dem process.

Individual Factors: Participants in the orcanizational buying
brigess to the  situation  their own indival thoughts, feelin
antions. These psychological factors axery relevant and incluc
motivation, perception, and learning. Motiwas of buying centre
members are difficult to assess accuratdipey have generally bee
categorized into task-related and non-task reldtask related motives

include such needs as product quality, priservice, and delivery, or

getting the right product for the right pricetla right time from right
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source. Non-task related motives include such bkasaas potential for

promotion, salary increases, and more job sicurdPerceptions of the
organizational buying center members ammportant to marketers’
development of effective strategies. Two dimensmirthis element are

significant; perception of the selling companyproducts and people,
and perceptions of their own role in the buyingteedecision process.

Learning is another variable strongly influengithe individual inthe
organizational buying process. Learning uosc as buyers make
decisions that are satisfactory and thesnforcement increases their
tendency to make the same decision in future sirsitaations.

3.5 Forms of Decision Situations

Organizational buying decision occurs in threeatians. These types of

buying situations are termed; New task, Modifiece-tRly and Straight

re-buy. New Task situations are those that assv to the organization.

These first time or wunique purchasesquire much gathering of
information and careful establishment dhe criteria on which to
evaluate the product for purchase. ModifiRe-Buy situations occur
when buyers re-evaluate and may makeangds in their available
purchase alternatives. Some organizational busumdence shows that

new tasks and modified re- buys are rather sinbilair straight re-buys

are quite different. Straight Re-Buy sitoms are rather routine
purchases usually under similar terms oéles to meet continuing or
recurring requirements.

3.6 Organizational Buyer’'s Decision Process

Unlike final consumer buying process, &gational buyer goes
through eight steps decision stages namely: ProBleocognition, Need
Description, Product Specification, Vendor $bkar Proposal Request,
Vendor Selection, Purchase Routine SelectioPost-Purchase
Evaluation

Problem Recognition: problem recognition occur when someonein the
organization perceives a different of sufficientagnitude between the
desired state and the actual state of aff&ither external or internal
stimuli may be the cause of problem recognition

Need Description: Once problem recognition occurghe organization

must then generally determine the quantiand describe the
characteristics of the item needed. This analogous to the final
consumer determining how much of a certain typarofiuct will fit his

needs, but for the organization the level @dmplexity may be much
greater.
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Product  Specification: After  the need has been describe
gpegiitications of the product must be preparedhbyusing department

to communicate precisely what is neede@ihese specifications 1
include detailed performance requirements,odpet attributes, service
support needs, etc. For complex producissing departments wi
typically  be involved as  well as  eng@neg experts a
finengiales.

Vendor Search: At  this stage the orgaration tries tc
mentignies who may be appropriate suppliershef specified product.
Actually, for many situations this stagaes more closely link
pigvious stages than appears to be the case here.

Proposal Request: This stage involves organizatisending a request

for proposal to qualified vendors askinghem to bid based
ffeduct specifications. Suppliers who respond éordguest will submit

a proposal through a <catalog, a saled, cat a detailed writt
sffecifying product or service features, terms ppsuand price.

Vendor Selection: The supplier/product choice dedisn is made by one

or more members of the buying center based onrthpopals submitted.

One conceptualization of the vendor selection datisaking process

suggests two possible strategies a firmay pursue: simultaneol
scanning or sequential evaluation. In simultanemasining a company

arrays and reviews potential suppliers dhe same time, wher
gequential evaluation the potential vendorare first ranked &
thaluated sequentially until one is found thatséias purchase needs.

Purchase Routine Selection: This stage involves glag an order with
a vendor who processes it and ships the produstthen received,
approved, and payment is made. Status reportswitikicompany will
let management know whether timetables are beirigRagher than
writing a purchase order for each purchase inaagstt re- buy situation,
companies often negotiate a contract to cover pselver a specific
length of time.

Post-Purchase Evaluation: The last stage in the pahase decision
process involves an evaluation of the supplieriégpmance by the
buyer. This is an important stage in providing ek so that the buyer
and seller will be better able to work as a team.

SELF ASSESSMENT EXERCISES

I. Briefly explain the buyer characteristics theg¢ enost crucial to
marketing success.
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ii. Which environmental factors specifically influee potential
buyers?
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4.0 CONCLUSION

The Organizational buying and buyer's behawvicare similar to final
consumer. The only line of separation between the lies of the fact

the organizational buying is done for the bendffirmas which an entity

if otherwise final consumers are the one chawgédresponsibility of
buying for the organization. Therefore andenstanding of consumer
behaviour remains the key for successful cohemsion of industrial
buying.

5.0 SUMMARY

This unit dealt with the concept organizationalingywhich involve the

decision making process by which organizationsbéistathe need for
purchased products and services, and tifigen evaluate, al
ahowsg alternative brands and suppliers. Gronopolvement, technical
knowledge and rational motivation are alvit characteristics of
organizational buying. While final consumer buylhaviour is similar

to organizational, the pattern of firm’s buyinguisique as it involves;
Organizational buying patterns are charemdd by a number of
differences from final consumers in their decigimacess and purchase

patterns. They include: Formality, Compiexi Lengthy Negotiation,
Multiple Suppliers, Large Orders, Infrequent Puase, Direct Buying,
Reciprocity and Importance of Service. Environragr®rganizational,
Interpersonal, and Individual are majoractbrs that influence the
organizational buying. While the decision of witabuy when to buy,

and from whom to buy is a function @fight stages of analy
thalude; Problem Recognition, Need Description,dat Specification,

Vendor Search, Proposal Request, Vendor Sele®imthase Routine

Selection, Post-Purchase Evaluation

6.0 TUTOR MARKED ASSIGNMENT

What type of buying decision situation are indagtouyers usually
confronted with?

Answer to Self Assessment Exercise

I. There are several important organizatiormlyer characteristics
typically cited that differentiate them from fir@nsumers. The
main features of organizational buyers idued: group
involvement, technical knowledge and rational netion. Group
Involvement: People from all relevant tani within the
organization are involved in organizationdbuying. Because
products purchased by organizational buyers aem @fstly and
complex, a group of individuals may be involvedhe decision.
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Technical Knowledge: Professional buyerseneagally quite
knowledgeable about the products or services depaght, make

the purchase decision or may be directbg other technically
competent individuals such as engineers the appropriate
purchase decision based on a group sideci Rational
Motivation: Organizational buyers are often stigrdjrected by

rational motivations. Such factors are negally economically
based and can be translated into monetary valuiggsoosts and

benefits may be carefully weighed.

ii. Factors affecting organizational buyingnclude Environmental
factors such as physical, technological, econopalitical, legal,
ethical, and cultural. Organizational fasto include; tasks,
structure, technology, and people involvedith buying. The
Interpersonal Factors as to do with interactionveen only two
people involved in the purchase decisiand its impact on
purchasing outcome. The Individual Factoisclude
psychological variables such as motivatiomerception, and
learning.
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