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Chapter Questions

 How do consumer characteristics influence
buying behavior?
* What major psychological processes

Influence consumer responses to the
marketing program?

 How do consumers make purchasing
decisions?

 How do marketers analyze consumer
decision making?
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Emerging Trends in Consumer Behavior
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Metrosexual —
Straight urban man
who enjoys shopping
and using grooming
products
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What Influences Consumer Behavior?

- ( Cultural Factors ,
( Social Factors ’
A

( Personal Factors ’
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Culture

P

<

The fundamental determinant of
a person’s wants and behaviors
acquired through socialization
processes with family
and other key Institutions
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Subcultures

( Nationalities ’
( Religions ’
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Fast Facts About American Culture

* The average American:
—chews 300 sticks of gum a year
—goes to the movies 9 times a year
—takes 4 trips per year

—attends a sporting event 7 times each
year
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Soclal Classes
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Upper uppers
Lower uppers

Upper mio

dles

Middle class
Working class
Upper lowers
Lower lowers
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http://factfinder.census.gov/

Characteristics of Social Classes

« Within a class, people tend to behave alike

* Social class conveys perceptions of inferior
Or superior position

* Class may be indicated by a cluster of
variables (occupation, income, wealth)

» Class designation is mobile over time

6-9



Socilal Factors

Reference .
Family
groups
Social Statuses

roles
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Reference Groups

| Membership groups

Aspirational groups
o . (  Dissociative groups )
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Family

« Family of Orientation

— Religion e
— Politics Al

— Economics

« Family of Procreation

— Everyday buying
behavior
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Roles and Statuses

What degree of status Is
assoclated with various
occupational roles?
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Personal Factors

Age
Self- Life cycle
concept stage
Lifestyle Occupation
Values Wealth

Personality
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The Family Life Cycle
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Figure 6.1
Model of Consumer Behavior
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Key Psychological Processes

Motivation Perception

Learning Memory
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Maslow’s Hierarchy of Needs

5

Self-
actualization
Needs
(self-development
and realization)

4 Esteem Needs
(self-esteem, recognition, status)

Social Needs
(sense of belonging, love)

2 Safety Needs
(security, protection)

1 Physiological Needs
(food, water, shelter)
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Perception

Selective Attention
Selective Retention
Selective Distortion

Subliminal Perception
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Figure 6.4 Consumer Buying Process
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Figure 6.5 Successive Sets
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Evaluation of Attributes
Table 6.3

Computer Attribute
Memory Graphics Size and
Capacity Capability Weight Price
A 10 & = q
B B g g 3
c b e 10 5
D 4 3 T L
Mota: Bach athibute (& rated from D o 10, whare 10 rapreeanie the highas! ievel on thal stiibute. Price, hrssee, (B
indexed I a reware manner, 'wih a 10 repressning the iowset price, bacaUEs 3 consumeEr prelare a low price o &
high price.
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Figure 6.6 Stages between Evaluation of
Alternatives and Purchase
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decision
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Figure 6.7 How Customers Use and
Dispose of Products
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