
CONSUMER BEHAVIOUR (CH5) 

Consumers → customers 

Consumption pattern → thrift and environmental awareness 

Private labels, dollar shops, luxury items (differentiated) > other ‘middle’ products 

Buyer’s “black box” 

• Difficult to wholly understand what motivates consumers to purchase products 

• Emotional, rather than rational purchasing decisions 

• Better understanding emotions → increased understanding of intrinsic desires → 

more effective marketing strategies that resonate with the consumer (heart>head) 

• Connect consumer desire with current trends 

• Connecting with consumers on a relational basis → growth in the double digits 

(standard businesses grow in the single digits), typically only possible via creative 

breakthrough innovations (very difficult to achieve, takes ~5 years) 

How do brands capitalise on their understanding of consumer emotions and internal drivers? 

See Nike’s “Dream Crazier”. 

• Social trends of: women’s rights, equal pay / pay gap, MeToo movement, equity and 

diversity, women on boards… 

• Nike’s market performance: core values of performance 

See Café Grand Mere’s “Grandmother’s Day Ad”. 

• Café celebrating achievements of women in 50s and 60s 

Important to differentiate brands and solutions by communicating authentic value 

Social trends more applicable to consumers varies by target market; thus focus must be 

calibrated 

Consumer Decision Making Process 

 

Need recognition 

• Consumers must be aware of your product’s role in providing the solution to an issue 

/ gap they have in their lives 

• Product’s ability to fulfil functional needs and/or psychological needs 

o Psychological needs increasingly prevalent in decision making process 

• Consistent communication to maintain the company’s position as a top contender 

for purchase in the minds of consumers (“evoked set”) 

o Marketers lead the consumer to recognising their need for the product 



Information search 

• High and low involvement products; associate risks and benefits involved with 

choosing a product (e.g. cost, commitment, long term impacts) 

• Internal search: own memory and knowledge 

• External search: friends, family, sales people, etc. opinions 

• Actual or Perceived Risk → → → → → 

o Performance risk: will this product 

work? Especially significant for 

unfamiliar products 

o Financial risk: associated with the 

cost of the product 

o Social risk: products purchased 

intrinsically connected with 

identity; how does purchasing this 

purchase reflect on me? 

o Physiological risk: Maslow’s Pyramid of Need → Self-actualisation 

o Psychological risk: typically occurs post purchase; ramifications of purchase 

Alternative Evaluation 

• Varies depending on the consumer’s locus of control 

o Internal: micromanage their path 

o External: things will work out 

• Attribute Sets 

o Evoked: top three that would be considered 

for personal use 

o Retrieval: top ten that would be recalled 

o Universal: all those that are available on the 

market 

• How then do marketers achieve relevance for their product to consumers? 

Purchase 

• Close the loop by pushing consumers to make a decision (incentivising practices) 

• Limited time only, sales 

Post Purchase Evaluation 

• How does the consumer feel about the quality of their product? 

o Influenced by personal emotions, beliefs, etc. and that of those around them 



• Post purchase services to increase 

consumer satisfaction (larger purchases) 

• Post purchase dissonance → negative 

word of mouth → damage to brand name → 

compromised market position → losing 

customers and less new customers 

• Customer service guarantees → greater 

levels of consumer trust → more future 

purchases + lower likelihood of moving brands  

Surviving as a small business: start off as a niche brand; sell one very high quality product 

at a relatively high price to a small target market 

Consumer Decision Rules: set of criteria that consumers use in order to quickly select from 

among several alternatives. 

 

Physiological Factors: Attitudes 

• Attitudes are incredibly difficult to change, as they are developed during a person’s 

formative years (birth – 8 years of age), influenced by upbringing 

• Marketers must identify ‘like’ people, understand them, and appeal to them as much 

as possible 

o Attempting to change the attitudes of people involves strenuous processes of 

re-education and thus is almost never the goal, unless in the cases of 

remedying social issues (e.g. smoking ~20 years, obesity, drink driving) 

Brand Evolution Using Physiological Appeals: David Jones 

• 1999: domestic white wife with vacuum cleaner 

• 2010: attractive young women making strong eye contact 

• 2019: DOGS, emotion, family (currently, cats and dogs are the most viewed images) 

• Formality: venerated 20 years ago, considered unpleasant and unapproachable now 

• Provision of WiFi: tracks consumer’s movement throughout the store incl. pauses, 

searches made, price comparisons made 

Trends in Consumer Behaviour 

→ 50% of time online spent on social media 

→ 75% of consumers rely on social media to inform purchase decisions 

→ 90% trust peer recommendation 

→ 84% will take action based upon the opinion of others 

Situational Factors influence psychological and social issues: 

• Purchase situation: for whom are you buying? 

• Shopping situation: for what purpose are you buying? 

• Temporal state: how does time affect your decision making? 

 


