
INTRODUCTION TO CONSUMER BEHAVIOUR 

• Definition 

Consumer behaviour has changed dramatically over the past few decades. Today, consumers can 

order online many customised products ranging from groceries to laptops. Many have replaced their 

daily newspapers with customised, online editions of these media and are increasingly receiving 

information from online sources. Students choosing a university no longer rely on receiving 

prospectuses through the post; instead, they have online access to all the pertinent information 

about a university’s courses. And now in Covid times, education too is via an online platform. 

The term consumer behaviour is defined as the behaviour that consumers display in searching for, 

purchasing, using, evaluating and disposing of products and services that they expect will satisfy 

their needs. Consumer behaviour focuses on how individuals make decisions to spend their available 

resources (time, money, effort) on consumption related items. That includes what they buy, why 

they buy it, when they buy it, where they buy it, how often they buy it, how often they use it, how 

they evaluate it after the purchase, the impact of such evaluations on future purchases and how 

they dispose of it. 

Consumer behaviour is a process. In its early stages of development, the field was often referred to 

as buyer behaviour, reflecting an emphasis on the interaction between consumers and producers at 

the time of purchase. Marketers now recognize that consumer behaviour is an ongoing process, not 

merely what happens at the moment a consumer hands over money or a credit card and in turn 

receives some good or service. 

Consumer behaviour is the study of how individual customers, groups or organizations select, buy, 

use, and dispose ideas, goods, and services to satisfy their needs and wants. It refers to the actions of 

the consumers in the marketplace and the underlying motives for those actions. 

The behaviour that consumers display in searching for, purchasing, using, evaluating, and disposing 

of products and services that they expect will satisfy their needs. 

There are two consumer entities: 

• Personal: The individual who buys goods and services for his or her own use, for household use, 

for the use of a family member, or for a friend.   

• Organizational: A business, government agency, or other institution (profit or nonprofit) that 

buys the goods, services, and/or equipment necessary for the organization to function. 

 

 

 Role of Consumer Behaviour in Marketing 
The field of consumer behaviour is rooted in the marketing concept , a business orientation that evolved 

through several alternative approaches i.e. the production concept, the product concept and the selling 

concept. 



The production concept assumes that consumers are mostly interested in product availability at low 

prices; its implicit marketing objectives are cheap, efficient production and intensive distribution. This 

orientation makes sense when consumers are more interested in obtaining the product than they are in 

specific features and will buy what is available rather than wait for what they really want. Today, using 

this orientation makes sense in developing countries or in other situations in which the main objective is 

to expand the market.  

The product concept assumes that consumers will buy the product that offers them the highest quality, 

the best performance and the most features. A product orientation leads the company to strive 

constantly to improve the quality of its product 

Marketers found that it was a lot easier to produce only products that consumers wanted. This was first 

confirmed through research. Consumer needs and wants therefore became the firm’s primary focus. 

This consumer-oriented marketing philosophy came to be known as the marketing concept. The key 

assumption underlying the marketing concept is that to be successful a company must determine the 

needs and wants of specific target markets and deliver the desired satisfactions better than the 

competition. The marketing concept is based on the premise that a marketer should make what it can 

sell, instead of trying to sell what it has made.  

The marketing concept is based on the premise that a marketer should make what it can sell, instead of 

trying to sell what it has made. 

Consumer behaviour is the study of how people make decisions about what they buy, want, need, or act 

in regard to a product, service, or company. It is critical to understand consumer behaviour to know how 

potential customers will respond to a new product or service. It also helps companies identify 

opportunities that are not currently met.  Consumer understanding plays an important role in 

identifying opportunities in the market and thereby in NPD and product improvement 

 Examples:  Oreo shake powder, Gluten free products, Baked snacks/ chips, Maggi Atta Noodles 

 

Consumer Behaviour is key to the following elements of the Marketing concept: 

• Consumer Research:  The process and tools used to study consumer behaviour  

All companies must continually conduct research to understand the needs and priorities of their 

market segments.  

 Segmentation: Process of dividing the market into subsets of consumers with common needs or 
characteristics  
Consumer needs are shaped by the environment, culture, education, and life experiences.  
Marketers perform segmentation by looking for groups with common needs.  Segmentation can be 
based on consumers’ demographics, product usage, geography, lifestyle, and many other 
characteristics and needs. 

 

 Market Targeting: The selection of one or more of the segments identified to pursue 



When a marketer chooses the segments that they will pursue, they have chosen a target market.  

Selection of the correct target market is critical to success of the product since the marketer has 

assumed that this group of consumers has a similar need with respect to their product or service. 

 

 Positioning: Developing a distinct image for the product in the mind of the consumer. 
 

Successful positioning includes: Communicating the benefits of the product, communicating 
a unique selling proposition  
 
Positioning is how the consumer thinks about your product versus the competitor’s 
product. The positioning is ultimately in the mind of the consumer but the marketer helps 
form the positioning through effective advertising and communication.  Strong positioning 
differentiates your product from the competition and clearly tells the consumer how it will 
fulfill their needs better than other products on the market.  
 
 



Marketing Strategy and Consumer Behaviour:

 

To fully understand how consumer behaviour affects Marketing, it's vital to understand the three factors 

that affect CB: 

Psychological Factors 

• These include perception of a need or situation, the person's ability to learn or understand 

information, and an individual's attitude. Each person will respond to a marketing message 

based on their perceptions and attitudes. Therefore, marketers must take these psychological 

factors into account when creating campaigns, ensuring that their campaign will appeal to their 

target audience 

  Example: Reaction to George Floyd’s death is not uniform , Response to Lockdown or Unlock 1 



Personal Factors 

• These are characteristics that are specific to a person and may not relate to other people within 

the same group. These characteristics may include how a person makes decisions, their unique 

habits and interests, and opinions. When considering personal factors, decisions are also 

influenced by age, gender, background, culture, and other personal issues. 

   Example: Net-banking among older population,     

Social Factors 

• Social characteristics have a significant impact on consumer behaviour. Social influencers are 

quite diverse and can include a person's family, social interaction, work or school communities, 

or any group of people a person affiliates with. It can also include a person's social class, which 

involves income, living conditions, and education level. The social factors are very diverse and 

can be difficult to analyze when developing marketing plans. 

   Example: Choice of brand ambassador can influence consumers 

 

 Distinction among consumer, customer, buyer, user and payer 
 

Consumer: someone who uses/ consumes the product 

Customer: commonly used for consumer of service e.g. broadband, airlines 

Buyer: someone who pays for the product/ service, he/ she may or may not be the user 

User: similar to consumer this person is the person who eventually uses the product/ services. He/ she 

may not necessarily be paying for it 

Payer: similar to buyer, this person is funding the product and may not necessarily be the user 

  



 Framework of Consumer Behaviour – internal influences, external influences 
 

A combination of external and internal elements influence the behaviour of consumers. Internal 

influences tend to be consumer perceptions of the product/ brand, their past experience, memories 

from own experience or experience of someone they know, their own personality and emotional 

balance. 

External influences are not intrinsic to the consumer e.g. reference groups (friends and family), cultural 

background, marketing activities carried out by the brand/company/ competitors, consumer’s social 

status i.e. his social group and his position in the society. 

 

 

 

 Self-concept & Lifestyle and decision process 
 

As a result of the interaction of the internal (mainly psychological and physical) and external (mainly 

sociological and demographic) variables, individuals develop a self-concept that is reflected in a lifestyle.  

Self-concept is the totality of an individual’s thoughts and feelings about him- or herself. Lifestyle is, 

quite simply, how one lives, including the products one buys, how one uses them, what one thinks about 

them, and how one feels about them 

These self-concepts and lifestyles produce needs and desires, many of which require consumption 

decisions to satisfy. As individuals encounter relevant situations, the consumer decision process is 



activated. This process and the experiences and acquisitions it produces in turn influence the 

consumers’ self-concept and lifestyle by affecting their internal and external characteristics 

 

 Interdisciplinary concepts from psychology, sociology, anthropology, micro-economics 
and organizational buying behaviour 

 

Consumer behaviour was a relatively new field of study in the mid- to late 1960s. Because it had no 

history or body of research of its own, marketing theorists borrowed heavily from concepts developed in 

other scientific disciplines, such as psychology (the study of the individual), sociology (the study of 

groups), social psychology (the study of how an individual operates in a group), anthropology (the 

influence of society on the individual) and economics, to form the basis of this new marketing discipline. 

Many early theories concerning consumer behaviour were based on economic theory, on the notion 

that individuals act rationally to maximise their benefits (satisfactions) in the purchase of goods and 

services. Later research discovered that consumers are just as likely to purchase impulsively and to be 

influenced not only by family and friends, by advertisers and role models, but also by mood, situation 

and emotion. All of these factors combine to form a comprehensive model of consumer behaviour that 

reflects both the cognitive and emotional aspects of consumer decision-making. 

The process of consumer decision-making can be viewed as three distinct: 

1) The input stage influences the consumer’s recognition of a product need and consists of two major 

sources of information: the firm’s marketing efforts (the product itself, its price, its promotion and 

where it is sold) and the external sociological influences on the consumer (family, friends, neighbours, 

other informal and non-commercial sources, social class and cultural and subcultural memberships). The 

cumulative impact of each fi rm’s marketing efforts, the influence of family, friends and neighbours, and 

society’s existing code of behaviour, are all inputs that are likely to affect what consumers purchase and 

how they use what they buy.  

2) The process stage of the model focuses on how consumers make decisions. The psychological factors 

inherent in each individual (motivation, perception, learning, personality and attitudes) affect how the 

external inputs from the input stage influence the consumer’s recognition of a need, pre-purchase 

search for information and evaluation of alternatives. The experience gained through evaluation of 

alternatives, in turn, affects the consumer’s existing psychological attributes.  

3) The output stage of the consumer decision-making model consists of two closely related post-

decision activities: purchase behaviour and post-purchase evaluation. Purchase behaviour for a low-

cost, non-durable product (e.g. a new shampoo) may be influenced by a manufacturer’s extensive sales 

promotion (e.g. price cuts) and may actually be a trial purchase; if the consumer is satisfied, he or she 

may repeat the purchase. The trial is the exploratory phase of purchase behaviour in which the 

consumer evaluates the product through direct use. A repeat purchase usually signifies product 

adoption. 



 

 

 Applications of Consumer Behaviour 
 

1) Marketing Strategy: 
 

Marketing decisions based on explicit consumer behaviour theory, assumptions, and research are more 

likely to be successful than those based on hunches or intuition, and thus create a competitive 

advantage. An accurate understanding of consumer behaviour can greatly reduce the odds of failures 

such as: 

S.C. Johnson pulled the plug on its Ziploc TableTops, a line of semi-disposable plates. Table- Tops was one 

of the company’s most expensive launches with $65 million spent on marketing. A number of factors 

appear to have contributed to the failure including relatively high prices (which made consumers less 

likely to throw them away) and the fact that the products really weren’t all that disposable. As one 

retailer explained, “There are no repeat purchases. The things last forever. 

 



2) Regulatory Policy 

Various regulatory bodies exist to develop, interpret, and/or implement policies designed to protect and 

aid consumers.  For example, the Food and Drug Administration (FDA) administers the Nutrition Labeling 

and Education Act (NLEA). Among other things, NLEA requires that packaged foods prominently display 

nutrition information in the form of the Nutrition Facts panel. 

 

 

 

 

3) Social Marketing 
 

Social marketing is the application of marketing strategies and tactics to alter or create behaviours that 

have a positive effect on the targeted individuals or society as a whole.   

Social marketing has been used in attempts to reduce smoking, to increase the percentage of children 

receiving their vaccinations in a timely manner, to encourage environmentally sound behaviours such as 

recycling, etc. 

Just as for commercial marketing strategy, successful social marketing strategy requires a sound 

understanding of consumer behaviour. 

 

 

 

 

 

 

 

  



 Consumerism & Consumer Behaviour in the contemporary environment 
 

Consumerism is the organized form of efforts from different individuals, groups, governments and 

various related organizations which helps to protect the consumer from unfair practices and to 

safeguard their rights. This movement has led to many organizations improving their services to the 

customer in order to drive customer satisfaction and build long lasting relationships with them. In short, 

Consumerism refers to protection of consumer rights. 

In this age, consumers are well-informed. Key functions of consumerism are: 

• Protection of Rights : protects their rights from unfair practices. 

• Prevention of Malpractices : prevents unfair practices within the business community, such as 

hoarding, adulteration, black marketing, profiteering, etc. 

• Unity among Consumers : creates knowledge and harmony among consumers and to take 

group measures on issues like consumer laws, supply of information about marketing 

malpractices, misleading and restrictive trade practices. 

• Enforcing Consumer Rights: Right to Safety, Right to be Informed, Right to Choose, and Right to 

Redress. 

 

Government policies (Liberalisation, Privatisation and Globalisation) have affected the way consumers 

behave. These have given consumers exposure to global and private brands. Media exposure too have 

influenced their knowledge and perceptions of brands thus shaping their behaviour. 

Technology and Advertising are key drivers of change in consumer behaviour. Due to advance 

technology and advertising, there are 3 disruptive trends that have changed consumer behaving 

pattern: 

• Real time information 

Consumers have access to real time information and are well-informed. 

• Consumer reviews 

Consumers have a platform to share their experiences and thereby influence others. Reviews 

also allow consumers to seek information/ feedback on products. 

• Customisation 

Technology allows customization of products and services as per the requirements of the 

consumer. 

 

The below changes too have had an impact on consumer behaviour: 

 Traditional to Digital Marketing 



 Offline to online retailing 

 Mobile app 
 

Companies are now more socially responsible. They work towards procuring and disposing off sensibly, 

be environment friendly. CSR initiatives by companies demonstrates good corporate citizenship which 

help in gaining trust of the consumers. Such companies focus on ensuring long run best interest of its 

consumers. 

Successful brand relationships are result of a satisfying brand experience. Experience is considered 

satisfying when there is high value created in the minds of the consumer. Customer trust is key to 

customer retention. The basis of this relationship and trust is the experience. This experience strongly 

influences consumer behaviour. 

 

 

 

To sum up ‘Consumer is the King’ and understanding what makes him/her tick is key. 

 

Consumers as Individuals 

 

Not all consumers are alike – the marketplace is composed of many different peoples with different 

backgrounds, countries of origin, interests, needs and wants, and perceptions. Needs of consumers are 

different. Diversity in the marketplace calls for classification or segmentation of the market. Market 

segmentation is an attractive, viable, and potentially highly profitable strategy for marketers.  

Market segmentation is the process of dividing a market into distinct subsets of consumers with 

common needs or characteristics and selecting one or more segments to target with a distinct marketing 

mix. In the past, companies would mass market their product i.e. offer the same product and marketing 



mix to all consumers. With the widespread acceptance of market segmentation, companies now have 

specific products for identified segments e.g. Colgate Max white, Colgate Vedshakti 

Market segmentation requires a large enough population with sufficient money to spend (general 

affluence) and sufficient diversity to lend itself to partitioning the market into sizeable segments on the 

basis of demographic, psychological or other strategic variables. Media choice is dependent on the 

segments targeted by the company. Product range optimization can be executed based on the 

segmentation. This also helps create a unique and differentiated proposition for key segments. 

If all consumers were alike – if they all had the same needs, wants and desires, and the same 

background, education and experience – mass (undifferentiated) marketing would be a logical strategy. 

Its primary advantage is that it costs less: only one advertising campaign is needed, only one marketing 

strategy is developed, and usually only one standardised product is offered. When trying to sell the 

same product to every prospective customer with a single proposition/ communication, the marketer 

ends up portraying its product as a means for satisfying a common or generic need. As a result, the 

product often ends up appealing to no one. 

Different customers have different needs.  By segmenting the market and choosing target markets, 

companies can differentiate their products to provide the benefits that the segments desire.  Once a 

marketer has identified their segment, they can choose media that is targeted to that segment for their 

advertising. 

Segmentation strategy allows marketers to avoid head-on competition in the marketplace by 

differentiating their offerings, not only on the basis of price but also through styling, packaging, 

promotional appeal, method of distribution and superior service.  

Market segmentation is just the first step in a three-phase marketing strategy. After segmenting the 

market into homogeneous clusters, the marketer then must select one or more segments to target. The 

third step is positioning the product so that it is perceived by the consumers in each target segment as 

satisfying their needs better than other competitive offerings. 

  



 

There are five criteria for effective targeting.  A market segment should be: 

1. identifiable: marketer must be able to see or find the characteristic they have chosen for 

segmentation 

2. sufficient (in terms of size): It must be large enough to be profitable to the marketer 

3. stable or growing: the consumers are not “fickle” and likely to change very quickly 

4. accessible (reachable) in terms of both media and cost, and 

5. congruent with the firm’s objectives and resources. 

 

Bases for Consumer Segmentation 

 

 

 

This two-by-two matrix is important for understanding types of segmentation schemes.  It is possible to 

break segmentation into two broad groups – those that are based on the consumers themselves and 

those that are based on the consumers’ interaction or potential interaction with the product and are 

therefore consumption based.  Within each of these two larger types of schemes, segmentation 

variables can be considered to be based on facts or what is absolutely known and measurable about the 

consumer versus cognitions, which are abstract and can be determined only through more complex 

questioning. 

  



A) Consumer rooted segmentation 

 

Demographics are the core of almost all segmentation because they are easy and logical.  In 

addition, they are a cost-effective way to reach segments and demographic shifts are easier to 

identify than other types of shifts.  When researching segmentation and media exposure, a 

consumer researcher will learn that media exposure is often directly related to demographics.  

Age segmentation includes segments such as the baby boomers and generations X and Y.  

Family life-cycle is based on the premise that many families pass through similar phases in 

their lives and share major life events such as moving, marriage, birth of a child, and 

retirement.  Income, education, and occupation tend to tie together and lead to segmentation 

based on social class. 

 

Geodemographic segmentation is a popular use of geography in targeting.  People who live 

close to one another are likely to be similar in tastes, incomes, lifestyles and consumption.  

They might eat similar foods, like the same movies, and take the same types of vacations.   

 
Personality traits help us identify what segments are valuable to marketers. People often do not 

identify these traits because they are guarded or not consciously recognized. 

For instance, if an innovator also classifies themselves high on an “exhibition” personality 

trait, it means they want to be the centre of a group and might be important as these are the 

type of innovators to spread word-of-mouth messages regarding new products and services. 

 

• Consumer innovators 

Innovator is a personality trait where the consumer is open- minded i.e. open to trying new 

products. This person perceives less risk in trying new things. 

• Dogmatism 

Dogmatism is a personality trait that measures the degree of rigidity (versus openness) that 

individuals display towards the unfamiliar and towards information that is contrary to their 

own established beliefs. 

 

Lifestyles or psychographics are based on consumer values. These includes activities, 

interests, and opinions. Lifestyle explains buyer’s purchase decisions and choices. While 

demographics tell us the consumer’s ability to buy them and this works for segmentation of 

basic products, but psychographics or lifestyles are based on consumer’s values.  These 

shared values, interests, activities, opinions, and interests are an effective way to explain 

buyers’ purchase decisions. 
  



 

VALS  

 

 
VALS is the most popular segmentation system that combines lifestyles and values.  You can 

see how it is related to Maslow’s hierarchy of needs and the concept of social character.  The 

system looks at three primary motivations and then the resources that individuals might have 

to draw upon.  The lower resource consumer is at the bottom and labeled survivors while the 

highest resource consumer is often the innovator.   

 

Socio-cultural values and beliefs 

 

Sociological refers to the study of groups while Social psychological is the study of how an 

individual operates in a group. Anthropological refers to cultural, the influence of society on 

the individual. Sociological (group) and anthropological (cultural) variables – that is, 

sociocultural variables – 

provide further bases for market segmentation. For example, consumer markets have been 

successfully subdivided into segments on the basis of stage in the family life cycle, social 

class, core 



cultural values, subcultural memberships and cross-cultural affiliation. 

 

Marketers need to include segments based on: 

Cultural values e.g. India – religion, US – fitness and health 

Sub-cultural membership e.g. Hindu/ Muslim, Asian/ Hispanic 

Cross-cultural affiliations e.g. born in one country and live in another, cross cultural 

influence 

 

An American might identify with common American cultural values, such as fitness and 

health but also with sub-cultural values if they are Hispanic or Asian Americans.  In this 

global world, marketers must often think cross-culturally, including many countries and more 

global marketing segmentation.  A consumer may be cross-cultural if they were born in one 

country and are now living in another. 

 

Family life-cycle segmentation is based on the premise that many families pass through 

similar phases in their formation, growth and final dissolution. At each phase, the family unit 

needs different products and services. 

 

Social class (or relative status in the community) can be used as a base for market 

segmentation 

and is usually measured by a weighted index of several demographic variables, such as 

education, 

occupation and income 

 

B) Consumption specific segmentation 

Consumption-specific bases include facts about actual consumption behavior and cognitions 

consumers have about products and services in the form of attitudes and preferences. It is an 

extremely popular and effective form of segmentation. It categorises consumers in terms of 

product, service or brand usage characteristics, such as level of usage, level of awareness and 

degree of brand loyalty  

Usage rate is often based on whether a group of consumers are heavy, medium, light, or nonusers 

of a product.  Many marketers target the heavy consumers since they are often the most loyal and 

account for the largest portion of sales.  A company with a strong growth objective might target the 

other usage segments to fuel their growth in the marketplace.  Furthermore, a marketer might 

target those who are unaware of their product in order to start the process that could lead to 

purchase. 

Usage situation based on occasion or situation which often determines what consumers will 

purchase or consume e.g. chocolates : Celebration pack vs. Dairy Milk. Usage rate or amount is 

important to some marketers, but it might also be worth considering WHEN a given product is used.  

This is the basis for a usage-situation segmentation opportunity.  People might consume certain 

products for special events, certain days of the week, or certain times during the year.  Think of the 

rise of sales in chocolate and flowers for Valentine’s Day.   



Benefit segmentation: In many ways, segmentation is tied to the benefits that a group desires from 

your product or service.  Knowing these benefits is important for positioning your product in the 

minds of the consumer.  Consumers are constantly weighing the benefits of different types of media 

and noticing that digital media might be preferred in immediacy and accessibility, but that 

traditional media often provides more depth and details. 

Benefit segmentation can be used to position various brands within the same product category e.g. 

toothpaste, if consumers are socially active, they want a toothpaste that can deliver white teeth and 

fresh breath; if they smoke, they want a toothpaste to fight stains; if disease prevention is their 

major focus, then they want a toothpaste that will fight germs; and if they have children, they want 

to lower their dental bills. 

Brand loyalty includes the behavior to the brand – how often somebody purchases the brand, in 

addition to the attitude or feeling the consumer has to a brand.  Many companies have frequency 

award or loyalty programs where loyal customers receive rewards and benefits for purchasing often.  

Customer relationships are very complex and differ based on commitment by the customers, their 

sense of loyalty, their expectations of specialty treatment, their confidence in the company, and 

how they are treated by staff and employees from the company. 

• Brand loyalty includes: 

• Behaviour (frequency of purchase) 

• Attitude (disposition/ affiliation to the brand) 

Frequency award programs are popular e.g loyalty cards. Customer relationships can be active 

or passive 

 

Micro-targeted began in 2004 and is growing field within marketing.  It is growing due to the 

marketer’s ability to use complex databases and personalized media including email and mobile 

phones.  Micro-targeting focuses on delivering a personalized advertising message to the user 

whether they are at work, at home, or on-the-go.   

The premise behind market segmentation is that each targeted segment receives a specially 

designed marketing mix, that is, a specially tailored product, price, distribution network, and/or 

promotional campaign. Concentrated marketing usually involves only one segment, whereas a 

differentiated marketing strategy is targeting several segments with individual marketing mixes.  

Differentiated marketing is usually used by financially strong companies that are well 

established in their market sector.  Counter segmentation involves combining existing segments 

for a company to become more efficient and profitable. 

Targeting several segments using individual marketing mixes is called differentiated marketing; 

targeting just one segment with a unique marketing mix is called concentrated marketing. 

 



In summary, all behaviour is goal-oriented. Goals are the sought-after results of motivated 

behaviour. The form or direction that behaviour takes – the goal that is selected – is a result of 

thinking processes (cognition) and previous learning of an individual / consumer. 

Consumer Needs & Motivation 

 

Motivation is produced by a state of tension, by having a need which is unfulfilled.  Consumers want to 

fulfill these needs and reduce the state of tension.  For example, when you are very hungry, you are 

extremely motivated to find food.  Perhaps when you need a new pair of pants, you are a bit less 

motivated to fulfill this need as compared to your need for food.  In the case of needing pants, it is 

important for marketers to help increase your motivation and/or specify your need for their products  - 

perhaps Diesel Jeans. 

Motivation is the driving force within individuals that impels them to action.  The starting point of this 

process is the urge/drive to fulfil a need. Needs are the essence of the marketing concept.  Marketers do 

not necessarily create needs but make consumers aware of needs. 

 

The Model of Motivation Process: 

 

 

 

This model highlights the motivation process.  We can see that the “drive” toward behaviour will often 

end in the fulfillment of the need.  The processes and effects of previous learning tie strongly into 

choices made when the behaviour is defined. 



  



Types of needs 

 

 Innate Needs 

Physiological (or biogenic) needs that are considered primary needs or motives e.g. food, water, air 

 Acquired / Psychogenic Needs 

Learned in response to our culture or environment.  Are generally psychological and considered 

secondary needs. These may include needs for self-esteem, prestige, affection, power and learning.. 

 

The example of the need for food compared to a new pair of jeans can be further described by 

understanding types of needs.  The need for food is more of an innate need and is considered a primary 

need.  The need for a pair of jeans would be considered acquired.  The need for clothing could be 

considered primary, but the need specifically for a pair of jeans is acquired, especially when they are a 

certain brand or designer jean. 

Needs may have a positive or negative direction.  There are in fact some products we are NOT drawn to.  

For example, when people shop for funeral services, this is not something they are usually drawn to but 

rather must pursue and purchase. 

 

Goals: 

The sought-after results of motivated behaviour is a goal. Generic goals are general categories of goals 

that consumers see as a way to fulfill their needs e.g. goal to complete Master’s programme 

Product-specific goals are specifically branded products or services that consumers select as their goals 

e.g. to complete Master’s programme from IIMs. 

Continuing with our example of jeans, we can understand the types of goals that exist.  When a 

consumer states they want a pair of jeans, they have stated a generic goal.  When they announce they 

really want a pair of Calvin Klein jeans, then they have stated product-specific goals. 

 

Selection of goals: 

The goals selected by an individual depend on their: 

 Personal experiences 

The goals selected by individuals depend on their personal experiences, physical capacity, 

prevailing cultural norms and values, and the goal’s accessibility in the physical and social 

environment. 

 

 Physical capacity 

 Prevailing cultural norms and values  



 Goal’s accessibility in the physical and social environment 

Consumers have many possible goals when making decisions.  They are strongly influenced by their 

experiences, personality, and others’ opinions and input.  When choosing goals, they have to keep in 

mind what is socially acceptable and what they can physically attain.   

 

Motivation: 

Needs and goals are interdependent; neither exists without the other. Motivation can be positive or 

negative in direction. We may feel a driving force towards some object or condition or a driving force 

away from some object or condition. For example, a person may be impelled towards a restaurant to 

fulfil a hunger need, and away from mountaineering to fulfil a safety need. 

Positive Motivation: a driving force toward some object or condition 

Approach Goal : A positive goal toward which behaviour is directed 

Negative Motivation: Motivation/ a driving force away from some object or condition 

Avoidance Goal : A negative goal from which behavior is directed away 

There has been extensive research regarding rational versus emotional motives during purchase.  Their 

existence has been tied to how consumers view marketing variables, including advertisements and 

pricing adjustments.  Furthermore, it must be realized that the definition of emotional vs. rational 

motivation differs significantly from one consumer to another and in different situations. 

Rationality implies that consumers select goals based on totally objective criteria, such as size, weight, 

price, or miles per gallon 

Emotional motives imply the selection of goals according to personal or subjective criteria 

 

Motivation is highly dynamic and constantly changes in response to life experiences.  Motivations 

change as we age, interact with others, change careers, acquire wealth, become ill, marry or divorce, or 

pursue education.   

Humans constantly have needs.  This is due in part to the fact that our needs are never fully satisfied, or 

once satisfied, reappear.  Hunger is a good example of a need that is often not satisfied and reappears.  

As humans, we also develop new needs as we satisfy existing needs.  The hierarch of effects model 

shows how we meet our lower-level needs first and then move up the hierarchy.  Finally, our needs are 

based on the goals that we set for ourselves.  If one sets a goal to enter politics, they may feel they need 

a law degree.  However, if they are unsuccessful in getting accepted at law school, their needs may 

change and they may want to pursue a few years of work experience first and need to find a job. 

Consumers needs tend to be continuous and also dynamic. Needs change over time and also on various 

occasions. Consumer is very demanding and not easy to please. Consumer needs are never fully satisfied 

-  new needs emerge as old needs are satisfied. People who achieve their goals set new and higher goals 

for themselves e.g. young person has an iphone 6 and now wants to migrate to a higher version. 



 

Motivation is highly dynamic and constantly changes in response to life experiences.  Motivations 

change as we age, interact with others, change careers, acquire wealth, become ill, marry or divorce, or 

pursue education.   

Humans constantly have needs.  This is due in part to the fact that our needs are never fully satisfied, or 

once satisfied, reappear.  Hunger is a good example of a need that is often not satisfied and reappears.  

As humans, we also develop new needs as we satisfy existing needs.  The hierarch of effects model 

shows how we meet our lower-level needs first and then move up the hierarchy.  Finally, our needs are 

based on the goals that we set for ourselves.  If one sets a goal to enter politics, they may feel they need 

a law degree.  However, if they are unsuccessful in getting accepted at law school, their needs may 

change and they may want to pursue a few years of work experience first and need to find a job. 

 

It is very common that a consumer cannot attain a goal.  This may be due to a lack of money, ability, 

desire, or accessibility.  In this instance, the consumer often substitutes a different goal to reduce the 

tension created from the existence of this need.  In time, this substitute goal might replace the initial 

goal.  For instance, if a consumer wanted a certain cable television service, but it was not available in 

their area, they might choose a satellite television provider.  Over time, they may be very satisfied with 

this choice and feel that they actually prefer the satellite service over the cable television service. 

Failure to achieve a goal and the frustration that follows has been experienced by everyone at some 

time or another.  Marketers must realize what consumers’ responses might be and how they can 

address these responses.  Online education exists for those who are too far or do not have the 

structured time to attend college 

The understanding of these defense mechanisms will help provide many opportunities to craft 

advertising messages to reach the emotional side of the consumers. 

 

A consumer has a variety of needs but only some of them are aroused at any given time and given top-

of-mind priority.  Motives become aroused by the consumer’s psychological condition (they get hungry), 

their emotional state (frustrated), cognitive processes (they read an ad that made them think about 

their needs), or by events occurring in their general surroundings (the weather becomes cold) 

 

Arousal of motives 

A consumer has a variety of needs but only some of them are aroused at any given time and given top-

of-mind priority.  Motives become aroused by the consumer’s psychological condition (they get hungry), 

their emotional state (frustrated), cognitive processes (they read an ad that made them think about 

their needs), or by events occurring in their general surroundings (the weather becomes cold). 

• Physiological arousal e.g. basic needs like hunger, thirst arouse motives 

• Emotional arousal e.g. feeling frustrated, feeling happy 



• Cognitive arousal e.g. exposed to some stimulus / ad, post which it made them think and act 

• Environmental arousal e.g. cold weather –need for warm clothing 

• Cognitive Arousal - sometimes random thoughts can lead to a cognitive awareness of needs e.g. 

an advertisement that provides reminders of home might trigger instant yearning to speak with 

one’s parents.  

There are two opposing philosophies that deal with the arousal of human motives.  The behaviorists see 

motivation as a mechanical process that results from a stimulus – something prompts the behavior and 

people behave or react.  On the other hand, the cognitive school believes that all behavior is directed 

toward a fulfilling of goals – consumers think through their motives. 

 

Types and Systems of Needs 

Researchers are interested in developing a complete list of human needs.  Although basic biological 

needs are easily understood and agreed upon, it is the psychological and psychosocial needs that differ 

from researcher to researcher.  Murray and Maslow have both developed lists of needs and Maslow 

orders them within a hierarchy from lower-level to higher-level needs.  Somewhat related to Maslow’s 

theory is the belief in a Trio of basic needs including power, affiliation, and achievement.   

 

1) Abraham Maslow’s hierarchy of needs 

The theory suggests that individuals seek to satisfy lower-level needs before higher-level needs emerge. 

The lowest level of chronically unsatisfied need that an individual experiences serves to motivate his or 

her behaviour. When that need is ‘fairly well’ satisfied, a new (and higher) need emerges that the 

individual is motivated to fulfil. When this need is satisfied, a new (and still higher) need emerges, and 

so on.  



 

For clarity, each level is depicted as mutually exclusive. According to the theory, however, there is some 

overlap between the levels, as no need is ever completely satisfied. For this reason, although all levels of 

need below the level that is currently dominant continue to motivate behaviour to some extent, the 

prime motivator – the major driving force within the individual – is the lowest level of need that remains 

largely unsatisfied. 

 

Physiological Needs 

In the hierarchy-of-needs theory, physiological needs are the first and most basic level of human needs. 

These are necessary to sustain biological life, include food, water, air, shelter, clothing, sex – also known 

as biogenic needs or primary needs. 

 

Safety and Security Needs 

After the first level of need is satisfied, safety and security needs become the driving force behind an 

individual’s behaviour. These needs are concerned not only with physical safety but also include order, 

stability, routine, familiarity and control over one’s life and environment e.g. health, savings accounts, 

insurance policies, education 

 

Social Needs 

The third level of Maslow’s hierarchy includes such needs as love, affection, belonging and acceptance. 

People seek warm and satisfying human relationships with other people and are motivated by love for 

their families. 

 



Ego needs 

These needs can either have an inward or an outward orientation, or both. Inwardly-directed ego needs 

reflect an individual’s need for self-acceptance, self-esteem, success, independence and personal 

satisfaction with a job well done. Outwardly-directed ego needs include the needs for prestige, 

reputation, status and recognition from others. The presumed desire to ‘show off ’ one’s success 

 

Need for Self-Actualisation 

The need for self-actualisation (self-fulfilment) refers to an individual’s desire to fulfil his or her potential 

– to become everything he or she is capable of becoming e.g. becoming a sports star , a scientist  

 

According to Maslow, higher-order needs become the driving force behind human behaviour as lower-

level needs are satisfied. The theory says that it is dissatisfaction, not satisfaction, that motivates 

behaviour. 

2) Henry Murray’s 28 psychogenic needs 

 

Henry Murray prepared a detailed list of psychogenic needs. This research was probably the first 

systematic approach to the understanding of non-biological human needs. Murray believed that 

everyone has the same basic set of needs but that individuals differ in their priority ranking of these 

needs. Murray’s basic needs include many motives that are assumed to play an important role in 

consumer behaviour, such as acquisition, achievement, recognition and exhibition  

 

NEEDS ASSOCIATED WITH INANIMATE OBJECTS 

Acquisition 

Conservancy 

Order 

Retention 

Construction 

NEEDS THAT REFLECT AMBITION, POWER, ACCOMPLISHMENT, AND PRESTIGE 

Superiority 

Achievement 

Recognition 

Exhibition 



Inviolacy (inviolate attitude) 

Inavoidance (to avoid shame, failure, humiliation, ridicule) 

Defendance (defensive attitude) 

Counteraction (counteractive attitude) 

NEEDS CONCERNED WITH HUMAN POWER 

Dominance 

Deferrence 

Similance (suggestible attitude) 

Autonomy 

Contrariance (to act differently from others) 

  



SADOMASOCHISTIC NEEDS 

Aggression 

Abasement 

NEEDS CONCERNED WITH AFFECTION BETWEEN PEOPLE 

Affiliation 

Rejection 

Nurturance (to nourish, aid, or protect the helpless) 

Succorance (to seek aid, protection, or sympathy) 

Play 

NEEDS CONCERNED WITH SOCIAL INTERCOURSE (THE NEEDS TO ASK AND TELL) 

Cognizance (inquiring attitude) 

Exposition (expositive attitude) 

 

3) Trio of needs 

These needs can each be subsumed within Maslow’s need hierarchy; considered individually, however, 

each has a unique relevance to consumer motivation. 

 

Power 

The power need relates to an individual’s desire to control his or her environment. It includes the need 

to control other persons and various objects. This need appears to be closely related to the ego need, in 

that many individuals experience increased self-esteem when they exercise power over objects or 

people.  

Affiliation 

This need suggests that behaviour is strongly influenced by the desire for friendship, for acceptance, for 

belonging. People with high affiliation needs tend to be socially dependent on others. They often select 

goods they feel will meet with the approval of friends. Teenagers who hang out at fast-food stores often 

do so more for the satisfaction of being with others than for making a purchase.  

Achievement 

The achievement need is closely related to both the egoistic need and the self-actualisation need. 

People with a high need for achievement tend to be more self-confident, enjoy taking calculated risks, 

actively research their environments and value feedback.  

 



Marketing applications of need hierarchy 

 

Though there is no way to measure precisely how satisfied one level of need must be before the next 

higher need becomes operative, the hierarchy offers a highly useful framework for marketers trying to 

develop appropriate advertising appeals for their products. It is adaptable in two ways: first, it enables 

marketers to focus their advertising appeals on a need level that is likely to be shared by a large 

segment of the target audience; secondly, it facilitates product positioning or repositioning. 

 

Segmentation and Promotional Applications 

Maslow’s need hierarchy is readily adaptable to market segmentation and the development of 

communication. There are consumer goods designed to satisfy each of the need levels and because 

most needs are shared by large segments of consumers. For example, individuals buy health foods, 

medicines, and low-fat and diet products to satisfy physiological needs. They buy insurance, preventive 

medical services, and home security systems to satisfy safety and security needs. 

The need hierarchy is often used as the basis for market segmentation with specific advertising appeals 

directed to one or more need-segment levels.  

For example, an advertisement for a very expensive sports car may use a self-actualisation appeal such 

as ‘you deserve the very best’. Similarly, advertisements for soft drinks stress social appeal by showing a 

group of young people enjoying themselves and the advertised product. But for nutritional drinks stress 

refreshment (a physiological need); still others may focus on a low calorie content (thus indirectly 

appealing to the ego need).  

 

Motivational Research 

Motives are very difficult to identify and measure.  This is in part because they are hypothetical and not 

physical concepts that can be weighed and measured with a ruler.  Because they are not tangible, 

marketers must use a variety of measurement techniques.  Because consumers often cannot or will not 

express their motivations outright, researchers use qualitative research to uncover consumer motives.   

Motivational research is qualitative research designed to delve below the consumer’s level of conscious 

awareness to understand the underlying reasons for their behaviour and preferences. Motivational 

research has proved to be of great value to marketers concerned with developing new ideas and new 

copy appeals. 

Many of these qualitative research techniques are called projective techniques because the consumer 

must “project” their subconscious or hidden motives onto another stimulus.  

  



These are three commonly used projective techniques.   

Metaphor Analysis:  

Metaphor analysis uses pictures as a stimulus for the consumer to express their thoughts, feelings, and 

beliefs regarding a product or brand.  This method uses pictures as a stimulus for the consumer to 

express their thoughts, feelings, and beliefs regarding a product or brand. 

 

Storytelling: 

This was successfully used by Kimberly-Clark when researching diapers with young mothers.  This 

method consists of having customers tell real-life stories regarding their use of the product under study. 

Kimberly-Clark used this method to develop pull-up diapers. 

 

Word association and sentence completion: 

In this exercise, respondents are asked to fill in phrases and match words quickly to get their genuine 

responses. Respondents are presented with words, one at a time, and asked to say the first word that 

comes to mind.  They are asked to fill in phrases and match words quickly to get their genuine responses 

 

In summary, all behaviour is goal-oriented. Goals are the sought-after results of motivated behaviour. 

Failure to achieve a goal often results in feelings of frustration. People with different needs may seek 

fulfilment through selection of the same goals; people with the same needs may seek fulfilment through 

different goals. 

CONSUMER MOTIVATION AND PERSONALITY 

 

The study of personality has been approached in many different ways.  Heredity, early childhood 

experiences, and other social influences have a strong effect on who you become.  The definition given 

here is on inner characteristics which distinguish one individual from others.   

First of all, personality reflects individual differences.  Because no two people are exactly the same, 

marketers can look for certain similar personality traits in different consumers.  These consumers can 

then be grouped together based on this identified personality train.  Personality is consistent and 

enduring.  This helps marketers predict consumer behaviour over time in terms of personality.  Finally, 

personality can change due to major life events, such as marriage.  You may notice personally that your 

personality has changed somewhat as you have grown – certainly your personality now is somewhat 

different then from when you were 7 years old. 

Personality is the inner psychological characteristics that both determine and reflect how a person 

responds to his or her environment. The Nature of Personality: 

• Personality reflects individual differences 



Inner characteristics that constitute an individual’s personality are a unique combination of factors, 

no two individuals are exactly alike. Personality is a useful concept because it enables us to 

categorise consumers into different groups on the basis of one or even several traits. If each person 

were different in terms of all personality traits, it would be impossible to group consumers into 

segments, and there would be little reason for marketers to develop products and promotional 

campaigns targeted to particular segments. 

• Personality is consistent and enduring 

Consumers’ personalities may be consistent, their consumption behaviour often varies considerably 

because of the various psychological, sociocultural, environmental and situational factors that affect 

behaviour. 

• Personality can change 

Under certain circumstances personalities change. For instance, an individual’s personality may be 

altered by major life events, such as the birth of a child, the death of a loved one, a divorce or a 

significant career promotion. 

  



These are the three major theories of personalities.  There are many more but these three have been 

chosen because they are important to the relationship between personality and consumer behaviour. 

 

1. Freudian theory: Unconscious needs or drives are at the heart of human motivation 

Sigmund Freud was one of the most important and influential psychiatrists of all time. 

Sigmund Freud’s psychoanalytic theory of personality is a cornerstone of modern 

psychology. This theory was built on the premise that unconscious needs or drives, 

especially sexual and other biological drives, are at the heart of human motivation and 

personality. 
Based on his analyses, Freud proposed that the human personality consists of three interacting 

systems: the id, the superego and the ego. The id is conceptualised as a ‘warehouse’ of primitive 

and impulsive drives – basic physiological needs such as thirst, hunger and sex – for which the 

individual seeks immediate satisfaction without concern for the specific means of satisfaction.  

In contrast to the id, the superego is conceptualised as the individual’s internal expression of 

society’s moral and ethical codes of conduct. Thus, the superego is a kind of brake that restrains 

or inhibits the impulsive forces of the id. The superego drives the individual to fulfill their needs 

in a socially acceptable function.  The ego is the internal monitor that balances the needs of the 

id and the superego. 

 

 

 

2. Neo-Freudian personality theory: Social relationships are fundamental to the formation and 

development of personality 

As opposed to Freud’s theories which were based heavily on development, Neo-Freudian’s are 

concerned with social relationships.  These relationships are formed to reduce feelings of 

inferiority or tension.  Furthermore, people can be classified as to how they interact with others 

– are they compliant, aggressive, or detached.  A compliant individual desires attention, an 

aggressive desires admiration, and a detached person desires independence and freedom from 



obligation.  What is particularly interesting is how research has shown that these different 

personality groups differ in their brand usage.   

In addition to Freudian theory, social relationships are fundamental to personality development. 

Alfred Adler viewed human beings as seeking to attain various rational goals, which he called 

style of life. He also placed much emphasis on the individual’s efforts to overcome feelings of 

inferiority (i.e.by striving for superiority). Harry Stack Sullivan, another Neo-Freudian, stressed 

that people continuously attempt to establish significant and rewarding relationships with 

others. He was particularly concerned with the individual’s efforts to reduce tensions, such as 

anxiety or feelings of insecurity. Like Sullivan, Karen Horney was also interested in anxiety. She 

focused on the impact of child–parent relationships and the individual’s desire to conquer 

feelings of anxiety. Horney proposed that individuals be classified into three personality groups: 

compliant, aggressive and detached, 

Compliant:   Compliant individuals are those who move towards others (they desire to be loved, 

wanted and appreciated. They move toward others; attention seeker e.g. wish to be loved 

Aggressive:  They are those who move against others (they desire to excel and win admiration). 

move against others, admiration seeker 

Detached individuals are those who move away from others (they desire independence, self-

reliance, self-sufficiency, and individualism or freedom from obligations). They move away from 

others, independence seeker. 

 

3. Trait theory: Quantitative approach to personality as a set of psychological traits 

Unlike Freudian and Neo-Freudian theories, trait theory is less qualitative and more focused on 

measurement of personality.  Tests can be done to measure single traits in consumers such as how 

receptive they are to new experiences (innovativeness), their attachment to worldly possessions 

(materialism), and their likelihood to accept or reject foreign-made products (ethnocentrism).   

Trait - any distinguishing, relatively enduring way in which one individual differs from another e.g. 

often reflected in consumer’s shopping patterns, brand selection 

Personality is linked to broad product categories and NOT specific brands 

 

Consumption related personality traits 

Marketers are interested in understanding how personality influences consumption behaviour because 

such knowledge enables them to understand consumers better and to segment and target those 

consumers who are likely to respond positively to their product or service and communications. Several 

specific personality traits that provide insights to marketers: 

a) Innovators 

Consumer innovators are the group of consumers that are very open to new ideas and are 

usually the first to purchase products.  Innovativeness is the underlying trait that 



describes a consumer’s willingness to try new products.  Companies have found this very 

important when introducing brand extensions because it is a key factor in the consumer’s 

likelihood to try the new product.  For hi-tech products, we see that innovativeness can be 

explained at three levels.  The first, global innovativeness, is the overall innovative level 

of the consumer.  Drilling down further, domain-specific innovativeness has to do with 

the particular product category, and finally, the innovative behaviour is the actual 

purchase of the new product. 

Laggards are the converse of innovators. They are very slow to change and wait for 

others to first try the new product. 

 

b) Dogmatic 

Dogmatic is a personality trait that describes how rigid or open a person is to new and 

unfamiliar ideas and products.  A person who is highly dogmatic approaches the 

unfamiliar defensively and with discomfort.  They will rarely consider the unfamiliar and 

tend to be very close minded.  Marketers have realized this type of customer appreciates 

advertising appeals with celebrities and other experts.   

Dogmatism is a personality trait that reflects the degree of rigidity a person displays 

toward the unfamiliar and toward information that is contrary to his or her own 

established beliefs. It is opposite of being open-minded. This set of people prefer 

traditional products and are more receptive to ads from authoritative figures e.g. Amitabh 

Bachchan for banks 

 

c) Social character 

• This personality trait has its origins in sociological research, but it is of great interest to 

marketers because it differentiates the type of advertising that influences these 

customers.  Inner-directed people prefer ads that stress product features. Inner-

directed people rely on own values when evaluating products Other-directed individuals 

gravitate to ads that that show approving social environment rather than product 

information – they want to look to others to understand how to act or be accepted, look 

to others and are less likely to be innovators 

d) Need for uniqueness 

Consumers who avoid conforming to expectations or standards of others, who like to display 

material possessions to differentiate from other people seek uniqueness in products.  

e) Optimum stimulation level 

Optimum stimulation levels are related to how a consumer tends to like or dislike novel, complex, 

and unusual experiences and products.  High optimum stimulation levels lead consumers to take 

risks and try new products.  Similar to a person with high innovativeness, these consumers are 

important to marketers of new products. 

A personality trait that measures the level or amount of novelty or complexity that individuals seek 

in their personal experiences. It is the degree to which people like novel, complex an unusual 

experience    e.g. someone who prefers a simple uncluttered and calm existence have low OSL 



 

High OSL consumers tend to accept risky and novel products more readily than low OSL consumers. 

This group is of importance to marketers of new products e.g. Millennials  

f) Sensation seeking 

The need for varied, novel, and complex sensations and experience. PLUS the willingness to take 

social and physical risks for such experiences. 

Sensation-seeking traits tie to the need to take risks to fulfill the sensations of experiences which are 

different and extreme.  Much research has been tied to the study of teenage males who often 

engage in this behaviour e.g. adventure sports 

g) Variety novelty seeking 

Consumers seek variety in many ways. Some exhibit exploratory purchase behavior where they 

switch brands often to experience new products.  Other consumers display variety by use 

innovativeness, using an existing product in a new way.  

Measures a consumer’s degree of variety seeking. Examples include: 

Exploratory Purchase Behavior – switch brands to experience new, different and better alternatives 

Use Innovativeness – use an already adopted product in a new / novel way 

Vicarious Exploration – gathering information about a new and different product alternatives and 

contemplating buying them   

 

Cognitive personality factors 

Cognitive personality factors influence consumer behavior. Need for cognition (NFC) is a person’s 

craving for enjoyment of thinking. Individual with high NFC more likely to respond to ads rich in product 

information. More likely to use internet to seek product information. Low NFC attracted to the 

background and peripheral aspects of the ad e.g. attractive model/ well known celebrity 

 

The level of a consumer’s need for cognition affects how they are likely to respond to certain types of 

advertisements.  Those that are high in need for cognition tend to respond to ads that supply product 

information as opposed to those who are low in need for cognition who tend to be attracted to the 

background of the ad, attractive models, and cartoon characters.  

 

Another cognitive personality factor that researchers have isolated is whether a consumer is a visualizer 

who prefers visual information or a verbalizer who prefers written or verbal information.  This difference 

in cognitive personality factors would affect how they respond to a print ad.   

a) Visualisers 



- These people are more receptive to pictorial images, less attention to verbal messages 

- Object visualizer: encode and process images as a single perception unit 

- Spatial visualizer: process images piece by piece 

b) Verbalisers 

- They respond favourably to verbal messages and pay less attention to visual stimuli 

Marketers/ advertisers use this information to make the communication relevant to their consumers 

and to connect with them. 

 

From consumer materialism to compulsive consumption 

Consumer researchers have become increasingly interested in exploring various consumption and 

possession traits. These traits range from consumer materialism to fixated consumption behaviour to 

compulsive consumption behaviour. 

Consumer researchers are interested in possession traits and their relationship to consumption. The 

first, consumer materialism, is a personality-like trait that describes how essential a person finds 

possessions in relation to their identities and their lives. 

Consumer Materialism, as a personality-like trait, distinguishes between individuals who regard 

possessions as essential to their identities and their lives and those for whom possessions are 

secondary. Researchers have found some general support for the following characteristics of 

materialistic people: 

1. they especially value acquiring and showing off possessions; 

2. they are particularly self-centered and selfish; 

 

Fixated Consumption Behaviour - Somewhere between materialism and compulsion, with respect to 

buying or possessing objects, is the notion of being fixated with regard to consuming or possessing. Like 

materialism, fixated consumption behaviour is in the realm of normal and socially acceptable behaviour. 

Fixated consumers do not keep their objects or purchases of interest a secret; rather, they frequently 

display them, and their involvement is openly shared with others who have a similar interest.  

Fixated consumers typically possess the following characteristics: 

1. a deep (possibly passionate) interest in a particular object or product category, 

2. a willingness to go to considerable lengths to secure additional examples of the object or 

product category of interest, and 

3. the dedication of a considerable amount of discretionary time and money to searching out 

the object or product 



 

Compulsive Consumption Behaviour - unlike materialism and fixated consumption, compulsive 

consumption is in the realm of abnormal behaviour – an example of the dark side of consumption. 

Consumers who are compulsive have an addiction; in some respects they are out of control, and their 

actions may have damaging consequences for them and those around them e.g. uncontrollable 

shopping, gambling, drug addiction, alcoholism and various food and eating disorders 

 

Consumer Ethnocentrism and Cosmopolitanism: 

Consumer ethnocentrism has been found to differ from country to country and to change over time.  

Ethnocentric consumers feel it is wrong to purchase foreign-made products because of the impact on 

the economy. They can be targeted by stressing nationalistic themes. Certain events can impact 

ethnocentricity among consumers e.g. certain events in the U.S., including the terrorist attacks on 9/11, 

will change the ethnocentrism in the country or Indo-China relations due to LAC issue. 

For some products, the country-of-origin can be very important when marketing the product, but in 

other situations it must be downplayed.  In general, if the image of the country is positive, for example a 

French wine or Swiss chocolate, it would be advantageous for the marketer to emphasize where the 

product was made.  In many ways, cosmopolitanism is the opposite of ethnocentrism. A cosmopolitan 

orientation would consider the word to be their marketplace and would be attracted to products from 

other cultures and countries e.g. French wine, German machinery, Swiss watches, Swiss chocolates 

 

Brand Personality 

Brand personality can be tied to many a successful brand.  If the personality is favorable and strong, it 

will strengthen the brand and lead to a more favorable attitude, brand preference, higher purchase 

intention, and brand loyalty.  In addition, in commodity category, detergent for example, it can help 

differentiate a brand (it’s the one with the Snuggly Teddy Bear). Brand personality which is strong and 

favorable will strengthen a brand but not necessarily demand a price premium. 

Consumers attach personality traits to brands depending on their perceptions of the brand.  

Examples: Lifebuoy and hygiene/ health  https://www.youtube.com/watch?v=upNyvoJozxs 

Purdue and freshness, Nike and athlete, BMW is performance driven 

Many marketers humanize their products.  Research has shown that this can be effective, but the 

product must have human attributes. Furthermore, brands have personalities i.e. consumer’s 

perception of brand’s attribute for a human like character. Product Anthropomorphism refers to 

attributing human characteristics to objects e.g. Tony the Tiger,  Mr. Peanut, Amul girl, Ronald 

Knowing the gender that consumers assign to your brand help form advertising and marketing decisions.  

Who should be the spokesperson in your ad?  How should they interact with the brand? Some products 

perceived as masculine (coffee and toothpaste) while others as feminine (bath soap and shampoo) 

https://www.youtube.com/watch?v=upNyvoJozxs


In terms of geography, certain products have a strong geographical association in consumers‘minds.  

Where do you think of when you think of Himalaya products?   Actual locations, like Philadelphia cream 

cheese and Arizona iced tea. Fictitious names also used, such as Hidden Valley and Bear Creek 

Consumers also connect personality traits with certain colors.  For instance, black is related to 

sophisticated and red is excitement.  Color combinations in packaging and products denotes personality. 

 

Self & Self image 

We have an image of ourselves that has developed over time.  Consumers will tend to purchase 

products that match their self images or personalities – they choose brands that help them define 

themselves. 

Consumers have a variety of enduring images of themselves. These self-images, or perceptions of self, 

are very closely associated with personality in that individuals tend to buy products and services and 

patronise retailers whose images or personalities relate in some meaningful way to their own self-

images. 

Consistent with the idea of multiple self-images, each individual has an image of himself or herself as a 

certain kind of person, with certain traits, skills, habits, possessions, relationships and ways of behaving. 

As with other types of images and personality, the individual’s self-image is unique, the outgrowth of 

that person’s background and experience. Individuals develop their self-images through interactions 

with other people – initially their parents, and then other individuals or groups with whom they relate 

over the years. 

A variety of different self-images have been recognised in the consumer behaviour literature for a long 

time. In particular, many researchers have depicted some or all of the following kinds of self-image: 

Actual self- image: How consumers see themselves 

Ideal self-image: How consumer would like to see themselves 

Social self- image: How consumers feel others see them 

Ideal social self- image: How consumers would like others to see them 

Expected self-image: How consumers expect to see themselves in the future 

Out to self-image: Traits an individual believes are in her duty to possess 

 

There is a strong relationship for many consumers between some of their possessions and their self.  In 

this instance, the objects are really part of the consumer’s extended self.  The object might have specific 

meaning to them that goes beyond what most possessions can offer.  It is many a student who must 

wear a lucky shirt or bring a charm to an exam to perform at their peak in this situation. 

Possessions are part of the consumers’ extended self, object’s value is far beyond what most 

possessions can offer.  



Often, a consumer wishes to change themselves.  Perhaps they want a new look or to appear in a 

different way.  Altering the self-image can tie to personal vanity as it is involved in one’s appearance. 

 

Virtual self: There are many opportunities to create online “selves.”  Whether it is a chat room, a 

character in an online role-playing game, or a virtual world – people often pick identities that are very 

different then their true selves. In the virtual world, consumer can take any guise: 

• Gender swapping 

• Age differences 

• Mild-mannered to aggressive 

 

To sum up Consumer’s personality shapes their behaviour. 

Consumer Perception and Positioning 

 

Perception refers to how we see the world around us. Perception is defined as the process by which an 

individual selects, organises and interprets stimuli into a meaningful and coherent picture of the world. 

Though the same stimulus may be exposed to a group of people, how each person in the group 

recognises, selects, organises and interprets these stimuli is a highly individual process based on each 

person’s own needs, values and expectations. Consumers act or react on the basis of their perception 

and their response is individualistic. 

The four major elements of Perception are: 

Sensation:  

Sensation is the immediate and direct response of the sensory organs to stimuli. A stimulus is any unit of 

input to any of the senses. Examples of stimuli (i.e. sensory input) include products, packages, brand 

names, advertisements and commercials. Sensory receptors are the human organs (the eyes, ears, nose, 

mouth and skin) that receive sensory inputs. 

Sensation is the response of the sensory organs, including the eyes, ears, nose, mouth, and skin. Most of 

marketing focuses on sight and sound but much research is being done on smell and touch.   

Advertisers must reach the absolute threshold for consumers to be able to experience their advertising 

tactic.  It is interesting that the absolute threshold changes over time.  Consumers adapt and get used to 

a certain ad or message so no longer notice it.  This is one of the reasons why advertisers change their 

ads frequently e.g. Amul butter, Dove soap, Ponds dreamflower talc 

Most stimulus is in the form of products, packaging, communication/ advertisement and the sensory 

receptors are our eyes, ears, nose, mouth and skin 

Sensory perception is also culturally specific e.g. white colour packaging on shampoo in India has lower 

appeal than a black coloured shampoo bottle.  



 

Absolute threshold 

Most of marketing focuses on sight and sound. Advertisers must reach the absolute threshold for 

consumers to be able to experience their advertising tactic.  It is interesting that the absolute threshold 

changes over time.  Consumers adapt and get used to a certain ad or message so no longer notice it.  

This is one of the reasons why advertisers change their ads frequently. 

The absolute threshold is the lowest level at which an individual can experience a sensation i.e. when 

the individual can sense a difference between something and nothing e.g. the distance at which a driver 

can note a specific hoarding beside a road is that individual’s absolute threshold. Two people travelling 

together may first spot the hoarding at different times (i.e. at different distances). 

 

As our exposure to the stimulus increases, we notice it less. In the field of perception, the term 

adaptation refers specifically to ‘getting used to’ certain sensations; that is, becoming accommodated to 

a certain level of stimulation. Sensory adaptation is getting used to high levels of sensory input and 

therefore being less able to notice a particular stimulus e.g. spotting any particular ad in a clutter of ads. 

Biggest challenge of national advertisers and hence they try to change their ad campaigns regularly. 

New ads will provide sensory inputs i.e. will get noticed. 

 

Differential threshold 

Marketers are very concerned with the differential threshold, which is also called the just noticeable 

difference (j n d).  It was a German scientist named Ernst Weber who realized that this difference was 

not a fixed amount.  The best example is when you buy a low-priced product like a cup of coffee from 

Starbucks.  A $1 increase in your tall coffee would be noticed by you.  But if you were buying a laptop 

whose price changed from $455 to $456 you might not even notice. 

Differential threshold is the minimal difference that can be detected between two similar stimuli. As per 

Weber’s law, the just noticeable difference (j.n.d) between two stimuli is not an absolute amount but an 

amount relative to the intensity of the first stimulus. The stronger the initial stimulus, the greater the 

additional intensity needed for the second stimulus to be perceived as different. 

According to Weber’s law, an additional level of stimulus equivalent to the JND must be added for the 

majority of people to perceive a difference between the resulting stimulus and the initial stimulus. 

Marketers need to determine the relevant j.n.d. for their products. Weber’s law has important 

applications in marketing. Manufacturers and marketers endeavour to determine the relevant JND for 

their products for two very different reasons: 

(1) so that negative changes (reductions in product size or quality, or increases in product price) are not 

readily discernible to the public (they remain below the JND) e.g. reduced pack size of Dairy Milk 

chocolate at the same price  or Maggi reduced grammage at same price 



 

https://www.financialexpress.com/industry/is-maggi-getting-smaller-heres-why-parle-g-lays-etc-sell-at-

same-price-as-10-years-ago/1745907/ 

 

(2) so that product improvements (such as improved or updated packaging, larger size or lower price) 

are very apparent to consumers without being wastefully extravagant (i.e. they are at or just above the 

JND) e.g. 33% extra 

 

When it comes to product improvements, marketers very much want to meet or exceed the consumer’s 

differential threshold; that is, they want consumers readily to perceive any improvements made in the 

original product. Marketers use the JND to determine the amount of improvement they should make in 

their products. Less than the JND is wasted effort because the improvement will not be perceived; more 

than the JND is wasteful because it reduces the level of repeat sales. On the other hand, when it comes 

to price increases, less than the JND is desirable because consumers are unlikely to notice it. Since many 

routinely purchased consumer goods are relatively inexpensive, companies are reluctant to raise prices 

when their profit margins on these items are declining. Instead, many marketers decrease the product 

quantity included in the packages, while leaving the prices unchanged – thus, in effect, increasing the 

per unit price. Marketers therefore don’t increase the price but reduce the pack size. 

Subliminal perception 

Stimuli that are too weak or too brief to be consciously seen or heard may nevertheless be strong 

enough to be perceived by one or more receptor cells. This process is called subliminal perception 

because the stimulus is beneath the threshold, or ‘limen’, of conscious awareness, though obviously not 

beneath the absolute threshold of the receptors involved. People have been fascinated by subliminal 

perception for over 50 years.  The question is whether stimuli that are not consciously sensed can still be 

perceived and are therefore capable of altering behaviour.  At this point, there is no research that shows 

that it directly changes attitudes or purchase behaviour. There is some evidence that subliminal stimuli 

may influence affective reactions 

https://www.financialexpress.com/industry/is-maggi-getting-smaller-heres-why-parle-g-lays-etc-sell-at-same-price-as-10-years-ago/1745907/
https://www.financialexpress.com/industry/is-maggi-getting-smaller-heres-why-parle-g-lays-etc-sell-at-same-price-as-10-years-ago/1745907/


e.g. Axe ad, Pond’s talc old ad 

Ad needs to be relevant, consumers should be able to relate to it 

 

Aspects of Perception 

Consumers are bombarded by stimuli and are therefore very selective as to what messages and 

information they perceive.  As new information comes to their mind, it is organized within their mind.  

Finally, consumers interpret the stimuli based on their needs, expectations, and experience.   

A) Selection 

Consumers are exposed to thousands, if not millions of stimuli every day.  The stimuli that they perceive 

depends on three factors: 

- nature of the stimulus: includes the product’s physical attributes, package design, brand name, 

advertising… 

- expectations based on familiarity, previous experience or expectations 

- motives i.e. needs and wants for a product or services 

 

In general, they are selective as to what they are exposed to – what messages they seek out.  Once 

exposed, they are selective of their attention to some messages over others.  Consumers might even 

screen out or block messages that they consider threatening or overwhelming. 

The below four concepts are very important to consider when understanding how consumers select 

which stimuli they will perceive: 

- Selective exposure: Consumers seek out messages which are pleasant, which they can 

sympathise with and which reassure them of good purchases 

 

- Selective attention: Refers to heightened awareness when stimuli meet their needs, 

consumers prefer different messages and medium 

 

- Perceptual defense: Screening out of stimuli which are threatening 

 

- Perceptual blocking: Consumers avoid being bombarded with stimuli e.g. Netflix – no 

ads 

 
   

B) Organise 

Organization refers to how people organize stimuli into groups and perceive them as a whole.  This is 

referred to as Gestalt which means pattern in German.   



There are three major principles of perceptual organization: 

- figure and ground  

Figure and ground has to do with contrast so that the figure is noticed but that the background adds a 

sensory effect.  Product placement, when a product appears in a movie or television show, can be 

considered a figure and ground issue. An advertiser wants just enough contrast The advertiser wants the 

product (figure) to be noticed as it blends in with the ground (character in the show).   

People tend to organize perceptions into figure-and-ground relationships. Prior experience affects 

perceptions. The ground is usually hazy. Marketers usually design so the figure is the noticed stimuli. 

  



 

- grouping  

Grouping is common in perceptual organization.  Whether it is numbers (phone numbers) that are 

grouped in 3 or 4 digits OR images in an ad, consumers will group stimuli together to organize them.  

This grouping helps memory and recall. People group stimuli to form a unified impression or concept. 

Grouping helps memory and recall. 

E.g. comms and product placement in store 

 

- closure 

Individuals organize their perceptions to form a complete picture.  Our minds have a need for closure 

and we will work to fill in the missing information when we are presented incomplete stimuli. People 

have a need for closure and organize perceptions to form a complete picture. 

Will often fill in missing pieces. However incomplete messages remembered more than complete 

Instinct to organize pieces of sensory input into a complete image or feeling 

 

C) Interpretation 

 

Perceptual interpretation occurs because consumers have unique motives, interests, and 

experiences.  How people interpret often reveals a lot about themselves.  For instance, 

individuals tend to have stereotypes due to physical appearances, descriptive terms, first 

impressions, and the halo effect.   

 

Stereotypes : People hold meanings related to stimuli i.e. intrinsic and extrinsic cues/ 

indicators  

Biased notions that people carry in their minds about the meanings of various stimuli 

 

Physical appearance: We often make decisions based on how people or products appear.  A 

beautiful spokesperson might be perceived as possessing expertise for beauty products.  A 

certain color to a food might make us think it is healthier.   

Positive attributes of people they know to those who resemble them are Important for model 

selection. e.g. Celebrities/ or models for products like jewellery, make up 

 

Descriptive terms: The choice of descriptive terms for names and advertisement in services 

are particularly important due to the intangible nature of services.  e.g. the marketer has 

stereotyped the person who eats a cheeseburger vs. tofu and applied them in a descriptive 

sense to their product. 

 



 
 

 
First impressions:  are lasting so a marketer should be careful how they advertise new products. The 

perceiver is trying to determine which stimuli are relevant, important, or predictive 

Halo effect: with this effect, a person uses just one dimension in evaluating a person, product, 

or service.  For instance, a consumer might consider a clean waiting room as an indication of 

a good dentist.  For this reason, marketers use the halo effect when licensing names of 

products or choosing spokespeople. e.g. KFC from Kentucky Fried Chicken 

 

Positioning 

 

Positioning: process by which a company creates a distinct image and identity for its 

products, services and brands in consumers’ minds. 

 

It is important to realize that good position defines the product in a unique place in the 

consumer’s mind when compared to competing products.  This place is the result of the 

benefits that are offered by the product and how they are different or better than those of the 

competitor’s products.   

 

It refers to establishing a specific image for a brand in the consumer’s mind in relation to 

competing brands. Positioning conveys the product in terms of how it fulfills a need. 

Successful positioning creates a distinctive, positive brand image 

 

e.g. Creta – the perfect SUV, Parachute Coconut oil – har boond me jyaada 
  



 

Packaging as a Positioning element 

 

A consumer often derives their understanding of a product and its benefits from the 

packaging.  A good example would be shampoo.  The shape of the bottle, the choice of 

colors and symbols, and even the cap can help the consumer position the product and 

determine if the product’s benefits are gentle, color safe, strong cleaning, or conditioning.  

Many marketers will need to reposition their product over time due to either market changes 

or consumer preference changes.  This is often challenging to marketers, especially if their 

product had been perceived negatively in the marketplace. 

e.g. Maggi after the lead content episode 

 

 

Repositioning: process by which a company strategically changes the distinct image and 

identity of its products, services and brands in consumers’ minds 

 

e.g. Cadbury, an iconic British brand with heritage dating back to 1824, is currently owned 

by two American companies: Mondelēz International, everywhere in the world except for the 

US, and the Hershey Company, in the US. 

 

Until 2018, the Cadbury’s positioning was defined as “providing moments of joy”. In 2018, 

Cadbury announced a new brand strategy, which for the first time in more than a decade does 

not revolve around the moments of joy. The new positioning focuses on “genuine acts of 

kindness and generosity”. Cadbury executives wanted the brand to be “more human, more 

real and relatable” and decided to build a stronger connection between its positioning and the 

company’s roots (Cadbury originally was a family business run by a philanthropist, John 

Cadbury, known for his generosity and kindness). 

 

Perceptual mapping helps the marketer visualize how their product is positioned in the 

consumer’s mind.  The technique of perceptual mapping helps marketers to determine just 

how their products or services appear to consumers in relation to competitive brands on one 

or more relevant characteristics. 

It enables them to see gaps in the positioning of all brands in the product or service 

class and to identify areas in which consumer needs are not being adequately met. It is a 

graph of products within a category based on two major benefits or attributes.  It allows them 

to see gaps in the positioning of all the products and identify areas for new products. 

 



 
 

 

 

 

Retail Store Image 

 

Shops have images of their own that serve to influence the perceived quality of products they 

carry and the decisions of consumers as to where to shop. These images stem from their 

design 

and physical environment, their pricing strategies and product assortments 

The image and subsequent positioning of a retail store is a result of the below factors: 

- Brands carried 

- Prices 

- Level of service 

- Store ambience 

- Clientele 

- Product assortment 

- Discounts 

 

Of considerable interest are the brands that the store carries.  There is an association formed 

between the retailer and their brands.  The type of product the consumer wishes to buy 



influences his or her selection of a retail outlet; conversely, the consumer’s evaluation of a 

product often is influenced by the knowledge of where it was bought. 

 

 

Company image 

 

Consumer imagery extends beyond perceived price and store image to the producers 

themselves. Manufacturers who enjoy a favourable image generally fi nd that their new 

products are accepted more readily than those of manufacturers who have a less favourable 

or even a ‘neutral’ image. Manufacturers want their corporate image to be positive so that 

their products and brands can be positively perceived in the marketplace.  Institutional 

advertising can do this in addition to exhibits and sponsorship of community events. 

 

Favorable image tied to new product acceptance. Companies sponsor community events to 

enhance images. There are differences between a company’s product and institutional image/ 

corporate image. 

 

 

Positioning of services 

Positioning of services has extra challenges due to the intangible nature of a service.  You 

cannot hold it in your hand and look at it – you must make your decision based on visual 

images and tangible cues, such as delivery trucks, storefronts, or other marketing tactics. 

Image is a key factor for services. Services often want a differentiated positioning strategy to 

market several versions of their service to different markets e.g. MMT, Cathay Pacific 

 

 

Perceived Price and Perceived Quality 

Perceived price should reflect the value that the customer receives from their purchase.  It is 

important for customer satisfaction that the consumer sees their price as fair.  To determine 

fairness, consumers look at other prices that they know.  Comparative prices might be ones 

that the consumer knows (internal) or prices that the marketer uses in their advertising as is 

the case with an ad that states “compare to $100 at our competitor.” 

 

Consumers perceive the quality of a product by intrinsic and extrinsic cues.  Those that are 

intrinsic concern the physical characteristics of the product.  These include color, flavor, 

aroma, and size.  Many times a consumer will use extrinsic cues, those that are not really part 

of the physical product including brand name, reputation, and location within store.  If a 

consumer has no experience with a product, they are more likely to use external cues.  An 

example of external cues is country of origin.  A chocolate is from Switzerland so it must be 

good even though you know nothing of the color or taste of the chocolate. 

 

Reference prices – used as a basis for comparison in judging another price, can be external or 

internal. 

Internal: price range retrieved by consumer from memory, this plays an important role in 

evaluation and perceptions of value 

External: sold elsewhere at that price 



 

Perceived quality of services 

Services have unique characteristics that make quality a more complex issue.  First of all, 

services are intangible.  It is hard for consumers to compare them side by side without having 

to use external cues.  Secondly, they can differ from day to day.  We all know that we can get 

a haircut from a barber or hair stylist on one day that is vastly different from the quality of a 

previous cut.  Services are difficult because they are perishable, they cannot be put on a shelf 

and left standing from day to day.  Finally, the products are consumed and produced at the 

same time, making quality control hard for the service marketer.   

 

SERVQUAL 

The SERVQUAL scale measures the gap between customer expectations of a service before 

it is provided versus their perceptions after the service is provided.  The scale measures five 

dimensions, including reliability, responsiveness, assurance, empathy, and tangibility 

 

Difficult due to characteristics of services: 

- Intangible 

- Variable 

- Perishable 

- Simultaneously Produced and Consumed 

 

SERVQUAL scale is used to measure gap between customers’ expectation of service and 

perceptions of actual service 

 

ServQual : perceptual measure of the gap between customer’s expectation of services and 

their perception of actual service delivered based on 5 dimensions. 

 

Services have unique characteristics that make quality a more complex issue.  First of all, 

services are intangible.  It is hard for consumers to compare them side by side without having 

to use external cues.  Secondly, they can differ from day to day.  We all know that we can get 

a haircut from a barber or hair stylist on one day that is vastly different from the quality of a 

previous cut.  Services are difficult because they are perishable, they cannot be put on a shelf 

and left standing from day to day.  Finally, the products are consumed and produced at the 

same time, making quality control hard for the service marketer.   

 

The SERVQUAL scale measures the gap between customer expectations of a service before 

it is provided versus their perceptions after the service is provided.  The scale measures five 

dimensions, including reliability, responsiveness, assurance, empathy, and tangibility 

 

Outcome 

- Reliable delivery of core service 

 

Process 

- Responsiveness 

- Assurance 

- Empathy in handling customers 



- Tangible aspects 

 

 

Price Quality Relationship 

The perception of price as an indicator of product quality (e.g., the higher the price, the higher the 

perceived quality of the product) Value is the trade-off between perceived benefits and perceived 

sacrifice.  As such, a consumer helps understand the benefits many times in terms of the monetary 

sacrifice.  The more they pay, the better product or service they get.   

 

Perceived Risk 

The degree of uncertainty perceived by the consumer as to the consequences (outcome) of a specific 

purchase decision 

Elements of risk 

- Functional Risk (may not perform as expected) 

- Physical Risk (may harm self and others) 

- Financial Risk (not worth the price paid) 

- Social and Psychological Risk (poor product choice will hurt the consumer’s ego) 

- Time Risk (time spent in search was a waste) 

Consumer purchase decisions are determined by the degree of risk that consumers perceive, and their 

tolerance for risk.  The major types of risk are listed in this slide. The first, functional risk, deals with the 

risk that the product will not perform as expected.  Physical risk is the risk to self and others.  Financial 

risk is that the product will not be worth its cost and social risk is that the choice of the product might 

lead to social embarrassment.  Psychological risk is that a poor product choice will hurt the consumer's 

ego and time risk is that the time has been wasted in purchasing this product. 

 

How consumers handle risk? 

How consumers handle risk will differ by their own individual strategy.  That being said, there are a 

handful of strategies that people tend to use when dealing with risk.  The first of these is to seek 

information so that they have more knowledge when they purchase.  Consumers can also stay brand 

loyal, thereby avoiding risk by sticking with a known product.  Consumers can select by brand image to 

reduce their risk because they may already know and trust the brand, perhaps from buying a different 

product by the same brand or company.  Some consumers will rely on store image to help them reduce 

risk.  Some customers buy the most expensive model assuming that the price/quality relationship will 

safely deliver them the best product.  Finally, consumers seek reassurance through money-back 

guarantees, warranties, seals of approval and free trials. 

 



In summary, Perception has strategy implications for marketers because consumers make decisions 

based on what they perceive rather than on the basis of objective reality. 

 

 


