
WEEK 4: CONSUMER BUYER 

BEHAVIOUR 

A CONSUMER MARKET 
Consumer buying refers to the buying behaviour of final consumers 

Consumer market the consumer market consists of all the individuals and households who buy or acquire goods 

and services for personal consumption.  

This will allow us to understand how consumers think, are influenced and how the make decisions. We can the better 

meet their needs and improve strategy and the marketing mix. 

CENTRAL QUESTION 
How do consumers respond to the various marketing stimuli the marketing organisation might use? 

 What consumers buy 

 Who buys, how they buy 

 When they buy 

 Where they buy 

 Why they buy 

THE BUYER DECISION PROCESS 
Consumers follow these 5 steps: 

1. Problem/need recognition 

2. Information search 

From prior experience, the internet, ads/brochures, family/friends, sales people. Degree of involvement affects 

this step.  

3. Evaluation of alternatives 

Consumer weights up the alternatives between best price/deal, highest quality, most convenient, 

size/colour/shape etc. Affected by degree of involvement.  

4. Purchase decision 

Consumer makes purchase and may buy as intended/planned, be influenced by in-store deals and buy 

something else, or buy extra products 

5. Post-purchase behaviour 

Happy/unhappy, tell their friends, become brand loyal. Can experience cognitive dissonance (consumer is 

uncertain) 

Cognitive dissonance discomfort caused by post-purchase conflict. Every purchase involves compromise so 

consumers feel some cognitive dissonance for EVERY purchase. 

High involvement may take weeks to complete this process. I.e. buying a car 

Low involvement only takes moments. E.g. which drink to buy. Often purchased out of habit or simple like/dislike. 

These include purchases based on impulse, emotions, symbolism (what the brand stands for) and status/social class. 

I.e. these are non-utility reasons. 

Heuristics mental shortcuts (i.e. I have bought that before and know it’s good) 

 



DIFFERENT MODELS OF DECISION PROCESS 

The marshallian economic model 

 

Assumes buying decisions are the result of rational consumers making 

conscious decisions that maximise utility. 

 

The pavlovian learning model 

 

Assumes that buying decisions are learned based on drive, cue, response 

and reinforcement. 

 

The frudian psycho-analytic model 

 

Assumes that buying decisions are a result of conscious and subconscious 

motivations 

 

The veblenian model 

 

Assumes that buying decisions are conditioned by the norms of social 

groups which consumers belong to: culture, subculture, social class, 

reference groups and family affiliations. There is: 

 

Conspicuous consumption designed to show off 

 

Invidious consumption designed to create ENVY. This is very 

prevalent now and fuelled by social media.  

 

TYPES OF BUYING DECISIONS 

 High involvement Low involvement 

Significant difference 

between brands 
Complex buying behaviour Variety seeking behaviour 

Few differences between 

brands 

Dissonance reducing buying 

behaviour 
Habitual buying behaviour 

 

Complex buying behaviour 5 step process, highly functional, infrequent, degree of risk perceived. For important 

purchases. 

Variety-seeking behaviour e.g. fast food and snacks 

Dissonance reducing buying behaviour consumer might not be that knowledgeable and may chose the ‘safest’ 

option (i.e. me buying a lawn mower- I’ll by the most expensive one or one with a known-brand) 

Habitual buying behaviour routinized. Consumer doesn’t care. Buy regularly, e.g. milk. Therefore its price driven. 

STAGES OF ADOPTION PROCESS 
A new product is a good or service or idea that is perceived by the customers as new.  

5 stages: 

1. Awareness 

2. Interest 

3. Evaluation 

4. Trial 

5. Adoption (product becomes part of your lifestyle) 



ADOPTION OF INNOVATIONS 

 

 

 The individual adoption curve indicates how individuals react to innovations over time 

 The adoption process places adopters into categories and explores how the earlier adopters influence later 

adopters 

 This info is used to segment markets, design promotional campaigns, and can be used to develop business 

strategies 

 The adoption of innovation gives rise to the process of diffusion. 

 The adoption-diffusion paradigm examines the process by which an innovation reaches a critical mass of 

adopters, the diffusion is accelerated and innovation is considered successful.  

 After laggards there’s also a portion of non-adopters (e.g. some people still don’t have a mobile phone) 

 More new products fail than succeed 

 New product=new innovation (such as a tablet etc.) 

 

INFLUENCE OF PRODUCT CHARACTERISTICS ON RATE OF ADOPTION 
The characteristics of the new product affect its rate of adoption.  

Relative advantage The degree to which the innovation appears superior to existing products 

Compatibility 
The degree to which the innovation fits the values and experiences of potential 

customers 

Complexity The degree to which the innovation is difficult to understand or use 

Divisibility 
The degree to which the results of using the innovation may be tried on a 

limited basis 

Communicability 
The degree to which the results of using the innovation can be observed or 

described by others. 

FACTORS INFLUENCING CONSUMER BEHAVIOUR 

Internal External 

Personal 

Psychological 

Cultural 

Social 

 

PERSONAL FACTORS (INTERNAL) 
Includes: 

 Age and lifecycle stage 

 Occupation 

 Education 



 Economic situation 

 Personality and self-concept 

 Lifestyle 

Personality a person’s distinguishing psychological characteristics that lead to relatively consistent and lasting 

responses to his or her own environment. It is closely tied to motivation and is usually described in terms of traits such 

as self-confidence, dominance, sociability, autonomy, defensiveness, adaptability and aggressiveness.  

MYERS AND BRIGGS (MAJOR PERSONALITY ATTRIBUTES) 

Locus of control 
The extent to which an individual believes his or her behaviour has a direct impact on the 

consequences of that behaviour 

Self-efficacy A persons beliefs about his or her capabilities to perform a task 

Machiavellianism 
A personality attribute that results in behaviour directed at gaining power and controlling 

the behaviour of others 

Self-esteem The extent to which a person believes he or she is worthwhile and a deserving individual 

Risk propensity The degree to which an individual is willing to take chances and make risky decisions 

Authoritarianism 
The extent to which an individual believes that power and status are appropriate within 

hierarchical systems like organisations 

Dogmatism Reflects the rigidity of a person’s beliefs and his or her openness to other viewpoints 

 

Consumer lifestyle a person’s pattern of living as expressed in his or her activities, interests and opinions. (AIO’s) 

People that come from the same subculture, class or occupation may have quite different lifestyles.  

Psychographics the technique of measuring lifestyles and developing lifestyle classifications. It involves measuring 

the major AIO dimensions. E.g. values and lifestyles segmentation (VALS) is a program used by many research firms. 

There are 10 distinct lifestyles in Aus (Roy Morgan values segment). One of them is young optimism associated 

with young professionals, technocrats and students whose thoughts are focused on achieving a good career, overseas 

travel and generally improving their prospects in life, having a sense of fulfilment and a chance to enjoy an ongoing 

lifestyle. It is more prevalent in inner city and urban lifestyle settings.  

Self-concept is closely linked to personality. People’s possessions contribute to and reflect their identities.  

 

PSYCHOLOGICAL FACTORS (INTERNAL) 
There are 4 main psychological factors. These are: 

1. Motivation 

2. Perception 

3. Learning 

4. Beliefs and attitudes 

1. MOTIVATION 
 Motivation is an inner state that activates or moves people toward goals, resulting in purposive behaviour. 

 It’s the level of intensity that consumers have to satisfy those needs 

 Motivation underlies the cause of buying behaviour 

 When consumers express interest in buying a product there are a number of questions we might ask: why? 

What is the person really seeking? What needs is he or she trying to satisfy? 

 A marketing goal is to increase motivation to purchase 



 

 

2. PERCEPTION 
 Perception is a complex process by which people select, organise and interpret sensory stimulation into a 

meaningful picture of the world.  

 It is the interpretation of reality 

 A motivated person is ready to act. How the person acts is influenced by his or her perception of the 

situation 

Perceptual processes: 

 

 

Selective exposure 
Consumers choose what they pay attention to (e.g. your thinking of buying a car and 

you start to notice all the ads for cars on TV) 

Selective distortion Consumers interpret messages in line with their knowledge/views 

Selective retention Consumers only retain a small amount of relevant info 

 

3. LEARNING 
Learning describes changes in an individual’s behaviour arising from experience 

Learning occurs as a result of experience or of mental activity associated with experience. Experiences related to 

product usage, shopping, and exposure to ads and other aspects of marketing adds to the consumer’s bank of 

knowledge and influences their habits. Much of learning is passive (needs to be activated) 

 

People learn though: 

o assimilating new info 

o trial 

o habit formation 

o mere familiarity 

 

 

Self-
actualisation

Esteem needs

Social needs

safety needs

physiological needs

Attention interpret retain



Learning theories: 

Classical conditioning 
Repetition and connection 

e.g. a dog may associate a bell ringing with food 

Operant conditioning 
Through rewards and punishment 

e.g. loyalty programs or double demerit points 

 

4. BELIEFS AND ATTITUDES 
 Belief a descriptive thought or conviction that a person holds about something, and involves holding an 

opinion. E.g. I believe aussie made products are better.  

 

 Attitude describes a person’s relatively consistent evaluations, feelings and tendencies towards an 

object or idea. Consumers learn attitudes. Attitudes are STRONGER. E.g. I will always buy Aussie 

products to support Aussie families and farmers. VERY IMPORTANT IN MARKETING! 

Tri-component attitude model (ABC) 

 A= affective 

 B= behaviour 

 C= cognitive 

 
Affective is changeable, behaviour is easiest to change (doesn’t involve thinking or feeling) but cognitive is not 

changeable.  

Years of promotional efforts + purchasing and using products = consumers attitude 

 

CULTURAL FACTORS (EXTERNAL) 
 Culture is a set of learned beliefs, values, attitudes, habits and forms of behaviour that are shared by society, 

and are transmitted from generation to generation within that society.  

 Cultural factors exert the broadest and deepest influence on consumer behaviour. 

 Marketers need to understand the role played by the culture, the subculture and the social class.  

Social class the division of people into different social status levels 

 Your perceived social status influences lifestyle, attitudes, career goals and purchases.  

 Income, education and occupation 

 In aus the social system is more flexible 

 Middle class fuels consumption of most basic consumer goods 

 Impact not as prominent in aus 

Affecive 

(feeling)

Conative/

behaviour

(doing)

Cognitive

(thinking)



SOCIAL FACTORS (EXTERNAL) 
 E.g. consumers household type and reference groups, as well as social roles and status 

Membership groups groups that have direct influence on a person’s behaviour and to which a person belongs (e.g. 

family, friends and colleagues) 

Reference groups groups that have direct (face-to-face) or indirect influence on the person’s attitudes or 

behaviour. Includes successful people, role models etc. 

 Marketers try to identify the reference groups of their target markets due to the influence they have on 

consumer’s attitudes and self-concept.  

 Group influence is the strongest on conspicuous purchases or those items that are most likely to be seen by 

others 

 
Strong group influence on 

BRAND CHOICE 

Weak group influence on 

BRAND CHOICE 

Strong group influence on 

PRODUCT CHOICE 
Public luxuries 

(golf clubs, skis, boat) 
Private luxuries 

(game consoles, coffee machine) 

Weak group influence on 

PRODUCT CHOICE 
Public necessities 
(watches, cars, clothes) 

Private necessities 
(mattresses, appliances) 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 


