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Few brands engender such intense loyalty as that found in the hearts of Harley-Davidson owners. "The Harley audience is granitelike" in its devotion, laments the vice president of sales for competitor Yamaha. Observes the publisher of American Iron, an industry publication, "You don't see people tattooing Yamaha on their bodies." Each year, in early March, more than 400,000 Harley bikers rumble through the streets of Daytona Beach, Florida, to attend Harley-Davidson's Bike Week celebration. Bikers from across the nation lounge on their low-slung Harleys, swap biker tales, and sport T-shirts proclaiming "I'd rather push a Harley than drive a Honda."

Riding such intense emotions, Harley-Davidson has rumbled its way to the top of the fast-growing heavyweight motorcycle market. Harley's "Hogs" capture over one-fifth of all U.S. bike sales and more than half of the heavyweight segment. Both the segment and Harley's sales are growing rapidly. In fact, for several years running, sales have far outstripped supply, with customer waiting lists of up to three years for popular models and street prices running well above suggested list prices. "We've seen people buy a new Harley and then sell it in the parking lot for $4,000 to $5,000 more," says one dealer. Since its initial public stock offering in 1986, by the year 2000, Harley-Davidson shares had split 4 times and were up more than 7,100 percent.

Harley-Davidson's marketers spend a great deal of time thinking about customers and their buying behavior. They want to know who their customers are, what they think and how they feel, and why they buy a Harley rather than a Yamaha or a Suzuki or a big Honda American Classic. What is it that makes Harley buyers so fiercely loyal? These are difficult questions; even Harley owners themselves don't know exactly what motivates their buying. But Harley management puts top priority on understanding customers and what makes them tick.
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Who rides a Harley? You might be surprised. It's no longer the Hell's Angels crowd—the burly, black-leather-jacketed rebels and biker chicks who once made up Harley's core clientele. Motorcycles are attracting a new breed of riders—older, more affluent, and better educated. Harley now appeals more to "rubbies" (rich urban bikers) than to rebels. The average Harley customer is a 43-year-old husband with a median household income of $66,400. Harley's big, comfortable cruisers give these new consumers the easy ride, prestige, and twist-of-the-wrist power they want and can afford.

Harley-Davidson makes good bikes, and to keep up with its shifting market, the company has upgraded its showrooms and sales approaches. But Harley customers are buying a lot more than just a quality bike and a smooth sales pitch. To gain a better understanding of customers' deeper motivations, Harley-Davidson conducted focus groups in which it invited bikers to make cut-and-paste collages of pictures that expressed their feelings about Harley-Davidsons. (Can't you just see a bunch of hard-core bikers doing this?) It then mailed out 16,000 surveys containing a typical battery of psychological, sociological, and demographic questions as well as subjective questions such as "Is Harley more typified by a brown bear or a lion?" The research revealed seven core customer types: adventure-loving traditionalists, sensitive pragmatists, stylish status seekers, laid-back campers, classy capitalists, cool-headed loners, and cocky misfits. However, all owners appreciated their Harleys for the same basic reasons. "It didn't matter if you were the guy who swept the floors of the factory or if you were the CEO at that factory, the attraction to Harley was very similar," says a Harley executive. "Independence, freedom, and power were the universal Harley appeals."

These studies confirm that Harley customers are doing more than just buying motorcycles. They're making a lifestyle statement and displaying an attitude. As one analyst suggests, owning a Harley makes you "the toughest, baddest guy on the block. Never mind that [you're] a dentist or an accountant. You [feel] wicked astride all that power." Your Harley renews your spirits and announces your independence. As the Harley Web home page announces, "Thumbing the starter of a Harley-Davidson does a lot more than fire the engine. It fires the imagination." Adds a Harley dealer: "We sell a dream here. Our customers lead hardworking professional or computer-oriented lives. Owning a Harley removes barriers to meeting people on a casual basis, and it gives you maximum self-expression in your own space.

The classic look, the throaty sound, the very idea of a Harley—all contribute to its mystique. Owning this "American legend" makes you a part of something bigger, a member of the Harley family. The fact that you have to wait to get a Harley makes it all that much more satisfying to have one. In fact, the company deliberately restricts its output. "Our goal is to eventually run production at a level that's always one motorcycle short of demand," says Harley-Davidson's chief executive.

Such strong emotions and motivations are captured in a recent Harley-Davidson advertisement. The ad shows a close-up of an arm, the bicep adorned with a Harley-Davidson tattoo. The headline asks, "When was the last time you felt this strongly about anything?" The ad copy outlines the problem and suggests a solution:

Wake up in the morning and life picks up where it left off. You do what has to be done. Use what it takes to get there. And what once seemed exciting has now become part of the numbing routine. It all begins to feel the same. Except when you've got a Harley-Davidson. Something strikes a nerve. The heartfelt thunder rises up, refusing to become part of the background. Suddenly things are different. Clearer. More real. As they should have been all along. The feeling is personal. For some, owning a Harley is a statement of individuality. For others, owning a Harley means being a part of a home-grown legacy that was born in a tiny Milwaukee shed in 1903. . . . To the uninitiated, a Harley-Davidson motorcycle is associated with a certain look, a certain sound. Anyone who owns one will tell you it's much more than that. Riding a Harley changes you from within. The effect is permanent. Maybe it's time you started feeling this strongly. Things are different on a Harley.1
The Harley-Davidson example shows that many different factors affect consumer buying behavior. Buying behavior is never simple, yet understanding it is the essential task of marketing management.

This chapter explores the dynamics of consumer behavior and the consumer market. Consumer buying behavior refers to the buying behavior of final consumers—individuals and households who buy goods and services for personal consumption. All of these final consumers combined make up the consumer market. The American consumer market consists of more than 273 million people who consume many trillions of dollars worth of goods and services each year, making it one of the most attractive consumer markets in the world. The world consumer market consists of more than 6 billion people. At present growth rates, the world population will reach almost 8 billion people by 2025.2
Consumers around the world vary tremendously in age, income, education level, and tastes. They also buy an incredible variety of goods and services. How these diverse consumers connect with each other and with other elements of the world around them impacts their choices among various products, services, and companies. Here we examine the fascinating array of factors that affect consumer behavior.
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Consumers make many buying decisions every day. Most large companies research consumer buying decisions in great detail to answer questions about what consumers buy, where they buy, how and how much they buy, when they buy, and why they buy. Marketers can study actual consumer purchases to find out what they buy, where, and how much. But learning about the whys of consumer buying behavior is not so easy—the answers are often locked deep within the consumer's head.

The central question for marketers is: How do consumers respond to various marketing efforts the company might use? The company that really understands how consumers will respond to different product features, prices, and advertising appeals has a great advantage over its competitors. The starting point is the stimulus-response model of buyer behavior shown in Figure 5.1. This figure shows that marketing and other stimuli enter the consumer's "black box" and produce certain responses. Marketers must figure out what is in the buyer's black box.3
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	Figure 5.1
	Model of buyer behavior


Marketing stimuli consist of the four Ps: product, price, place, and promotion. Other stimuli include major forces and events in the buyer's environment: economic, technological, political, and cultural. All these inputs enter the buyer's black box, where they are turned into a set of observable buyer responses: product choice, brand choice, dealer choice, purchase timing, and purchase amount.

The marketer wants to understand how the stimuli are changed into responses inside the consumer's black box, which has two parts. First, the buyer's characteristics influence how he or she perceives and reacts to the stimuli. Second, the buyer's decision process itself affects the buyer's behavior. This chapter looks first at buyer characteristics as they affect buying behavior, and then discusses the buyer decision process.

The Harley-Davidson example shows that many different factors affect consumer buying behavior. Buying behavior is never simple, yet understanding it is the essential task of marketing management.

This chapter explores the dynamics of consumer behavior and the consumer market. Consumer buying behavior refers to the buying behavior of final consumers—individuals and households who buy goods and services for personal consumption. All of these final consumers combined make up the consumer market. The American consumer market consists of more than 273 million people who consume many trillions of dollars worth of goods and services each year, making it one of the most attractive consumer markets in the world. The world consumer market consists of more than 6 billion people. At present growth rates, the world population will reach almost 8 billion people by 2025.2
Consumers around the world vary tremendously in age, income, education level, and tastes. They also buy an incredible variety of goods and services. How these diverse consumers connect with each other and with other elements of the world around them impacts their choices among various products, services, and companies. Here we examine the fascinating array of factors that affect consumer behavior.
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Consumers make many buying decisions every day. Most large companies research consumer buying decisions in great detail to answer questions about what consumers buy, where they buy, how and how much they buy, when they buy, and why they buy. Marketers can study actual consumer purchases to find out what they buy, where, and how much. But learning about the whys of consumer buying behavior is not so easy—the answers are often locked deep within the consumer's head.

The central question for marketers is: How do consumers respond to various marketing efforts the company might use? The company that really understands how consumers will respond to different product features, prices, and advertising appeals has a great advantage over its competitors. The starting point is the stimulus-response model of buyer behavior shown in Figure 5.1. This figure shows that marketing and other stimuli enter the consumer's "black box" and produce certain responses. Marketers must figure out what is in the buyer's black box.3
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	Figure 5.1
	Model of buyer behavior


Marketing stimuli consist of the four Ps: product, price, place, and promotion. Other stimuli include major forces and events in the buyer's environment: economic, technological, political, and cultural. All these inputs enter the buyer's black box, where they are turned into a set of observable buyer responses: product choice, brand choice, dealer choice, purchase timing, and purchase amount.

The marketer wants to understand how the stimuli are changed into responses inside the consumer's black box, which has two parts. First, the buyer's characteristics influence how he or she perceives and reacts to the stimuli. Second, the buyer's decision process itself affects the buyer's behavior. This chapter looks first at buyer characteristics as they affect buying behavior, and then discusses the buyer decision process.
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Consumer purchases are influenced strongly by cultural, social, personal, and psychological characteristics, as shown in Figure 5.2. For the most part, marketers cannot control such factors, but they must take them into account. We illustrate these characteristics for the case of a hypothetical consumer named Anna Flores. Anna is a married college graduate who works as a brand manager in a leading consumer packaged-goods company. She wants to find a new leisure-time activity that will provide some contrast to her working day. This need has led her to consider buying a camera and taking up photography. Many characteristics in her background will affect the way she evaluates cameras and chooses a brand.
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	Figure 5.2
	Factors influencing consumer behavior


Cultural Factors

Cultural factors exert the broadest and deepest influence on consumer behavior. The marketer needs to understand the role played by the buyer's culture, subculture, and social class.
Culture

Culture is the most basic cause of a person's wants and behavior. Human behavior is largely learned. Growing up in a society, a child learns basic values, perceptions, wants, and behaviors from the family and other important institutions. A child in the United States normally learns or is exposed to the following values: achievement and success, activity and involvement, efficiency and practicality, progress, material comfort, individualism, freedom, humanitarianism, youthfulness, and fitness and health.

Every group or society has a culture, and cultural influences on buying behavior may vary greatly from country to country. Failure to adjust to these differences can result in ineffective marketing or embarrassing mistakes. For example, business representatives of a U.S. community trying to market itself in Taiwan found this out the hard way. Seeking more foreign trade, they arrived in Taiwan bearing gifts of green baseball caps. It turned out that the trip was scheduled a month before Taiwan elections, and that green was the color of the political opposition party. Worse yet, the visitors learned after the fact that according to Taiwan culture, a man wears green to signify that his wife has been unfaithful. The head of the community delegation later noted, "I don't know whatever happened to those green hats, but the trip gave us an understanding of the extreme differences in our cultures."4 International marketers must understand the culture in each international market and adapt their marketing strategies accordingly.

Anna Flores's cultural background will affect her camera buying decision. Anna's desire to own a camera may result from her being raised in a modern society that has developed camera technology and a whole set of consumer learnings and values. Anna knows what cameras are. She knows how to read instructions, and her society has accepted the idea of women photographers.

Marketers are always trying to spot cultural shifts in order to discover new products that might be wanted. For example, the cultural shift toward greater concern about health and fitness has created a huge industry for exercise equipment and clothing, low-fat and more natural foods, and health and fitness services. The shift toward informality has resulted in more demand for casual clothing and simpler home furnishings. The increased desire for leisure time has resulted in more demand for convenience products and services, such as microwave ovens and fast food.

Subculture

Each culture contains smaller subcultures, or groups of people with shared value systems based on common life experiences and situations. Subcultures include nationalities, religions, racial groups, and geographic regions. Many subcultures make up important market segments, and marketers often design products and marketing programs tailored to their needs. Here are examples of four such important subculture groups.

Hispanic Consumers

The U.S. Hispanic market—Americans of Cuban, Mexican, Central American, South American, and Puerto Rican descent—consists of 29 million consumers who buy more than $348 billion worth of goods and services each year. Expected to number almost 40 million by the year 2010, Hispanics are easy to reach through the growing selection of Spanish-language broadcast and print media that cater to them.5
Hispanics have long been a target for marketers of food, beverages, and household care products. But as the segment's buying power increases, Hispanics are now emerging as an attractive market for pricier products such as computers, financial services, photography equipment, large appliances, life insurance, and automobiles. Hispanic consumers tend to buy more branded, higher quality products—generics don't sell well to Hispanics. Perhaps more important, Hispanics are very brand loyal, and they favor companies who show special interest in them. Because of the segment's strong brand loyalty, companies that get the first foothold have an important head start in this fast-growing market.

Sears makes a special effort to market to Hispanic American consumers, especially for the 20 percent of its stores that are located in heavily Hispanic neighborhoods:

Sears was one of the first credit card providers to market cards to Hispanics, helping the retailer to build a formidable database of Hispanic consumers. Sears currently markets heavily to this attractive segment. Last year, it spent some $25 million on advertising to Hispanics—more than any other retailer—and it recently launched a Spanish-language Web site. In addition to advertising through local Spanish radio stations and newspapers, local Sears stores in Hispanic neighborhoods periodically hang Spanish-language ads on the doorknobs of area homes. These neighborhoods also receive regular visits from a Fiesta Mobile, a colorful Winnebago that plays music, gives out prizes, and promotes the Sears credit card. Sears also sponsors major Hispanic cultural festivals and concerts. However, one of its most successful marketing efforts is its magazine Nuestra Gente—which means Our People—the nation's largest Spanish-language magazine. The magazine features articles about Hispanic celebrities alongside glossy spreads of Sears fashions. Using a list culled from its database, Sears has built up a controlled circulation of about 700,000. The magazine is free, but subscriptions are available only by request. As a result of this careful cultivation of Hispanic consumers, although Sears has lost sales in recent years to discount retailers, the Hispanic segment has remained steadfastly loyal.6
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	Targeting important subcultures: Sears markets extensively to Hispanics—its Nuestra Gente magazine is the nation's largest Spanish-language magazine.


Targeting Hispanics may also provide an additional benefit. With the passage of the North American Free Trade Agreement (NAFTA)—which reduced trade barriers between the United States, Mexico, and Canada—U.S. and Mexican companies have sought new opportunities to market "pan-American" brands. Companies on both sides of the border see the U.S. Hispanic population as a bridge for spanning U.S. and Latin American markets.

African American Consumers

If the U.S. population of African American consumers were a separate nation, its buying power of $500 billion annually would rank twelfth in the free world.7 The black population in the United States is growing in affluence and sophistication. Although more price conscious than other segments, blacks are also strongly motivated by quality and selection. They place more importance on brand names, are more brand loyal, and do less "shopping around."

In recent years, many companies have developed special products and services, packaging, and appeals to meet the needs of African Americans. Hallmark launched its Afrocentric brand, Mahogany, with only 16 cards in 1987; it offers 800 cards today. Other companies are moving away from creating separate products for African Americans. Instead, they are offering more inclusive product lines within the same brand that goes out to the general market. For example, Sara Lee discontinued its separate Color-Me-Natural line of L'eggs pantyhose for black women and now offers shades and sheer styles popular among black women as half of the company's general-focus subbrands.8
A wide variety of magazines, television channels, and other media now target black consumers. Marketers are also reaching out to the African American virtual community. Per capita, black consumers spend twice as much as white consumers for online services. African Americans are increasingly turning to Web sites like The Black World Today, a black USA Today on the Internet that address black culture in ways that network and cable TV rarely do. Other popular sites include Urban Sports Network, Net Noir, Afronet, and Black Voices.9
Asian American Consumers

Asian Americans, the fastest-growing and most affluent U.S. demographic segment, now number more than 10 million with spending power of $110 billion annually. Chinese constitute the largest group, followed by Filipinos, Japanese, Asian Indians, and Koreans. Asian American family income exceeds the national average by 19 percent.10 Long-distance telephone companies and financial services marketers have long targeted Asian American consumers, but until recently, packaged-goods firms, automobile companies, retailers, and fast-food chains have lagged in this segment. Language and cultural traditions appear to be the biggest barriers. For example, 66 percent of Asian Americans are foreign born, and 56 percent of those five years and older do not speak English fluently. Still, because of the segment's rapidly growing buying power, many firms are now looking seriously at this market.11
The 50-Plus Market

As the U.S. population ages, mature consumers are becoming a very attractive market. Now 75 million strong, the 50-and-older population will swell to 115 million in the next 25 years. Mature consumers are better off financially than younger consumer groups. Because seniors have more time and money, they are an ideal market for exotic travel, restaurants, high-tech home entertainment products, leisure goods and services, designer furniture and fashions, financial services, and health care services.

Their desire to look as young as they feel also makes more mature consumers good candidates for cosmetics and personal care products, health foods, fitness products, and other items that combat the effects of aging. The best strategy is to appeal to their active, multidimensional lives. For example, a recent Nike commercial features a senior weight lifter who proudly proclaims, "I'm not strong for my age. I'm strong!" Similarly, Kellogg aired a TV spot for All-Bran cereal in which individuals ranging in age from 53 to 81 are featured playing ice hockey, water skiing, running hurdles, and playing baseball, all to the tune of "Wild Thing." An Aetna commercial portrays a senior who, after retiring from a career as a lawyer, fulfills a life-long dream to become an archeologist.12
Anna Flores's buying behavior will be influenced by her subculture identification. These factors will affect her food preferences, clothing choices, recreation activities, and career goals. Subcultures attach different meanings to picture taking, and this could affect both Anna's interest in cameras and the brand she buys.

Social Class

Almost every society has some form of social class structure. Social classes are society's relatively permanent and ordered divisions whose members share similar values, interests, and behaviors. Social scientists have identified the seven American social classes (see Table 5.1).
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	Table 5.1
	Characteristics of Seven Major American Social Classes

	Upper Uppers (Less Than 1 Percent)
Upper uppers are the social elite who live on inherited wealth and have well-known family backgrounds. They give large sums to charity, run debutante balls, own more than one home, and send their children to the finest schools. They are a market for jewelry, antiques, homes, and vacations. They often buy and dress conservatively rather than showing off their wealth. Although small in number, upper uppers serve as a reference group for others.

Lower Uppers (About 2 Percent)
Lower uppers have earned high income or wealth through exceptional ability in the professions or business. They usually begin in the middle class. They tend to be active in social and civic affairs and buy for themselves and their children the symbols of status, such as expensive homes, schools, swimming pools, and automobiles. They include the new rich who consume conspicuously to impress those below them. They want to be accepted in the upper-upper stratum, a status more likely to be achieved by their children than by themselves.

Upper Middles (12 Percent)
Upper middles possess neither family status nor unusual wealth. They are primarily concerned with "career," They have attained positions as professionals, independent businesspersons, and corporate managers. They believe in education and want their children to develop professional or administrative skills. They are joiners and highly civic-minded. They are the quality market for good homes, clothes, furniture, and appliances.

Middle Class (32 Percent)
The middle class is made up of average-pay white- and blue-collar workers who live on "the better side of town" and try to "do the proper things." To keep up with the trends, they often buy products that are popular. Most are concerned with fashion, seeking the better brand names. Better living means owning a nice home in a nice neighborhood with good schools. They believe in spending more money on worthwhile experiences for their children and aiming them toward a college education.

Working Class (38 Percent)
The working class consists of those who lead a "working-class lifestyle," whatever their income, school background, or job. They depend heavily on relatives for economic and emotional support, for advice on purchases, and for assistance in times of trouble. The working class maintains sharper sex role division and stereotyping.

Upper Lower (9 Percent)
Upper lowers are working (are not on welfare), although their living standard is just above poverty. They perform unskilled work for very poor pay although they strive toward a higher class. Often, upper lowers lack education. Although they fall near the poverty line financially, they manage to "present a picture of self-discipline" and "maintain some effort at cleanliness."

Lower Lowers (7 Percent)
Lower lowers are on welfare, visibly poverty stricken, and usually out of work or have "the dirtiest jobs." Often they are not interested in finding a job and are permanently dependent on public aid or charity for income. Their homes, clothes, and possessions are "dirty," "raggedy," and "broken-down."



	Sources: See Richard P. Coleman, "The Continuing Significance of Social Class to Marketing," Journal of Consumer Research, December 1983, pp. 265-80, © Journal of Consumer Research, Inc., 1983; and Leon G. Shiffman and Leslie Lazar Kanuk, Consumer Behavior, 6th ed. (Upper Saddle River, NJ: Prentice Hall, 1997), p. 388.


Social class is not determined by a single factor, such as income, but is measured as a combination of occupation, income, education, wealth, and other variables. In some social systems, members of different classes are reared for certain roles and cannot change their social positions. In the United States, however, the lines between social classes are not fixed and rigid; people can move to a higher social class or drop into a lower one. Marketers are interested in social class because people within a given social class tend to exhibit similar buying behavior.13
Social classes show distinct product and brand preferences in areas such as clothing, home furnishings, leisure activity, and automobiles. Anna Flores's social class may affect her camera decision. If she comes from a high social class background, her family probably owned an expensive camera and she may have dabbled in photography.

Social Factors

A consumer's behavior also is influenced by social factors, such as the consumer's small groups, family, and social roles and status.
Groups

A person's behavior is influenced by many small groups. Groups that have a direct influence and to which a person belongs are called membership groups. In contrast, reference groups serve as direct (face-to-face) or indirect points of comparison or reference in forming a person's attitudes or behavior. People often are influenced by reference groups to which they do not belong. For example, an aspirational group is one to which the individual wishes to belong, as when a teenage basketball player hopes to play someday for the Utah Jazz. Marketers try to identify the reference groups of their target markets. Reference groups expose a person to new behaviors and lifestyles, influence the person's attitudes and self-concept, and create pressures to conform that may affect the person's product and brand choices.

The importance of group influence varies across products and brands. It tends to be strongest when the product is visible to others whom the buyer respects. Manufacturers of products and brands subjected to strong group influence must figure out how to reach opinion leaders—people within a reference group who, because of special skills, knowledge, personality, or other characteristics, exert influence on others.

Many marketers try to identify opinion leaders for their products and direct marketing efforts toward them. In other cases, advertisements can simulate opinion leadership, thereby reducing the need for consumers to seek advice from others. For example, the hottest trends in teenage music, language, and fashion start in America's inner cities, then quickly spread to more mainstream youth in the suburbs. Thus, clothing companies who hope to appeal to these fickle and fashion-conscious youth often make a concerted effort to monitor urban opinion leaders' style and behavior. Levi-Strauss is a good example:

In recent years, Levi-Strauss has been squeezed by the competition as teens and youth flock to designer labels and more "cool" brands. To revitalize sales for its Silver Tab line of clothing, the company's ad agency sent out employees to build a network of contacts familiar with the urban scene, including club-hoppers, stylists, photographers, and disk jockeys. The agency kept a scrapbook of people and looks and separated them into "tribes" defined by the music they like, including electronica, hip-hop and rap, and retro soul music. Its illustrated ads appealing to hip-hop and rap culture featured the statement "It's bangin', son," which means "cool," and teenagers clad in Silver Tab clothing—baggy pants, hip huggers, tiny tops—and wearing accessories such as nose rings, beepers, and chunky gold jewelry.14
The importance of group influence varies across products and brands. It tends to be strongest when the product is visible to others whom the buyer respects. Purchases of products that are bought and used privately are not much affected by group influences because neither the product nor the brand will be noticed by others. If Anna Flores buys a camera, both the product and the brand will be visible to others whom she respects, and her decision to buy the camera and her brand choice may be influenced strongly by some of her groups, such as friends who belong to a photography club.

Family

Family members can strongly influence buyer behavior. The family is the most important consumer buying organization in society, and it has been researched extensively. Marketers are interested in the roles and influence of the husband, wife, and children on the purchase of different products and services.

Husband-wife involvement varies widely by product category and by stage in the buying process. Buying roles change with evolving consumer lifestyles. In the United States, the wife traditionally has been the main purchasing agent for the family, especially in the areas of food, household products, and clothing. But with 70 percent of women holding jobs outside the home and the willingness of husbands to do more of the family's purchasing, all this is changing. For example, women now buy about 45 percent of all cars and men account for about 40 percent of food-shopping dollars.15
Such changes suggest that marketers who've typically sold their products to only women or only men are now courting the opposite sex. For example, with research revealing that women now account for nearly half of all hardware store purchases, home improvement retailers such as Home Depot and Builders Square have turned what once were intimidating warehouses into female-friendly retail outlets. The new Builders Square II outlets feature decorator design centers at the front of the store. To attract more women, Builders Square runs ads targeting women in Home, House Beautiful, Woman's Day, and Better Homes and Gardens. Home Depot even offers bridal registries.

Similarly, after research indicated that women now make up 34 percent of the luxury car market, Cadillac has started paying more attention to this important segment. Male car designers at Cadillac are going about their work with paper clips on their fingers to simulate what it feels like to operate buttons, knobs, and other interior features with longer fingernails. The Cadillac Catera features an air-conditioned glove box to preserve such items as lipstick and film. Under the hood, yellow markings highlight where fluid fills go.16
Children may also have a strong influence on family buying decisions. Chevrolet recognizes these influences in marketing its Chevy Venture minivan. For example, it ran ads to woo these "back-seat consumers" in Sports Illustrated for Kids, which attracts mostly 8- to 14-year-old boys. "We're kidding ourselves when we think kids aren't aware of brands," says Venture's brand manager, adding that even she was surprised at how often parents told her that kids played a tie-breaking role in deciding which car to buy.17
In the case of expensive products and services, husbands and wives often make joint decisions. Anna Flores's husband may play an influencer role in her camera-buying decision. He may have an opinion about her buying a camera and about the kind of camera to buy. At the same time, she will be the primary decider, purchaser, and user.

Roles and Status

A person belongs to many groups—family, clubs, organizations. The person's position in each group can be defined in terms of both role and status. With her parents, Anna Flores plays the role of daughter; in her family, she plays the role of wife; in her company, she plays the role of brand manager. A role consists of the activities people are expected to perform according to the persons around them. Each of Anna's roles will influence some of her buying behavior.

Each role carries a status reflecting the general esteem given to it by society. People often choose products that show their status in society. For example, the role of brand manager has more status in our society than the role of daughter. As a brand manager, Anna will buy the kind of clothing that reflects her role and status.
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	Consider how one firm studied the behavioral factors associated with users of its products and then crafted its marketing messaged accordingly.
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Personal Factors

A buyer's decisions also are influenced by personal characteristics such as the buyer's age and life-cycle stage, occupation, economic situation, lifestyle, and personality and self-concept.
Age and Life-Cycle Stage

People change the goods and services they buy over their lifetimes. Tastes in food, clothes, furniture, and recreation are often age related. Buying is also shaped by the stage of the family life cycle—the stages through which families might pass as they mature over time. Table 5.2 lists the stages of the family life cycle. Marketers often define their target markets in terms of life-cycle stage and develop appropriate products and marketing plans for each stage. Traditional family life-cycle stages include young singles and married couples with children. Today, however, marketers are increasingly catering to a growing number of alternative, nontraditional stages such as unmarried couples, couples marrying later in life, childless couples, same-sex couples, single parents, extended parents (those with young adult children returning home), and others.
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	Table 5.2
	Family Life-Cycle Stages

	Young
Middle-Aged
Older
Single
Married without children
Married with children
Divorced with children

Single
Married without children
Married with children
Married without dependent children
Divorced without children
Divorced with children
Divorced without dependent children

Older married
Older unmarried 



	Sources: Adapted from Patrick E. Murphy and William A. Staples, "A Modernized Family Life Cycle," Journal of Consumer Research, June 1979, p. 16; © Journal of Consumer Research, Inc., 1979. Also see Leon G. Shiffman and Leslie Lazar Kanuk, Consumer Behavior, 6th ed. (Upper Saddle River, NJ: Prentice Hall, 1997), pp. 360-69.


Occupation

A person's occupation affects the goods and services bought. Blue-collar workers tend to buy more rugged work clothes, whereas white-collar workers buy more business suits. Marketers try to identify the occupational groups that have an above-average interest in their products and services. A company can even specialize in making products needed by a given occupational group. Thus, computer software companies will design different products for brand managers, accountants, engineers, lawyers, and doctors.

Economic Situation

A person's economic situation will affect product choice. Anna Flores can consider buying an expensive Nikon if she has enough spendable income, savings, or borrowing power. Marketers of income-sensitive goods watch trends in personal income, savings, and interest rates. If economic indicators point to a recession, marketers can take steps to redesign, reposition, and reprice their products closely.

Lifestyle

People coming from the same subculture, social class, and occupation may have quite different lifestyles. Lifestyle is a person's pattern of living as expressed in his or her psychographics. It involves measuring consumers' major AIO dimensions—activities (work, hobbies, shopping, sports, social events), interests (food, fashion, family, recreation), and opinions (about themselves, social issues, business, products). Lifestyle captures something more than the person's social class or personality. It profiles a person's whole pattern of acting and interacting in the world.

Several research firms have developed lifestyle classifications. The most widely used is the SRI Consulting's Values and Lifestyles (VALS)y typology (see Figure 5.3). VALS classifies people according to how they spend their time and money. It divides consumers into eight groups based on two major dimensions: self-orientation and resources. Self-orientation groups include principle-oriented consumers who buy based on their views of the world; status-oriented buyers who base their purchases on the actions and opinions of others; and action-oriented buyers who are driven by their desire for activity, variety, and risk taking. Consumers within each orientation are further classified into those with abundant resources and those with minimal resources, depending on whether they have high or low levels of income, education, health, self-confidence, energy, and other factors. Consumers with either very high or very low levels of resources are classified without regard to their self-orientations (actualizers, strugglers). Actualizers are people with so many resources that they can indulge in any or all self-orientations. In contrast, strugglers are people with too few resources to be included in any consumer orientation.
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	Figure 5.3
	VALS Lifestyle Classifications

	Source: Reprinted with permission of SRI International, Menlo Park, CA. VALS is a registered trademark of SRI International.


Iron City beer, a well-known brand in Pittsburgh, used VALS to update its image and improve sales. Iron City was losing sales—its aging core users were drinking less beer, and younger men weren't buying the brand. According to VALS research, experiencers drink the most beer, followed by strivers. To assess Iron City's image problems, the company interviewed men in these categories. It gave the men stacks of pictures of different kinds of people and asked them to identify first Iron City brand users and then people most like themselves. The men pictured Iron City drinkers as blue-collar steelworkers stopping off at the local bar. However, they saw themselves as more modern, hard working, and fun loving. They strongly rejected the outmoded, heavy-industry image of Pittsburgh. Based on this research, Iron City created ads linking its beer to the new self-image of target consumers. The ads mingled images of the old Pittsburgh with those of the new, dynamic city and scenes of young experiencers and strivers having fun and working hard. Within just one month of the start of the campaign, Iron City sales shot up by 26 percent.18
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	Lifestyles: Jeep targets people who want to "leave the civilized world behind."


VALS can also be used to understand Internet behavior. SRI Consulting's 1999 Leading Edge survey showed that three-fourths of all Actualizers access the Internet but only one in six Believers do so. VALS also shows differences in how VALS groups use the Internet. For example, Actualizers and Fulfilleds are more likely to use the Internet to track investments whereas Experiencers and Strivers are more likely to visit chat sites. SRI's Web site allows visitors to complete the VALS questionnaire to determine their VALS type.19 Others are developing tools for classifying consumers by "technology type".

Lifestyle classifications are by no means universal—they can vary significantly from country to country. Advertising agency McCann-Erikson London, for example, found the following British lifestyles: Avant Guardians (interested in change); Pontificators (traditionalists, very British); Chameleons (follow the crowd); and Sleepwalkers (contented underachievers). The D'Arcy, Masius, Benton, & Bowles agency identified five categories of Russian consumers: Kuptsi (merchants), Cossacks, Students, Business Executives, and Russian Souls. Cossacks are characterized as ambitious, independent, and status seeking; Russian Souls as passive, fearful of choices, and hopeful. Thus, a typical Cossack might drive a BMW, smoke Dunhill cigarettes, and drink Remy Martin liquor, whereas a Russian Soul would drive a Lada, smoke Marlboros, and drink Smirnoff vodka.20
When used carefully, the lifestyle concept can help the marketer understand changing consumer values and how they affect buying behavior. Anna Flores, for example, can choose to live the role of a capable homemaker, a career woman, or a free spirit—or all three. She plays several roles, and the way she blends them expresses her lifestyle. If she becomes a professional photographer, this would change her lifestyle, in turn changing what and how she buys.

Personality and Self-Concept

Each person's distinct personality influences his or her buying behavior. Personality refers to the unique psychological characteristics that lead to relatively consistent and lasting responses to one's own environment. Personality is usually described in terms of traits such as self-confidence, dominance, sociability, autonomy, defensiveness, adaptability, and aggressiveness. Personality can be useful in analyzing consumer behavior for certain product or brand choices. For example, coffee marketers have discovered that heavy coffee drinkers tend to be high on sociability. Thus, to attract customers, Starbucks and other coffeehouses create environments in which people can relax and socialize over a cup of steaming coffee.

Many marketers use a concept related to personality—a person's self-concept (also called self-image). The basic self-concept premise is that people's possessions contribute to and reflect their identities; that is, "we are what we have." Thus, in order to understand consumer behavior, the marketer must first understand the relationship between consumer self-concept and possessions. For example, the founder and chief executive of Barnes & Noble, the nation's leading bookseller, notes that people buy books to support their self-images:

People have the mistaken notion that the thing you do with books is read them. Wrong. . . . People buy books for what the purchase says about them—their taste, their cultivation, their trendiness. Their aim . . . is to connect themselves, or those to whom they give the books as gifts, with all the other refined owners of Edgar Allen Poe collections or sensitive owners of Virginia Woolf collections. . . . [The result is that] you can sell books as consumer products, with seductive displays, flashy posters, an emphasis on the glamour of the book, and the fashionableness of the bestseller and the trendy author.21
Anna Flores may see herself as outgoing, creative, and active. Therefore, she will favor a camera that projects the same qualities. If the Nikon is promoted as a camera for outgoing, creative, and active people, then its brand image will match her self-image.
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	Learn more about the value of VALS as a marketing tool.
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Psychological Factors

A person's buying choices are further influenced by four major psychological factors: motivation, perception, learning, and beliefs and attitudes.
Motivation

We know that Anna Flores became interested in buying a camera. Why? What is she really seeking? What needs is she trying to satisfy?

A person has many needs at any given time. Some are biological, arising from states of tension such as hunger, thirst, or discomfort. Others are psychological, arising from the need for recognition, esteem, or belonging. Most of these needs will not be strong enough to motivate the person to act at a given point in time. A need becomes a motive when it is aroused to a sufficient level of intensity. A motive (or drive) is a need that is sufficiently pressing to direct the person to seek satisfaction. Psychologists have developed theories of human motivation. Two of the most popular—the theories of Sigmund Freud and Abraham Maslow—have quite different meanings for consumer analysis and marketing.

Freud's Theory of Motivation

Freud assumed that people are largely unconscious about the real psychological forces shaping their behavior. He saw the person as growing up and repressing many urges. These urges are never eliminated or under perfect control; they emerge in dreams, in slips of the tongue, in neurotic and obsessive behavior, or ultimately in psychoses.

Thus, Freud suggests that a person does not fully understand his or her motivation. If Anna Flores wants to purchase an expensive camera, she may describe her motive as wanting a hobby or career. At a deeper level, she may be purchasing the camera to impress others with her creative talent. At a still deeper level, she may be buying the camera to feel young and independent again.

Motivation researchers collect in-depth information from small samples of consumers to uncover the deeper motives for their product choices. They use nondirective depth interviews and various "projective techniques" to throw the ego off guard—techniques such as word association, sentence completion, picture interpretation, and role playing. Motivation researchers have reached some interesting and sometimes odd conclusions about what may be in the buyer's mind regarding certain purchases. For example, one classic study concluded that consumers resist prunes because they are wrinkled looking and remind people of sickness and old age. Despite its sometimes unusual conclusions, motivation research remains a useful tool for marketers seeking a deeper understanding of consumer behavior.

Maslow's Theory of Motivation

Abraham Maslow sought to explain why people are driven by particular needs at particular times. Why does one person spend much time and energy on personal safety and another on gaining the esteem of others? Maslow's answer is that human needs are arranged in a hierarchy, from the most pressing to the least pressing. Maslow's hierarchy of needs is shown in Figure 5.4. In order of importance, they are physiological needs, safety needs, social needs, esteem needs, and self-actualization needs. A person tries to satisfy the most important need first. When that need is satisfied, it will stop being a motivator and the person will then try to satisfy the next most important need. For example, starving people (physiological need) will not take an interest in the latest happenings in the art world (self-actualization needs), nor in how they are seen or esteemed by others (social or esteem needs), nor even in whether they are breathing clean air (safety needs). But as each important need is satisfied, the next most important need will come into play.
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	Figure 5.4
	Maslow's Hierarchy of Needs

	Source: From Motivation and Personality by Abraham H. Maslow. Copyright © 1970 by Abraham H. Maslow. Copyright 1954, 1987 by Harper & Row Publishers, Inc. Reprinted by permission of Addison-Wesley Educational Publishers Inc. Also see Barbara Marx Hubbard, "Seeking Our Future Potentials," The Futurist, May 1998, pp. 29-32.


What light does Maslow's theory throw on Anna Flores's interest in buying a camera? We can guess that Anna has satisfied her physiological, safety, and social needs; they do not motivate her interest in cameras. Her camera interest might come from a strong need for more esteem. Or it might come from a need for self-actualization—she might want to be a creative person and express herself through photography.22
Perception

A motivated person is ready to act. How the person acts is influenced by his or her own perception of the situation. All of us learn by the flow of information through our five senses: sight, hearing, smell, touch, and taste. However, each of us receives, organizes, and interprets this sensory information in an individual way. Perception is the process by which people select, organize, and interpret information to form a meaningful picture of the world.

People can form different perceptions of the same stimulus because of three perceptual processes: selective attention, selective distortion, and selective retention. People are exposed to a great amount of stimuli every day. For example, the average person may be exposed to more than 1,500 ads in a single day. It is impossible for a person to pay attention to all these stimuli. Selective attention—the tendency for people to screen out most of the information to which they are exposed—means that marketers have to work especially hard to attract the consumer's attention.

Even noted stimuli do not always come across in the intended way. Each person fits incoming information into an existing mind-set. Selective distortion describes the tendency of people to interpret information in a way that will support what they already believe. Anna Flores may hear a salesperson mention some good and bad points about a competing camera brand. Because she already has a strong leaning toward Nikon, she is likely to distort those points in order to conclude that Nikon is the better camera. Selective distortion means that marketers must try to understand the mind-sets of consumers and how these will affect interpretations of advertising and sales information.

People also will forget much that they learn. They tend to retain information that supports their attitudes and beliefs. Because of selective retention, Anna is likely to remember good points made about the Nikon and to forget good points made about competing cameras. Because of selective exposure, distortion, and retention, marketers have to work hard to get their messages through. This fact explains why marketers use so much drama and repetition in sending messages to their market.

Interestingly, although most marketers worry about whether their offers will be perceived at all, some consumers worry that they will be affected by marketing messages without even knowing it—through subliminal advertising. In 1957, a researcher announced that he had flashed the phrases "Eat popcorn" and "Drink Coca-Cola" on a screen in a New Jersey movie theater every five seconds for 1/300th of a second. He reported that although viewers did not consciously recognize these messages, they absorbed them subconsciously and bought 58 percent more popcorn and 18 percent more Coke. Suddenly advertisers and consumer-protection groups became intensely interested in subliminal perception. People voiced fears of being brainwashed, and California and Canada declared the practice illegal. Although the researcher later admitted to making up the data, the issue has not died. Some consumers still fear that they are being manipulated by subliminal messages.
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	Take a moment to consider the debate over subliminal advertising.
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	Give your opinion on a question concerning consumer behavior.
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Numerous studies by psychologists and consumer researchers have found no link between subliminal messages and consumer behavior. It appears that subliminal advertising simply doesn't have the power attributed to it by its critics. Most advertisers scoff at the notion of an industry conspiracy to manipulate consumers through "invisible" messages. As one advertising agency executive put it, "We have enough trouble persuading consumers using a series of up-front 30-second ads—how could we do it in 1/300th of a second?"

Learning

When people act, they learn. Learning describes changes in an individual's behavior arising from experience. Learning theorists say that most human behavior is learned. Learning occurs through the interplay of drives, stimuli, cues, responses, and reinforcement.
We saw that Anna Flores has a drive for self-actualization. A drive is a strong internal stimulus that calls for action. Her drive becomes a motive when it is directed toward a particular stimulus object, in this case a camera. Anna's response to the idea of buying a camera is conditioned by the surrounding cues. Cues are minor stimuli that determine when, where, and how the person responds. Seeing cameras in a shop window, hearing of a special sale price, and receiving her husband's support are all cues that can influence Anna's response to her interest in buying a camera.

Suppose Anna buys the Nikon. If the experience is rewarding, she will probably use the camera more and more. Her response to cameras will be reinforced. Then the next time she shops for a camera, binoculars, or some similar product, the probability is greater that she will buy a Nikon product.

The practical significance of learning theory for marketers is that they can build up demand for a product by associating it with strong drives, using motivating cues, and providing positive reinforcement.

Beliefs and Attitudes

Through doing and learning, people acquire beliefs and attitudes. These, in turn, influence their buying behavior. A belief is a descriptive thought that a person has about something. Anna Flores may believe that a Nikon camera takes great pictures, stands up well under hard use, and costs $450. These beliefs may be based on real knowledge, opinion, or faith, and may or may not carry an emotional charge. For example, Anna Flores's belief that a Nikon camera is heavy may or may not matter to her decision.

Marketers are interested in the beliefs that people formulate about specific products and services, because these beliefs make up product and brand images that affect buying behavior. If some of the beliefs are wrong and prevent purchase, the marketer will want to launch a campaign to correct them.

People have attitudes regarding religion, politics, clothes, music, food, and almost everything else. Attitude describes a person's relatively consistent evaluations, feelings, and tendencies toward an object or idea. Attitudes put people into a frame of mind of liking or disliking things, of moving toward or away from them. Thus, Anna Flores may hold attitudes such as "Buy the best," "The Japanese make the best products in the world," and "Creativity and self-expression are among the most important things in life." If so, the Nikon camera would fit well into Anna's existing attitudes.

Attitudes are difficult to change. A person's attitudes fit into a pattern, and to change one attitude may require difficult adjustments in many others. Thus, a company should usually try to fit its products into existing attitudes rather than attempt to change attitudes. Of course, there are exceptions in which the great cost of trying to change attitudes may pay off handsomely:

By 1994, milk consumption had been in decline for 25 years. The general perception was that milk was unhealthy, outdated, just for kids, or good only with cookies and cake. Beginning in 1994, the National Fluid Milk Processors Education Program (MilkPEP) began a $55 million print ad campaign featuring milk be-mustached celebrities like Cindy Crawford, Danny DeVito, Patrick Ewing, and Ivana Trump with the tag line "Milk: Where's your mustache?" The campaign has not only been wildly popular, it has been successful as well—not only did it stop the decline, milk consumption actually increased. By 1999, the campaign was still running and MilkPEP had upped spending on it to $110 million. Although initially the target market was women in their twenties, the campaign has been expanded to other target markets and has gained cult status with teens, much to their parents' delight. Teens collect the print ads featuring celebrities ranging from music stars Hanson and Leann Rimes, supermodel Tyra Banks, and Garfield to sports idols such as Mark McGuire, Jeff Gordon, Pete Sampras, Gabriela Sabatini, and Dennis Rodman. (Says Dennis, "Three glasses a day give the average man all the calcium he needs. Maybe I should drink six.") "Milking" the success of the print ads, milk producers set up Club Milk on a Web site where they limit membership only to those who pledge they will drink three glasses of the white fluid a day.23
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	Attitudes are difficult to change, but the National Fluid Milk Processors' wildly popular milk mustache campaign succeeded in changing attitudes toward milk.


We can now appreciate the many forces acting on consumer behavior. The consumer's choice results from the complex interplay of cultural, social, personal, and psychological factors.

	Types of Buying Decision Behavior
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Buying behavior differs greatly for a tube of toothpaste, a tennis racket, an expensive camera, and a new car. More complex decisions usually involve more buying participants and more buyer deliberation. Figure 5.5 shows types of consumer buying behavior based on the degree of buyer involvement and the degree of differences among brands.24
Complex Buying Behavior

Consumers undertake complex buying behavior when they are highly involved in a purchase and perceive significant differences among brands. Consumers may be highly involved when the product is expensive, risky, purchased infrequently, and highly self-expressive. Typically, the consumer has much to learn about the product category. For example, a personal computer buyer may not know what attributes to consider. Many product features carry no real meaning: a "Pentium Pro chip," "super VGA resolution," or "megs of RAM."
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	Figure 5.5
	Four Types of Buying Behavior

	Source: Adapted from Henry Assael, Consumer Behavior and Marketing Action (Boston: Kent Publishing Company, 1987), p. 87. Copyright © 1987 by Wadsworth, Inc. Printed by permission of Kent Publishing Company, a division of Wadsworth, Inc.


This buyer will pass through a learning process, first developing beliefs about the product, then attitudes, and then making a thoughtful purchase choice. Marketers of high-involvement products must understand the information-gathering and evaluation behavior of high-involvement consumers. They need to help buyers learn about product-class attributes and their relative importance, and about what the company's brand offers on the important attributes. Marketers need to differentiate their brand's features, perhaps by describing the brand's benefits using print media with long copy. They must motivate store salespeople and the buyer's acquaintances to influence the final brand choice.

Dissonance-Reducing Buying Behavior

Dissonance-reducing buying behavior occurs when consumers are highly involved with an expensive, infrequent, or risky purchase, but see little difference among brands. For example, consumers buying carpeting may face a high-involvement decision because carpeting is expensive and self-expressive. Yet buyers may consider most carpet brands in a given price range to be the same. In this case, because perceived brand differences are not large, buyers may shop around to learn what is available, but buy relatively quickly. They may respond primarily to a good price or to purchase convenience.

After the purchase, consumers might experience postpurchase dissonance (after-sale discomfort) when they notice certain disadvantages of the purchased carpet brand or hear favorable things about brands not purchased. To counter such dissonance, the marketer's after-sale communications should provide evidence and support to help consumers feel good about their brand choices.

Habitual Buying Behavior

Habitual buying behavior occurs under conditions of low consumer involvement and little significant brand difference. For example, take salt. Consumers have little involvement in this product category—they simply go to the store and reach for a brand. If they keep reaching for the same brand, it is out of habit rather than strong brand loyalty. Consumers appear to have low involvement with most low-cost, frequently purchased products.

In such cases, consumer behavior does not pass through the usual belief-attitude-behavior sequence. Consumers do not search extensively for information about the brands, evaluate brand characteristics, and make weighty decisions about which brands to buy. Instead, they passively receive information as they watch television or read magazines. Ad repetition creates brand familiarity rather than brand conviction. Consumers do not form strong attitudes toward a brand; they select the brand because it is familiar. Because they are not highly involved with the product, consumers may not evaluate the choice even after purchase. Thus, the buying process involves brand beliefs formed by passive learning, followed by purchase behavior, which may or may not be followed by evaluation.

Because buyers are not highly committed to any brands, marketers of low-involvement products with few brand differences often use price and sales promotions to stimulate product trial. In advertising for a low-involvement product, ad copy should stress only a few key points. Visual symbols and imagery are important because they can be remembered easily and associated with the brand. Ad campaigns should include high repetition of short-duration messages. Television is usually more effective than print media because it is a low-involvement medium suitable for passive learning. Advertising planning should be based on classical conditioning theory, in which buyers learn to identify a certain product by a symbol repeatedly attached to it.

Marketers can try to convert low-involvement products into higher-involvement ones by linking them to some involving issue. Procter & Gamble does this when it links Crest toothpaste to avoiding cavities. Or the product can be linked to some involving personal situation. Nestlé did this in its series of ads for Taster's Choice coffee, each consisting of a new soap-opera-like episode featuring the evolving romantic relationship between two neighbors. At best, these strategies can raise consumer involvement from a low to a moderate level. However, they are not likely to propel the consumer into highly involved buying behavior.

Variety-Seeking Buying Behavior

Consumers undertake variety-seeking buying behavior in situations characterized by low consumer involvement but significant perceived brand differences. In such cases, consumers often do a lot of brand switching. For example, when buying cookies, a consumer may hold some beliefs, choose a cookie brand without much evaluation, then evaluate that brand during consumption. But the next time, the consumer might pick another brand out of boredom or simply to try something different. Brand switching occurs for the sake of variety rather than because of dissatisfaction.

In such product categories, the marketing strategy may differ for the market leader and minor brands. The market leader will try to encourage habitual buying behavior by dominating shelf space, keeping shelves fully stocked, and running frequent reminder advertising. Challenger firms will encourage variety seeking by offering lower prices, special deals, coupons, free samples, and advertising that presents reasons for trying something new.

	The Buyer Decision Process
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Now that we have looked at the influences that affect buyers, we are ready to look at how consumers make buying decisions. Figure 5.6 shows that the buyer decision process consists of five stages: need recognition, information search, evaluation of alternatives, purchase decision, and postpurchase behavior. Clearly, the buying process starts long before actual purchase and continues long after. Marketers need to focus on the entire buying process rather than on just the purchase decision.
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	Figure 5.6
	Buyer Decision Process


The figure implies that consumers pass through all five stages with every purchase. But in more routine purchases, consumers often skip or reverse some of these stages. A woman buying her regular brand of toothpaste would recognize the need and go right to the purchase decision, skipping information search and evaluation. However, we use the model in Figure 5.6 because it shows all the considerations that arise when a consumer faces a new and complex purchase situation.

To illustrate this model, we will again follow Anna Flores and try to understand how she became interested in buying an expensive camera, and the stages she went through to make the final choice.

Need Recognition

The buying process starts with need recognition—the buyer recognizes a problem or need. The buyer senses a difference between his or her actual state and some desired state. The need can be triggered by internal stimuli when one of the person's normal needs—hunger, thirst, sex—rises to a level high enough to become a drive. A need can also be triggered by external stimuli. Anna Flores might have felt the need for a new hobby when her busy season at work slowed down, and she thought of cameras after talking to a friend about photography or seeing a camera ad. At this stage, the marketer should research consumers to find out what kinds of needs or problems arise, what brought them about, and how they led the consumer to this particular product.
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	Need recognition can be triggered by advertising. This ad asks an arresting question that alerts parents to the need for a high-quality bike helmet.


By gathering such information, the marketer can identify the factors that most often trigger interest in the product and can develop marketing programs that involve these factors.

Information Search

An aroused consumer may or may not search for more information. If the consumer's drive is strong and a satisfying product is near at hand, the consumer is likely to buy it then. If not, the consumer may store the need in memory or undertake an information search related to the need.

At one level, the consumer may simply enter heightened attention. Here Anna Flores becomes more receptive to information about cameras. She pays attention to camera ads, cameras used by friends, and camera conversations. Or Anna may go into active information search, in which she looks for reading material, phones friends, and gathers information in other ways. The amount of searching she does will depend on the strength of her drive, the amount of information she starts with, the ease of obtaining more information, the value she places on additional information, and the satisfaction she gets from searching.

The consumer can obtain information from any of several sources. These include personal sources (family, friends, neighbors, acquaintances), commercial sources (advertising, salespeople, dealers, packaging, displays, Web sites), public sources (mass media, consumer-rating organizations), and experiential sources (handling, examining, using the product). The relative influence of these information sources varies with the product and the buyer. Generally, the consumer receives the most information about a product from commercial sources—those controlled by the marketer. The most effective sources, however, tend to be personal. Commercial sources normally inform the buyer, but personal sources legitimize or evaluate products for the buyer.

People often ask others—friends, relatives, acquaintances, professionals—for recommendations concerning a product or service. Thus, companies have a strong interest in building such word-of-mouth sources. These sources have two chief advantages. First, they are convincing: Word of mouth is the only promotion method that is of consumers, by consumers, and for consumers. Having loyal, satisfied customers that brag about doing business with you is the dream of every business owner. Not only are satisfied customers repeat buyers, but they are also walking, talking billboards for your business. Second, the costs are low. Keeping in touch with satisfied customers and turning them into word-of-mouth advocates costs the business relatively little.25
As more information is obtained, the consumer's awareness and knowledge of the available brands and features increases. In her information search, Anna Flores learned about the many camera brands available. The information also helped her drop certain brands from consideration. A company must design its marketing mix to make prospects aware of and knowledgeable about its brand. It should carefully identify consumers' sources of information and the importance of each source. Consumers should be asked how they first heard about the brand, what information they received, and what importance they placed on different information sources.

Evaluation of Alternatives

We have seen how the consumer uses information to arrive at a set of final brand choices. How does the consumer choose among the alternative brands? The marketer needs to know about alternative evaluation—that is, how the consumer processes information to arrive at brand choices. Unfortunately, consumers do not use a simple and single evaluation process in all buying situations. Instead, several evaluation processes are at work.
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	Evaluating alternatives: In some cases, consumers use careful calculations; in others they do little or no evaluating. In the small print, this Nikon ad emphasizes its serious camera technology, compact size, three picture-taking formats, and interchangeable zoom lenses—"The technology of a serious camera. The spontaneity of a point-and-shoot."


The consumer arrives at attitudes toward different brands through some evaluation procedure. How consumers go about evaluating purchase alternatives depends on the individual consumer and the specific buying situation. In some cases, consumers use careful calculations and logical thinking. At other times, the same consumers do little or no evaluating; instead they buy on impulse and rely on intuition. Sometimes consumers make buying decisions on their own; sometimes they turn to friends, consumer guides, or salespeople for buying advice.

Suppose Anna Flores has narrowed her choices to four cameras. Also suppose that she is primarily interested in four attributes—picture quality, ease of use, camera size, and price. Anna has formed beliefs about how each brand rates on each attribute. Clearly, if one camera rated best on all the attributes, we could predict that Anna would choose it. However, the brands vary in appeal. Anna might base her buying decision on only one attribute, and her choice would be easy to predict. If she wants picture quality above everything, she will buy the camera that she thinks has the best picture quality. But most buyers consider several attributes, each with different importance. If we knew the importance weights that Anna assigns to each of the four attributes, we could predict her camera choice more reliably.

Marketers should study buyers to find out how they actually evaluate brand alternatives. If they know what evaluative processes go on, marketers can take steps to influence the buyer's decision.

Purchase Decision

In the evaluation stage, the consumer ranks brands and forms purchase intentions. Generally, the consumer's purchase decision will be to buy the most preferred brand, but two factors can come between the purchase intention and the purchase decision. The first factor is the attitudes of others. If Anna Flores's husband feels strongly that Anna should buy the lowest priced camera, then the chances of Anna's buying a more expensive camera will be reduced.

The second factor is unexpected situational factors. The consumer may form a purchase intention based on factors such as expected income, expected price, and expected product benefits. However, unexpected events may change the purchase intention. Anna Flores may lose her job, some other purchase may become more urgent, or a friend may report being disappointed in her preferred camera. Or a close competitor may drop its price. Thus, preferences and even purchase intentions do not always result in actual purchase choice.
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	Take a moment to watch a group of managers discuss consumer behavior.
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Postpurchase Behavior

The marketer's job does not end when the product is bought. After purchasing the product, the consumer will be satisfied or dissatisfied and will engage in postpurchase behavior of interest to the marketer. What determines whether the buyer is satisfied or dissatisfied with a purchase? The answer lies in the relationship between the consumer's expectations and the product's perceived performance. If the product falls short of expectations, the consumer is disappointed; if it meets expectations, the consumer is satisfied; if it exceeds expectations, the consumer is delighted.

The larger the gap between expectations and performance, the greater the consumer's dissatisfaction. This suggests that sellers should make product claims that faithfully represent the product's performance so that buyers are satisfied. Some sellers might even understate performance levels to boost consumer satisfaction with the product. For example, Boeing's salespeople tend to be conservative when they estimate the potential benefits of their aircraft. They almost always underestimate fuel efficiency—they promise a 5 percent savings that turns out to be 8 percent. Customers are delighted with better-than-expected performance; they buy again and tell other potential customers that Boeing lives up to its promises.

Almost all major purchases result in cognitive dissonance, or discomfort caused by postpurchase conflict. After the purchase, consumers are satisfied with the benefits of the chosen brand and are glad to avoid the drawbacks of the brands not bought. However, every purchase involves compromise. Consumers feel uneasy about acquiring the drawbacks of the chosen brand and about losing the benefits of the brands not purchased. Thus, consumers feel at least some postpurchase dissonance for every purchase.26
Why is it so important to satisfy the customer? Such satisfaction is important because a company's sales come from two basic groups—new customers and retained customers. It usually costs more to attract new customers than to retain current ones, and the best way to retain current customers is to keep them satisfied. Customer satisfaction is a key to making lasting connections with consumers—to keeping and growing consumers and reaping their customer lifetime value. Satisfied customers buy a product again, talk favorably to others about the product, pay less attention to competing brands and advertising, and buy other products from the company. Many marketers go beyond merely meeting the expectations of customers—they aim to delight the customer. A delighted customer is even more likely to purchase again and to talk favorably about the product and company.

A dissatisfied consumer responds differently. Whereas, on average, a satisfied customer tells 3 people about a good product experience, a dissatisfied customer gripes to 11 people. In fact, one study showed that 13 percent of the people who had a problem with an organization complained about the company to more than 20 people.27 Clearly, bad word of mouth travels farther and faster than good word of mouth and can quickly damage consumer attitudes about a company and its products.

Therefore, a company would be wise to measure customer satisfaction regularly. It cannot simply rely on dissatisfied customers to volunteer their complaints when they are dissatisfied. Some 96 percent of unhappy customers never tell the company about their problem. Companies should set up systems that encourage customers to complain. In this way, the company can learn how well it is doing and how it can improve. The 3M Company claims that over two-thirds of its new-product ideas come from listening to customer complaints. But listening is not enough—the company also must respond constructively to the complaints it receives.

	The Buyer Decision Process for New Products
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We have looked at the stages buyers go through in trying to satisfy a need. Buyers may pass quickly or slowly through these stages, and some of the stages may even be reversed. Much depends on the nature of the buyer, the product, and the buying situation.

We now look at how buyers approach the purchase of new products. A new product is a good, service, or idea that is perceived by some potential customers as new. It may have been around for a while, but our interest is in how consumers learn about products for the first time and make decisions on whether to adopt them. We define the adoption process as "the mental process through which an individual passes from first learning about an innovation to final adoption,"28 and adoption as the decision by an individual to become a regular user of the product.

Stages in the Adoption Process

Consumers go through five stages in the process of adopting a new product:

· Awareness: The consumer becomes aware of the new product, but lacks information about it.

· Interest: The consumer seeks information about the new product.

· Evaluation: The consumer considers whether trying the new product makes sense.

· Trial: The consumer tries the new product on a small scale to improve his or her estimate of its value.

· Adoption: The consumer decides to make full and regular use of the new product. 

This model suggests that the new-product marketer should think about how to help consumers move through these stages. A manufacturer of large-screen televisions may discover that many consumers in the interest stage do not move to the trial stage because of uncertainty and the large investment. If these same consumers were willing to use a large-screen television on a trial basis for a small fee, the manufacturer should consider offering a trial-use plan with an option to buy.
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	Consider one case of how marketers address the information needs of buyers of new products.
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Individual Differences in Innovativeness

People differ greatly in their readiness to try new products. In each product area, there are "consumption pioneers" and early adopters. Other individuals adopt new products much later. People can be classified into the adopter categories shown in Figure 5.7. After a slow start, an increasing number of people adopt the new product. The number of adopters reaches a peak and then drops off as fewer nonadopters remain. Innovators are defined as the first 2.5 percent of the buyers to adopt a new idea (those beyond two standard deviations from mean adoption time); the early adopters are the next 13.5 percent (between one and two standard deviations); and so forth.
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	Figure 5.7
	Adopter categorization on the basis of relative time of adoption of innovations

	Source: Everett M. Rogers, Diffusion of Innovations, 4th ed. (New York: Free Press, 1995). Copyright© 1995 by Everett M. Rogers. Copyright© 1962, 1971, 1983 by The Free Press. Reprinted with the permission of The Free Press, a Division of Simon & Schuster.


The five adopter groups have differing values. Innovators are venturesome—they try new ideas at some risk. Early adopters are guided by respect—they are opinion leaders in their communities and adopt new ideas early but carefully. The early majority are deliberate—although they rarely are leaders, they adopt new ideas before the average person. The late majority are skeptical—they adopt an innovation only after a majority of people have tried it. Finally, laggards are tradition bound—they are suspicious of changes and adopt the innovation only when it has become something of a tradition itself.

This adopter classification suggests that an innovating firm should research the characteristics of innovators and early adopters and should direct marketing efforts toward them. In general, innovators tend to be relatively younger, better educated, and higher in income than later adopters and nonadopters. They are more receptive to unfamiliar things, rely more on their own values and judgment, and are more willing to take risks. They are less brand loyal and more likely to take advantage of special promotions such as discounts, coupons, and samples.

Influence of Product Characteristics on Rate of Adoption

The characteristics of the new product affect its rate of adoption. Some products catch on almost overnight (Beanie Babies), whereas others take a long time to gain acceptance (high-density television, or HDTV). Five characteristics are especially important in influencing an innovation's rate of adoption. For example, consider the characteristics of HDTV in relation to the rate of adoption:

· Relative advantage: The degree to which the innovation appears superior to existing products. The greater the perceived relative advantage of using HDTV—say, in picture quality and ease of viewing—the sooner such HDTVs will be adopted.

· Compatibility: The degree to which the innovation fits the values and experiences of potential consumers. HDTV, for example, is highly compatible with the lifestyles found in upper-middle-class homes. However, it is not very compatible with the programming and broadcasting systems currently available to consumers.

· Complexity: The degree to which the innovation is difficult to understand or use. HDTVs are not very complex and, therefore, once programming is available and prices come down, will take less time to penetrate U.S. homes than more complex innovations.

· Divisibility: The degree to which the innovation may be tried on a limited basis. HDTVs are still very expensive. To the extent that people can lease them with an option to buy, their rate of adoption will increase.

· Communicability: The degree to which the results of using the innovation can be observed or described to others. Because HDTV lends itself to demonstration and description, its use will spread faster among consumers. 

Other characteristics influence the rate of adoption, such as initial and ongoing costs, risk and uncertainty, and social approval. The new-product marketer has to research all these factors when developing the new product and its marketing program.

	Consumer Behavior Across International Borders
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Understanding consumer behavior is difficult enough for companies marketing within the borders of a single country. For companies operating in many countries, however, understanding and serving the needs of consumers can be daunting. Although consumers in different countries may have some things in common, their values, attitudes, and behaviors often vary greatly. International marketers must understand such differences and adjust their products and marketing programs accordingly.

Sometimes the differences are obvious. For example, in the United States, where most people eat cereal regularly for breakfast, Kellogg focuses its marketing on persuading consumers to select a Kellogg brand rather than a competitor's brand. In France, however, where most people prefer croissants and coffee or no breakfast at all, Kellogg advertising simply attempts to convince people that they should eat cereal for breakfast. Its packaging includes step-by-step instructions on how to prepare cereal. In India, where many consumers eat heavy, fried breakfasts and many consumers skip the meal altogether, Kellogg's advertising attempts to convince buyers to switch to a lighter, more nutritious breakfast diet.

Often, differences across international markets are more subtle. They may result from physical differences in consumers and their environments. For example, Remington makes smaller electric shavers to fit the smaller hands of Japanese consumers and battery-powered shavers for the British market, where few bathrooms have electrical outlets. Other differences result from varying customs. In Japan, for example, where humility and deference are considered great virtues, pushy, hard-hitting sales approaches are considered offensive. Failing to understand such differences in customs and behaviors from one country to another can spell disaster for a marketer's international products and programs.

Marketers must decide on the degree to which they will adapt their products and marketing programs to meet the unique cultures and needs of consumers in various markets. On the one hand, they want to standardize their offerings in order to simplify operations and take advantage of cost economies. On the other hand, adapting marketing efforts within each country results in products and programs that better satisfy the needs of local consumers. The question of whether to adapt or standardize the marketing mix across international markets has created a lively debate in recent years.

Key Terms

consumer buyer behavior 

The buying behavior of final consumers-individuals and households who buy goods and services for personal consumption.

consumer market 

All the individuals and house holds who buy or acquire goods and services for personal consumption.

culture 

The set of basic values, perceptions, wants, and behaviors learned by a member of society from family and other important institutions.

subculture 

A group of people with shared value systems based on common life experiences and situations.

social classes 

Relatively permanent and ordered divisions in a society whose members share similar values, interests, and behaviors.

group 

Two or more people who interact to accomplish individual or mutual goals.

opinion leader 

Person within a reference group who, because of special skills, knowledge, personality, or other characteristics, exerts influence on others.

lifestyle 

A person's pattern of living as expressed in his or her activities, interests, and opinions.

personality 

A person's distinguishing psychological characteristics that lead to relatively consistent and lasting responses to his or her own environment.

motive (drive) 

A need that is sufficiently pressing to direct the person to seek satisfaction of the need.

perception 

The process by which people select, organize, and interpret, information to form a meaningful picture of the world.

learning 

Changes in an individual's behavior arising from experience.

belief 

A descriptive thought that a person holds about something.

attitude 

A person's consistently favorable or unfavorable evaluations, feelings, and tendencies toward an object or idea.

complex buying behavior 

Consumer buying behavior in situations characterized by high consumer involvement in a purchase and significant perceived differences among brands.

dissonance-reducing buying behavior 

Consumer buying behavior in situations characterized by high involvement but few perceived differences among brands.

habitual buying behavior 

Consumer buying behavior in situations characterized by low consumer involvement and few significant perceived brand differences.

variety-seeking buying behavior 

Consumer buying behavior in situations characterized by low consumer involvement but significant perceived brand differences.

need recognition 

The first stage of the buyer decision process in which the consumer recognizes a problem or need.

information search 

The stage of the buyer decision process in which the consumer is aroused to search for more information; the consumer may simply have heightened attention or may go into active information search.

alternative evaluation 

The stage of the buyer decision process in which the consumer uses information to evaluate alternative brands in the choice set.

purchase decision 

The stage of the buyer decision process in which the consumer actually buys the product.

postpurchase behavior 

The stage of the buyer decision process in which consumers take further action after purchase based their satisfaction or dissatisfaction.

cognitive dissonance 

Buyer discomfort caused by postpurchase conflict.

new product 

A good, service, or idea that is perceived by some potential customers as new.

adoption process 

The mental process through which an individual passes from first hearing about an innovation to final adoption.

