
Outline of Chapter 5

FINAL CONSUMERS AND THEIR BUYING BEHAVIOR
CONSUMER BEHAVIOR--WHY THEY BUY WHAT THEY BUY

SPENDING PATTERNS ARE MOSTLY RELATED TO INCOME

DISCRETIONARY INCOME--what is left of income after paying taxes and paying for necessities.

BEHAVIORAL SCIENCES HELP EXPLAIN BUYING PROCESS

ECONOMIC BUYERS--people who know the facts, compare choices and get greatest satisfaction from time and money spent.

ECONOMIC NEEDS--making the best use of time and money--as defined by individual consumer.

PSYCHOLOGICAL INFLUENCES WITHIN AN INDIVIDUAL

NEEDS-- basic forces that motivate a person to do something.

WANTS--"needs" that are learned during a person's life.

DRIVE--a strong stimulus that encourages action to reduce a need.

· Consumers seek benefits to meet needs

· May satisfy several needs at the same time
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PHYSIOLOGICAL NEEDS--biological needs such as food, drink, rest, and sex.

SAFETY NEEDS--needs concerned with protection and physical well-being (medicine, exercise, etc.).  Beyond short-term survival.

SOCIAL NEEDS--needs concerned with love, friendship, status, and esteem--things that involve a person's interaction with others.

PERSONAL NEEDS--an individual's need for personal satisfaction--unrelated to what others think or do.  Self-actualized.

PERCEPTION--how we gather and interpret information from the world around us.

SELECTIVE EXPOSURE--our eyes and minds seek out and notice only information that interests us.

SELECTIVE PERCEPTION--people screen out or modify ideas, messages, and information that conflict with previously learned attitudes and beliefs.

SELECTIVE RETENTION--people remember only what they want to remember.

· Learning determines how we select and perceive.

LEARNING--a change in a person's thought processes caused by prior experience.

CUES--products, signs, ads, and other stimuli in the environment.

RESPONSE--an effort to satisfy a drive.

REINFORCEMENT--occurs when the consumer's response is followed by satisfaction--a reduction in drive.

ATTITUDE--a person's point of view toward something.

BELIEF--a person's opinion about something.

EXPECTATION--an outcome or event that a person anticipates or looks forward to.

PSYCHOGRAPHICS or LIFESTYLE ANALYSIS--the analysis of a person's day-to-day pattern of living as expressed in that person's Activities, Interests, and Opinions--sometimes referred to as "AIOs."  More commonly known by a product name, VALS.

SOCIAL INFLUENCES AFFECT CONSUMER BEHAVIOR

· Family life cycle influences needs (see exercise at back of these notes)

· People and “families” 

· Reallocation for teenagers

· Empty nesters

EMPTY NESTERS--people whose children are grown and who are now able to spend their money in other ways.

· Who is the real decision maker in family purchases?

SOCIAL CLASS--a group of people who have approximately equal social position as viewed by others in the society.

REFERENCE GROUP--the people to whom an individual looks when forming attitudes about a particular topic.

OPINION LEADER--a person who influences others.

CULTURE--the whole set of beliefs, attitudes, and ways of doing things of a reasonably homogeneous set of people.

· Multicultural diversity is replacing the melting pot.  People do not necessarily aspire to be like a “model” citizen

· Ethnic markets are becoming more important

· Culture differs in international markets

INDIVIDUALS ARE AFFECTED BY THE PURCHASE SITUATION

· Purchase reason can vary 

· Time affects what happens

· Surroundings affect buying too

CONSUMERS USE PROBLEM-SOLVING PROCESSES

· Grid of evaluative criteria helps, see Exhibit 5-9

CONSIDERATION SET-- list choices a consumer will consider.

· Considering levels of consumer problem solving are useful

EXTENSIVE PROBLEM SOLVING--the type of problem-solving consumers use for a completely new or important need--when they put much effort into deciding how to satisfy it.

LIMITED PROBLEM SOLVING--when consumers are willing to put some effort into deciding the best way to satisfy a need.

ROUTINIZED RESPONSE -- consumer regularly selects a particular way of satisfying a need when the need occurs.

LOW INVOLVEMENT PURCHASES--purchases that have little risk, importance or relevance for the customer.

ADOPTION PROCESS--the steps individuals go through on the way to accepting or rejecting a new idea.

DISSONANCE--tension caused by uncertainty about the rightness of a decision.

FAMILY LIFE CYCLE EXERCISE FORM

Family Life Cycle Stages

___________________
Young Singles  


___________________
Young Married Without Children  

___________________
Young Divorced Without Children  

___________________
Young Married With Children  

___________________
Young Divorced or Single With Children 

________________
Middle-aged Divorced or Single Without Children

___________________
Middle-aged Married Without Children  

___________________
Middle-aged Married With Children

________________
Middle-aged Divorced or Single with Children  

________________
Middle-aged Married Without Dependents 

___________________
Middle-aged Divorced or Single Without Dependents

___________________
Older Married  

___________________
Older Unmarried  

Products and Services

1.   Dance and sport lessons

2.   Group childcare

3.   Home Improvement

4.   Jewelry as gifts

5.   Ready-to-eat-foods

6.   Nursing homes

7.   Motor home/recreational vehicles

8.   Sporting equipment

9.   Restaurant take-out meals

10.  Disposable diapers

11.  Movies and concerts

12.  Second homes

13.  Modest furniture upgrades

