B. Com. (2nd Semester)

Notes on Consumer Behaviour

1. What is Consumer Behaviour?

Consumer behaviour refers to the psychological, social and physical behaviour of an
individual, which influences his buying decision and buying style.

It can be defined as that behaviour which the consumer displays during his search for,
purchase, consumption, evaluation and disposal of goods and services which he procures
for satisfying his wants and needs.

As per American Marketing Association (AMA), “Consumer Behaviour is the decision-
making process and physical activity involved in acquiring, evaluating, using and disposing
of goods and services”.

2. Nature or Characteristics of Consumer Behaviour — is determined by the behavioural
characteristics of the consumers. The basic characteristics of consumer behaviour are:

1. It is a process of decision making by which the consumer evaluates why, whether,
how, when, where and from whom to buy.

2. It comprises both mental and physical activities of the consumer.
It covers both visible and invisible activities of the consumer.

It is complex in nature as it is influenced by many factors — social, cultural,
psychological, economic and demographic.

It is dynamic — consumer behaves differently in different situations.
It is influenced by internal and external factors.
It is an integral part of human behaviour as it is an internal cognition of a person.
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It is heterogenous or variable — different consumers could behave differently in the
same situation or even the same consumer could behave differently in different cases.

It is experience based — past experiences influence future behaviour.

10. It is related to the standard of living — the more a consumer buys, better will be his
standard of living.

3. Importance of Study of Consumer Behaviour:

The success of a marketer depends on consumer satisfaction. A marketer who can
understand consumer behaviour can easily satisfy his customers. The study of consumer
behaviour helps a marketer to understand the following:

= What does a consumer buy?

. When does he buy? Understand Likes &
. How does he buy? Dislikes of Consumer
] Where does he buy?

. Why does he buy?

Besides, a study of consumer behaviour can help the marketer in the following:

. Forecasting Sales
Il. Formulation of Production Policies
[l Achieving Organisational Goals — increase revenue and profits
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V.
V.
VL.
VIL.

VIII.

IX.
X.
XI.

Deciding Price Policies / Price Fixation

Determining Distribution Policies

Planning Consumer Differentiation

Doing Competitive Analysis

Deciding Sales Promotion Policies and/or Advertising Programs
Predicting and Responding to Marketing trends

Exploiting Marketing opportunities — deciding the Product Mix
Developing appropriate Marketing strategies — Brand restructuring etc.

4. Factors influencing Consumer Buying Behaviour:

These are —

I. Personal — e Age, e Occupation, e Life-style, ® Income [Personal, Family, Future
Income Expectation, Discretionary, Consumer credit], ® Situational
[Physical conditions, Time, Purpose, Past-purchase experience].

Il. Social — e Family, e Reference Group [Primary, Secondary, Aspirational,
Dissociative], ® Opinion Leaders, e Roles and status

[Il. Cultural — e Culture, ® Sub-culture, ® Social Class & Caste

IV.Psychological — e Motivation, e Perception [Selective Exposure, Selective Attention,
Selective Distortion, Selective Retention], ® Learning, e Attitudes, e
Personality, ® Self-concept / Image, e Risk and uncertainty

Personal Factors that influence consumer buying behaviour are:

a. Age — influences buying behaviour. People at different ages demand different

products.

b. Occupation — determines what a person will buy. A doctor demands different

products compared to an artist.

c. Life-style — is determined collectively by the pattern in which people live and
spend time and money. The nature of life-style influences the products or brand

a person will buy to sustain the same.

d. Income — determines purchasing power and this in turn influences the buying

decision. Income influences can be based on —

i. Personal Income — this is considered to be most important.

ii. Family Income — in the Indian context is very important as it impacts

ability to spend and save.

iii. Future Income expectation — Future expectation of income influences

degree of current spending or saving.

iv. Discretionary Income — This is disposable income left in the
consumer’s hands after meeting basic needs of food, clothing and

shelter.

v. Consumer Credit — Easy availability of credit positively influences

consumer buying patterns.

e. Situational — There are a number of situational factors that influence buying

behaviour. These are broadly of the following types:
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(ii)

(i)

i. Physical conditions — like weather influence what a person wears or
buys.

ii. Time —required to make a decision influences behaviour. For example,
purchasing a car requires more time that purchasing off-the-shelf
groceries.

iii. Purpose — determines what a person buys. For example, specifications
for personal purchase differ from that for institutional purchase.

iv. Past-purchase experience — often determines the product choice — a
customer may re-purchase a product earlier bought or may buy a
completely new product.

Social Factors influencing consumer behaviour are categorised based on social

influences arising from:

a.

Family — Needs of family members determine purchase decisions, e.g.,
monthly groceries, books etc.

Reference Groups — A reference group is any group that influences a person’s
attitudes, values and behaviour, either directly or indirectly. These groups are
of the following categories:

i. Primary groups — are those with which regular formal or informal
interaction takes place, e.g., family members, classmates etc.

ii. Secondary groups — Only occasional interaction occurs in this case
and their opinions are not considered as very important, e.g., religious
groups, professional groups, unions etc.

iii. Aspirational groups — are those groups to which a person desires to
be elevated into. Their opinions are considered important, e.g., clubs,
political parties, music group, sports team etc.

iv. Dissociative groups — are groups that a person does not want to be
associated with and their opinions and choices influences what a
person does not want to buy.

Opinion Leaders — and role models also impact consumer choices and
purchase behaviour.

Roles and Status — often determines what a person buys. Every individual
buys a product for playing a specific role and while buying the product
considers his social status.

Cultural Factors: that influence buying behaviour are:

a.

Culture —is a set of learned beliefs, values, attitudes, customs and behavioural
forms that are shared by people from a society and transmitted through
generations within that society. Culture determines the consumption pattern
which in turn influences the buying behaviour of consumers. Example — food
acceptable for consumption in one society may be taboo in another.

Sub-culture — is a group within a larger culture. The buying behaviour has the
same characteristics as in culture. For example, within a larger culture, there
are sub-cultures that have different choices of food and clothing.

Social class & caste — There are three social classes mainly — Upper, Middle
and Lower class. Product choice or attributes like preference for product quality
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vary depending on the social class or people. Caste also plays a key role in
making product/service choices.

(iv) Psychological Factors — influence consumer behaviour. These factors can be

classified into the following:

a.

Motivation — is the driving force that impels a person to take action to satisfy
his needs. Needs are of various types — Physiological, Safety, Social, Esteem
or Self-Actualisation (ref. Maslow’s Hierarchy of Needs) and these needs
determine what a person buys,

Perception — can be defined as a process by which individuals select,
organise, learn and interpret stimuli on the basis of their prior experiences into
a meaningful and coherent picture of the world. Perception of different people
to the same situation may be different and this is the reason why given the
same set of circumstances, different people buy different products at the same
point in time.

i. Selective Exposure — e.g., in the case of advertisements only those
stimuli which satisfy the current needs of the consumer are focused on.

i. Selective Attention — e.g., consumer pays attention to only those
advertisements that satisfy his current needs and excludes others.

iii. Selective Distortion — this means that advertisers will have to
understand the mind-set of the consumers which will affect information
provided on sales as well as interpretation of advertising. This is
because consumers tend to perceive advertisements in their own way
and distort the message to suit their current needs.

iv. Selective Retention — Consumers retain only that marketing
information which matches their attitudes and beliefs.

Learning — Consumers learn about products through information received from
advertisements, sales people, friends, relatives etc. What a person learns from
such influences, determines his choices in terms of products or services.

Attitudes — determine what a person buys. If a person is negatively inclined to
a product, he may not buy it and also advise others against buying it.

Personality — of a person impacts his buying choices.

Self-concept / Image — means what a person feels/perceives about himself.
For example, a person who thinks himself to be very dashy and fast may like
to buy a sports car.

Risk and uncertainty — determine what a person will buy. For example, during
the Corona pandemic, people are only buying essentials and not luxury goods.
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