basic cause of person's wants and behaviour

human behaviour is predominantly
learned behaviour from family and other
important situations

group sharing similar value systems
based upon life experiences and
situations

relatively permanent and ordered
divisions in a society whose members
share similar values and interests and
behaviours

class systems differ in size and constituents

lower social classes are more
culture-bound

young people of all classes are less so

family, friends, neighbours primary groups

religious groups and professional associations secondary groups

direct or indirect influence on the person's

behaviour or attitudes reference groups

reference groups to which we want to belong aspirational groups

increased satisfaction
improved productivity
social significance

membership/reference groups

" The internet has moved the
customer from back-seat
._passenger to front-seat driver |

culture

subculture

! cultural factors |+

social class

The range of factors

Consumer Behavior

influencing

( Do-It-Yourself" Marketing

—| social factors |/
family
culture

technology

Conversations between
strangers/Outcomes
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" some of the influences on the
Consumer Decision making

. process

}> psychological

demographic
situational

personal
levels of involvement

perception
motives
knowledge
attitudes
personality

roles and family
reference groups
social culture

environmental

age and life cycle phase

changing interests

psychological life cycles

occupation

_—| personal factors |

savings and buying power

economic circumstances

situation
pattern of living expressed in activities
lifestyle psychographics is the technique of
measuring lifestyles
is the process by which an individual
senses, organises and interprets the
information he/she receives from the
environment
perception
motivation

| psychological factors F

knowledge and beliefs AN

attitudes

product/service knowledge is stored in
memory as "means-end" chains

‘ Bring customers and employees together }

| Do not underestimate }
customers' knowledge

AN

The "means-end"” chain: isa
knowledge structure that connects

consumers' meanings about product
attributes, consequences and values

" Facilitate and share the

knowledge between customers
and employees

consequences: may be positive (benefits)
or negative (risks)
instrumental values

values )
terminal values




