Recl 3p40 Lecture 6

Consumer Behviour Ch 3.

Market audit-most own experience, may ask other people, off website-reference it,

80-90%-own experience.

Consumer Decision Making
-the consumer goes thorugh a series of decision making stages en route to a decision and beyond.

1. recognition of an unmet need 

2. choice of an involvement level

3. 3. identification of alternatives

4. evaluation of alternatives

5. purchase and related decisions

6. post-purchase tolerance

Variations of a process
-the consumer can withdraw an at stage of the process

-some stages are going to be skipped, gone through the process once, don’t need to do it again

-the stages are generally of varying length

-some stages ma be performed subconsciously

-level of involvement affects the process

-the extent to which all stages are followed depnds on the circumstances of the particular purchase situation

1. Recognizing the Need-could be from tensions, somethings wrong, and theres an unmet need
-may be aroused internally or as a result of an external stimulus ie internal, hungry or external-see something on television and you have a need for it

-may be driven by the failure or lack of appeal of existing products or services, exerts need for new product or service, ie car keeps breaking down need new product

-demands an appreciation of what is meant by a “need.”

2. Level of Involvement
-influences the amount of effort the consumer will devote to the purchase decision process ie-vacation of a lifetime, put a lot of effort into satisfying that need, more routine purchases not as much effort

-involvement is higher hwen

-consumer lacks information about purchase

-product or service is considered important

-risk of a bad decision is perceived to be high

-product or service is socially important would be more involved in decision making

-product or service has the potential to provide significant benefits

-product or service costs a lot of money-involvement higher

-low involvement-impulse buying, ie at grocery stores, gum, magazines

3&4 Search for and evaluate alternatives
-search for alternatives may be limited in options close at hand or may be wider

-influenced by the information available, confidence in the information and expected benefit or value of additional information

(Search for alternative is based on information that you have)

-evaluation of alternatives is based on certain criteria: vary in importance across consumers; what makes for the existence of market segments

-Criteria for market segments ie-lazy drinking vacation, and another segment-busy, hiking, biking, etc.

-Internet influence : -advertising on web site pages such as email, that gives access to brands that you might not have otherwise considered, more exposure, makes purchases and search evaluation easier rather than going to each dealership, research ahead of time, 

Information Search
-customer may or may not search for additional information, depends on current knowledge level and other factors

-info search if first time, or big purchase

-information may come from: commercial sources (consists of the company giving you information, marketing efforts-persuasive to buy the product

or Social/interpersonal sources-family/friends provide info directly or indirectly. Word of mouth, observations, exposure to product or service use.

-most important form of information comes from word of mouth-if the product or service ahs improved their life or not

-lots of competition for our attention-typical consumer is exposed to 3-600 messages a day

-constantly bombarded with messages

5. Purchase and Related decisions
-decision to buy is only the beginning of a more complex decision process

-marketers must make it as easy as possible for the customer to make these decisions.

-additional decisions that have to be made include where to buy, how to pay for the purchase, how to take delivery, whether to buy the extended warranty, etc.

-purchase decisions is also influenced by a series of patronage motives
6.Postpurchase Behaviour

-after buying, the consumer has learned factors that affect future purchases

-also goes through a period of anxiety known as cognitive dissonance-did I make the right decision? Should I have bought the other product

-dissonance is greater when price is high, when alternatives are similar, and when the purchase is perceived to be important.

-consumer try to reduce dissonance by seeking positive reinforcement

-

