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CONSUMER BEHAVIOUR

7 Introduction ;

Any individual who purchases goods and services from the market for his Mher
el use is called a consumer, No marketing activily carried out in today's competilive
world can be a success unless ity focal point is the consumer

The term “consumer’ 15 used to describe two different types of COnLumIng entities

|} The Individual consumer

2) The Organizational consumer

Individual consumer purchases poods and services for his or her own use. The
Organizanonal consumer buys product and services in order 1o run their organization

The ultimate consumer is the end user of the product and services where as the
orgamzational Buyer s only an intermediste user who adds further value to the produst
and services before it 18 consumed by the final consumer

The main object of buyer behavior studies is w0 understand the buver and to
create a customer through this understanding . The buyer behavior has been approach an
analyzed from different angles and under diflerent premises Consumer behavior is the
study of how individual customers group or organizations select buy use and dispose
idcas .goods and services to satisfy their necds and wants, it refers to the actions of the
customers In the marketplace and the under laying motives for those sction
= Concept ;

Consumer behaviour refers to the behaviour that the consumer display in
searching for purchasing using evaluating and diposing of product and services that
they expect will sausfy their needs. | tinvolves the process and activities people engaged
in when searching for selecting purchasing using evaluating and disposing of product
and services so as to satisfy their need and desire

Its true that buyer behaviour has changed forever , that means o time has come
for companies everwhere | to either get on board or get out of the way because theres's
no going back w the old way of doing business. To wruly understand these new shift in
buying behaviour one need (o take a lock at how and why it has come about the whole
behaviour of a person while making purchases may be termed as consumer behaviour, It
15 the attempt and predicition of human action in the buying role.

Consumer behaviour is a branch which deals with the various stages a consumer goes
through before purchasing product or services for his end use

Why do you think an individual, buys a product -Need, social states gifting
purpose

Why do you thank an individual does not bay a product- no requirement, Income
Taste, Constraint.

#  Meaning and Definition
I, Prol. C.G Walter and Prof.G.W Paul Define “Consumer Behaviowr i the g
whereby individual  decides whether what when, Where how and Trog
purginise L_mrd\. andd services /
It is all the psychologeal sanctal physical I'H.h.mm

cuslomer as they bechme awi syvalmate purchase, consume ;

aboul the product and serviees, ATTE i TE D
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2.

ol

Americin Marketing Asscociation (AMA)  Define consumer behaviour as the
dvnamic and interaction of cognition hehaviour and environmental evernt hy
which human being conduct the exchange aspect of their lives.

Peter — F Drucker  The purpese of any husiness is to create a castomer, [t is the
customer who determines what a business is 7 It is the customer and he alone
who through being willing to pay for poods or services conven economic
resources in o wealth things into goods. What a business thinks it produces is not
of first importance, What the customer things he is buying what he considers
value, is decisive it determines what a business is what it produces and whether it
will prosper therefor the basic requirement of marketing is 1o study the customer
buyer behaviour Marketing concepl is consumer oriented

Satish K. Batra and S.HH=Kazmi “Comsusmer behaviour is the mental and
emational processes and the observable behaviour of consumers during=searching
purchasing and post caonsumpiion of a product and service

Belch and Belch “Buyer behavicur is the process and activites of people engage
in when,searching selecting purchasing using ., evaluating and disposing of
product and ser

vices &0 as 1o satisly their need and desires.

Lovden and Bitta “Consumer behaviour is the decision process and physical
activities  which imlividuals cngage in when evaluating acquiring using or
disposing of goods and services,

# Characleristics

Consumer behaviour 15 the complex and dynamic processes of deciding what

product 0 buy, When to buy, how 1o secure how o use or how to dispose 1o satsfy
individuals |, group or oreanization

.

3.

Indispensable part of human behuviour — [t can nol be separuled

Consumer behaviour is unpredictable in nature it can not be said that what an
imdividual is going to do in the next movement

Consumer as a king consumer decides aboutl goods like 4 king and buys goods
and services as per their wishes Consumer has each and every power in respect
of buying decisions so Consumer 1 given the top mast imporance.

. Consumer as a king - pin of Democracy . The king — pin in a Machinery is a

very small part but it holds, The wheel within the machine in the same way
consumer as a purchaser play an important role in marketing

Information search - The search of information is a common characteristic of
consurmer behaviour sources of information like personal sources commercial
sorees, public sources, personil experience perceplion |, elc.

Complex - Leamning is o complex phenomenon as it involves the stuady ol
human being. Each individuals — behave differently when he a8 placed
different sipation. To day one miay  porchdse o prodoct bevuise of s
appearance Woenorrossy o ey vary ad he sl porehose anothes 0wy doe poonis
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3. Contmuoeus Process — Consuinge hehaviour i3 4 continnous process us the
process start befor the buying atd continuing afier purchasing befor buying
there will be high confusions and expeciations about the product . Afier buying
it if the buyer s satisfied with the product he shows o positive beliaviow
otherwise negative.

0, Brand Loyalty - It is the tendency of & customer 1o buy products or services
from a certain company that she likes or equates with having high quality goods
ingd services.

i 1. Price Elasticity of Demand — [t is an economic concept and as impontant
characteristics of consume behaviour - I is the charge in consumption that an
individual makes due to u charge in the price of 2 cerain product . The
consumption of a product with high elasticity of demand will full sharply with
A5 INETEASE 1N Price.

» Significance of Consumer Behaviour

1. The study ol consumer behaviour assumes that the consumers are actor in the
market place . The perspective of role theory assumes thal consumers play
various roles in the market place starting from the information provider from
the user to the payer and to the disposer CONSUMETS play these roles in the
decisions process.

3 The modern marketing concepls accepts that the marketer is directly
responsible to consumers for the gquality of goods markeied by him if he
manufaciurs goods which are not needed by the consumers his product will not
sell . Thus manufactiures and marketers in to days worlds have 1o munufactures
and market in to days workls have 10 manufacture and market those goods that
are required by the consumer and for which is willing 1o pay.

3. Buying motive is not the same for all person the behaviour of cvery human
bring is different because of differences in heredity education environment and
cxperiendce.

4. Customers coming for different background have different lastes and prefer
different qualities and choice of goods.

5. Intensity of human beings always changes.

6. Every purchase like every other human act is promoted by a motive or
combination of motive. S0 it is nocessary 1o know what motive of the buyer
motivated him 1o make the purchase.

7 A fundamental necessity for the marketing man is the knowledge of the buyer
is buying motives and buying habits. What way the marking man make these
assumption? And in what manner he influence the buyers hehaviour through his
marking action? This is the main aspect of the study of huyer behaviour.

& As the cusumer is he focal points of all marketing activiries his behaviour is 1o
he continuously studied.so the knowledge of this understanding of comsumer
hehaviour has o be forwared 1o the management & effective decision can be
tiken regarding products, price promotion & place (1.e Dhstrbution)

= e\l'lll-l_‘r!'ll.'i'p

Syceess of marketing decisin lies on o successful analyes ol consuLy
consumer  be behaviour fur cffective marketing decision marketen must b ..‘
cunsumer behaviour. '
—  Consumer Behaviour and Marketing

Companies use arking 10 prastoe il sell therr products or s /'
eapomd in the retails envinmment I onkertor g company 1 crcalo e rhoning J
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psychological anmlvses and othe methids of studying the market tar purtculor prodiset
Ur Servioe.,

Consumer behaviour knowledge s upplicd in marketing. A sound understanding
of the consumer behaviour is essential 1o the long term success of any siles programme
dnd  policies

I is the corner stane of markenng concept. Which SINEss 0N consumer wants and
NECERSIY target marker selechion integraled marketing and profi through the satisfacation
of the consumer

Creating satisfied customer

Company’s 1ol product r—’ Competative wtal product

F‘um-.umur Decizion process
al
Supcrior vaiue expected

J

_ Sales I

Perceived value delivered

!

Customer sarisfaction

~ Conclusion :

* The buyer of both consuner and industrial buyer is determined by psychological,
Personal, social, economic and culturl factors.

* Buyer behavior is also influenced h ¥ other environmental factors such a8 fashion
lifestyle. technological advancemen ts, competition, inflation or deflation.

*  Buyer behavior analysishelps marketers 1o select the appropriate marketing mix,
which is most likely o achieve the required goods.

* In buying decision, Technical economic social personil, Risk reductions,
cmotional etc enitenia’s play vital role.

* Choice eriteria are the various features and benefits g customer uses when
evitluating products. These factors provide the basis for deciding 1o purchase one
brand or another different member of buying Eroup may use different choice
criteria.

" ® The marketer has to com=ctly read ihe buyer's conscious and unconscious
Behavior to gencrate positive respanse,

*  Every person has hisfher district set of standard of Judgement however there s
e commonality between all of us which make markefer classil'y gl analyse
consumer behavior,
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