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Analyzing Consumer Markets

 The aim of marketing is to meet and satisfy

target customers’ needs and wants better
than competitors.

* Marketers must have a thorough
understanding of
how consumers think, feel, and act

and offer clear value to each and every target
consumer.



How consumers
think, feel, and act



Model of Consumer Behavior

Marketing
Stimuli

Products &
Services

Price
Distribution
Communications

Other
Stimuli

Economic
Technological
Political
Cultural

Psychology

Motivation
Perception
Learning
Memory

Consumer
Characteristics

e Cultural
e Social
* Personal

Buying
Decision
Process

Problem
Recognition
Information
Search
Evaluation of
Alternatives
Purchase
decision
Post-purchase
behavior

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012

Purchase
Decision

Product choice
Brand choice
Dealer choice
Purchase amount
Purchase timing
Payment method




The Evolution of
Marketing Management

Marketing Mix Modern Marketing Marketing Mix
Four Ps Management Four Ps Four Cs
Customer
Product People .
solution
Place Processes Customer cost
Promotion Programs Convenience
Price Performance Communication




Marketing 4Ps and 4C

: Customer : Social
I Satisfaction i Media
I I
Marketing Mix Modern Marketing : Marketing : Marketing
Four Ps Management I Four Cs | New Four Ps
Four Ps : : by Kim Kadlec (2012)
I I
Customer i
Product People : . . Purpose
: solution i
- :
I
Place Processes : Customer cost : Presence
I I
- :
[
Promotion Programs : Convenience : Proximity
I I
- :
I
Price Performance : Communication : Partnership
I I
I I




What Influences
Consumer Behavior?

e Cultural Factors
e Social Factors
e Personal Factors



Consumer Behavior

* Consumer behavior is the study of how
individuals, groups, and organizations select,
buy, use, and dispose of goods, services,
ideas, or experiences to satisfy their needs
and wants.

* Marketers must fully understand both the
theory and reality of consumer behavior.



Key Psychological Processes

Motivation
— Freud, Maslow, Herzberg

Perception

— Perception is the process by which
we select, organize, and interpret information
inputs to create a meaningful picture of the world

Learning
Emotions
Memory



Maslow’s Hierarchy of Needs

5
Self-
actualization
Needs
(self-development
and realization)

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012
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Maslow’s hierarchy of human needs
(Maslow, 1943)

Self-
actualization

/=N
/= N\
/= N\
/ curw \

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2"® Edition, Sage




Maslow’s Hierarchy of Needs

Self-fulfillment
needs

Self-

actualization:
achieving one’s
full potential,
including creative
activities

Esteem needs:
prestige and feeling of accomplishment Psychological

needs
Belongingness and love needs:
intimate relationships, friends

Safety needs:
security, safety Basic

needs
Physiological needs:
food, water, warmth, rest



Social Media Hierarchy of Needs

Hierarchy of Needs

)
o Self
Actualization

Maslow’s Social Media

Optimization &
Monetization

Personal
Branding

Community
Building

Love &
Belonging

S
/ Safety &

Security Structure

Existence

Physiological
Gl (Presence)

Social Media Hierarchy of Needs - by John Antonios
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Social Media Hierarchy of Needs

Q

Self actualization Creativity & sense-making

Esteem R p ect of and by other

Love/Belonging / . \Friendship and family
Safefy / m mebymen’

Physiologiccy \ic human needs
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Factors Affecting Consumer Behavior

Source: http://www.itinfopoint.com/post/55/factors-affecting-consumer-behavior/ 17



The Social Feedback Cycle
Consumer Behavior on Social Media

Marketer-Generated User-Generated

I

Form
Use Opinion falk

\

Awareness | Consideration

-

Source: Evans et al. (2010), Social Media Marketing: The Next Generation of Business Engagement
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The New Customer Influence Path

Awareness

\ m (M Tube; |
- 1

Consideration ‘l ~ \
\ / ‘
/
\ o
~ By e -
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Engagement

Structured Engagement
Engagement Process on Social Media

Collaboration

Source: Evans et al. (2010), Social Media Marketing: The Next Generation of Business Engagement
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Nothing
IS
so practical
as a
good theory

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2"® Edition, Sage



Theory

e a set of propositions or
an abstract conceptualization of the
relationship between entities.

Source : Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Purpose of theory

* increase scientific understanding
through a systematized structure
capable of both explaining and predicting
phenomena (Hunt, 1991)

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2"® Edition, Sage
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Theory

e astatement of relations among concepts
within a set of boundary assumptions and
constraints (Bacharach, 1989)

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2"® Edition, Sage
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Marketing

Identifying
and
meeting
human and social needs

Source: Kotler and Keller (2011)



Basis of Marketing Theory

Psychological Sociological

20



Disciplinary Underpinnings of
Marketing Theory

The economics basis of marketing
The psychological basis of marketing

The sociological basis of marketing

Cultural aspects of marketing



Psychological foundations of
marketing
* Motivation
* Perception
* Decision making

e Attitudes
* Persuasion



Psychological Constructs and
Some Associated Marketing Areas

Psychological

Marketing areas

Construct

Learning Brand recall, loyalty

Motivation Consumer needs, choice conflicts
Perception Product packaging, advertising content
Decision Brand selection, consumer involvement,
making post-purchase evaluation

Attitudes Customer satisfaction, trust, ad influence

Personality

Consumer segmentation, materialism, addictions

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2"® Edition, Sage
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Motivation

* both physiological needs (e.g. hunger, thirst,
pain avoidance, security, maintenance of body
temperature)
and psychogenic needs (e.g. achievement,
affiliation, status, approval, power)
motivate consumer behaviour

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2"® Edition, Sage



Motivation and
Psychological Needs

* the waste of money and/or resources by
people to display a higher status than others’
is clearly linked to the psychological ego-
related needs for status, approval and self-
confidence, although it may be influenced in

part by extrinsic factors, such as social norms
and cultural values

Source : Backer & Saren (2009), Marketing Theory: A Student Text, 2"® Edition, Sage
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Perception

ective attention
ective distortion
ective retention

oliminal perception



Overall Model of Consumer Behavior

External ‘ E;mer'\eﬂc"es and ACQUisitionS
Influences
Culture % b Decision
Subculture / Process

Demographics S
Social Status Situations
Reference Groups L Sl
I.:amlly o Recognition
Marketing Activities
I b Self-Concept [NEToen Inggrgractrl]on
and g
° g Lifestyle Desires , ,
/ | J Alternative Evaluation
Internal and Selection
Influences
. > Qutlet Selection
Perception and Purchase
Learning
Il\\/llle?ory Postpurchase
otives h Processes
Personality LS
Emotions >
Attitudes

Sxper iences and Acauisitio™

Source: J. Paul Peter and Jerry Olson (2004), Consumer Behavior & Marketing Strategy, 7th edition,, McGraw-Hill/lrwin



EXHIBIT W4.1.1 EC Consumer Behavior Model

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3" edition, Pearson
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A GENERIC PURCHASING-DECISION MODEL

1. Need identification

2. Information search

— product brokering
Deciding what product to buy.

— merchant brokering

Deciding from whom (from what merchant) to buy
products.

3. Evaluation of alternatives
4. Purchase decision and delivery
5. Postpurchase behavior



EXHIBIT 4.1

and Supp

Steps in the
Decision-Making Process

CDSS Support Facilities

Purchase Decision-Making Process
ort System

Generic Internet and Web
Support Facilities

Need recognition

:

Information search

Evaluation, negotiation, selection

Y

Purchase, payment, and delivery

\

After-purchase service and evaluation

Y

Agents and event notification
Blogs

Virtual catalogs

Structured interaction and
question/answer sessions

Links to (and guidance on) external
sources

Search engines

FAQs and other summaries

Samples and trials

Customers testimonials

Models that evaluate consumer behavior

Pointers to and information about
existing customers

Ordering of product or service
Arrangement of delivery

Customer support via e-mail and
newsgroups

Banner advertising on Web sites
URL on physical material
Discussions in newsgroups

Web directories and classifiers

Internal search on Web site

External search engines

Focused directories and
information brokers

Search engines

Discussions in newsgroups
Cross-site comparisons
Wikis, blogs

Generic models

Electronic cash and virtual
banking; wireless payment

PayPal

Logistics providers and package
tracking

Discussions in newsgroups
Answer function in LinkedIn

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3™ edition, Pearson



PLAYERS IN THE
CONSUMER DECISION PROCESS

nitiator
nfluencer

Decider
Buyer
User



EXHIBIT W4.2.2 The New Marketinc

Marketing/Advertising
Chosen to Best Customer Receives
Serve/Reach Customer Marketing Exposure

“Four P’s”

(Product, Place, Customer Decides on
Price, and Marketing Medium for
Promotion) Response

Updated Uniquely

to Customer

Customer Profiled Based
on Behavior; Customer
Segmentation Developed

Customer Makes
Purchase Decision

—

Database Detailed Transaction/
Update Behavior Data Collected

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3" edition, Pearson



Customer Satisfaction in EC

Information Quality

Accuracy of Content

Up-to-Date Content

Information Presentation

(Visual representation of products)
Completeness of Content
(Detailed description of products)

Privacy and Security
Simple Design

Ease of Navigation
Ease of Use
Consistency of Web Site

Flexibility (Billing and Delivery Option)
Timeliness of Order Delivery
Accuracy of Order Delivery

Condition of Products Received
Responsiveness

Fairness of Policies and Procedures

Empathy (Compensation and Apologies)

________

Consumer Satisfaction
with an Internet Store

________

________

Copyright ©2011 Pearson Education, publishing as Prentice Hall

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3 edition, Pearson
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TRUST IN EC

* Trust

The psychological status of willingness to
depend on another person or organization.



EC Trust Models

\
Trust Certificates and Seals
Vendor Evaluation (BBBOnline)
Product Evaluation
Consumer Endorsement
Co-Branding
Alliances/Affiliates
Web Site Design
Return Policy
Privacy Statement
Free Samples
Education Efforts by Vendor
(The use of security, size, and
financial resources)
Simplicity of Shopping

Recommendation Agent
Avatar /

Trustworthiness of
Shopping Channel

Trustworthiness of
Internet Merchant

Competency
Benevolence
Integrity

Security Control
Privacy Control

.
>

Reliability
Understandability

Trust in
Internet Merchant

Security and Privacy | A
Payment and Logistics ,

Business Culture

”| as Shopping Channel

Trust in Internet

EC Trust

Consumer Protection :
Effective Law :

_________ et o e e

Copyright ©2011 Pearson Education, publishing as Prentice Hall

Trust in Business and
Regulatory Environments

Demographics, Previous Experience,
Personality, Cultural Difference

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3 edition, Pearson
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Theories of Information Systems

Theory of Reasoned Action (TRA)
Technology Acceptance Model (TAM)
Theory of Planned Behavior (TPB)

Unified Theory of Acceptance and Use of
Technology (UTAUT)

Integration of User Satisfaction and
Technology Acceptance (IUSTA)
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TRA
(1975)
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perform behavior X

-
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Influence

— = Feedback

Fig. 1.2 Schematic presentation ol conceptual framework f[or the prediction of spe-
cific intentions and behaviors.

Fishbein, M., & Ajzen, |. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to Theory and
Research. Reading, MA: Addison-Wesley.
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Beliefs and
Evaluations

(X biep)

TRA

(1989'

Attitude
Toward
Behavior (A)

Normative Beliefs
and Motivation to
comply (X nb,mc;)

Subjective
Norm
(SN)

[ 1 o l

/ perform behavior X |

“B::::“":""‘ . Attitude toward
behavior X behavior X
Normative Subjective
beliefs about 1 norm concerning
behavior X behavior X

+

L
Influence
— Feedback

Fig. 1.2 Schematic presentation of conceptual framework for the prediction of spe-

cific intentions and behaviors.

Behavioral
Intention
(Bl)

Actual

FIGURE |. Theory of Reasoned Action (TRA).

Behavior

Davis,F.D.,R.P.Bagozzi and P.R.Warshaw,“User acceptance of computer technology : A comparison of two
theoretical models ”,Management Science,35(8),August 1989,pp.982-1003
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Beliefs and Attitude

(X biep)

\ B'ehavl_ordl Actual
/ (B1) Behavior

Normative Beliefs Subjective

and ) o Norm
comply (£ nb,mc;) (SN)

( I 9 8 5 ) FIGURE |. Theory of Reasoned Action (TRA).

psfbs‘ei__pp
):b 3 — -p.-pf f

— -—--B

P, Z‘bim ——h—DrSN »-—-a—SMt /

I

Fig.2.1. Schematic presentation of the theory of planned behavior

Ajzen, |, (1985) “From Intentions to Actions: A Theory of Planned Behavior,” in J. Kuhl and J. Beckmann (Eds.)
Action Control: From Cognition to behavior, Springer Verlag, New york, 1985, pp.11-39. 45



Behavioral bellefs
and
outcome evaluations

Normative bellefs
and
motivation to comply

Contro! bellefs
and
percelved facllitatlion

FIG. 10.2,

Ajzen, |, (1989) “Attitude Structure and Behavior,” in A. R. Pratkanis, S. J. Breckler, and A. G. Greenwald(Eds.),

TPB

(1989)

Beliefs and

(X biep)

Normative Beliefs
and ) i i o

Attitude
Toward
Behavior (A)

\ Behavioral
. N

Actual
Behavior

comply (£ nb,mc;)

Attitude

3> toward the

behavior

Subjectlve

norm

-

Percelved

f——p] Dehavioral

control

Theory of planned behavior,

Subjective
Norm
(SN)

/ (81)

FIGURE |. Theory of Reasoned Action (TRA).

Intent lon

Behavior

Attitude Structure and Function, Lawrence Erlbaum Associates, Hillsdale, NJ, 1989, pp.241-274.

v
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Behavioral
. N

(B1)

Actual
Behavior

Beliofs and Attitude
Evaluati Toward
& bren) Behavior (A)
Normative Beliefs Subjective
and Motivation to Norm
comply (£ nb,mc;) (SN)

FIG. 1. Theory of planned behavior

/!

FIGURE |. Theory of Reasoned Action (TRA).

Ajzen, . (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes,

50, 179-211.
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Perceived
Usefulness
(u)

TAM
(1989)

Beliefs and

(X biep)

Normative Beliefs
and Motivation to

Attitude
Toward
Behavior (A)

\ Behavioral

Actual
Behavior

comply (£ nb,mc;)

FIGURE |. Theory of Reasoned Action (TRA).

N\

Subjective
Norm
(EN)

/ (B1)

External
Variables

Attitude
Toward
Using €A)

—

Behavioral

[ntention to
Use (BI)

Perceived
Ease of Use
(E)

FIGURE 2.

Technology Acceptance Model (TAM ).

Actual
System
Use

Davis,F.D.,R.P.Bagozzi and P.R.Warshaw,“User acceptance of computer technology : A comparison of two
theoretical models ”,Management Science,35(8),August 1989,pp.982-1003
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TAM2
(2000)

Figure 1 Propased TAM2—Extension of the Technology Acceptance Model

Experience Voluntariness

Usefulness
)
. Attitude Behavioral
,“','"’ Toward —s= [ntention to
‘ariables Using (A) Use (BD)
\ Perceived

Ease of Use
(E)

FIGURE 2. Technology Acceptance Model (TAM )

Norm

o T A4
\\,\

\ / Perceived
Image Usefulness

Y

Job

Intention Usage
to Use Behavior

Relevance

Perceived
Ease of Use

Qutput

Technology Acceptance Model

Quality

Result
Demonstrability

Venkatesh, V., & Davis, F. D. (2000) “A theoretical extension of the technology acceptance model: Four

longitudinal field studies”, Management Science, 46(2), pp. 186-204.
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Performance
Expectancy

Effort

Facilitating
Conditions

UTAUT
(2003)

— ] 1

Perceived
Usefulness

Intention to -

Behavioral

Use (BD)

<%z
"5“:_‘.

Ease of Use
(E)

Attitude
Toward  —m
Using {A)

FIGURE 2.

Behavioral
Intention

Technology Acceptance Model (TAM )

Use
Behavior

Gender

Age

Experience

Voluntariness
of Use

Unified Theory of Acceptance and Use of Technology (UTAUT)

Venkatesh, V., M.G.Morris, G..B.Davis and F.D.Davis (2003), “User Acceptance of Information Technology: Toward A
Unified View”, MIS Quarterly, 27(3), pp. 425-478.




Theory of
Reasoned Action

(TRA)

Fishbein and Ajzen 1975

Social Cognitive
Theory

(SCT)

(Compeau and Higgins 1995)

Unified Theory of

Innovation

Diffusion Acceptance and Use
Theory of Technology
(IDT) (UTAUT)

(Moore and Benbasat 1991)

(Venkatesh et al. 2003)

Model of Theory of
PC Utilization Combined Planned Behavior
(MPCU) TAM and TPB (TPB)
(Tompson et al. 1991) (C_TAM_TP B) (Ajzen 1991)

(Taylor and Todd 1995)
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UsS
(User Satisfaction)

Figure 2 The User Satisfaction Research Stream Approach
Object-based beliefs Object-based attitudes

System quality antecedents
(e.g., reliability, flexibility,
integration, accessibility,
timeliness)

Conceptual gap

Information quality
antecedents (e.g.,
completeness, accuracy,
format and currency)

Information
satisfaction

Information
quality

Wixom, B.H., and Todd, P.A. "A theoretical integration of user satisfaction and technology acceptance,
Information Systems Research (16:1), Mar 2005, pp 85-102.



Object-based

IUSTA
(2005)

Object-based
attitudes

Information
satisfaction

y

Behavioral

heliefs

/

Perceived
Ease of Use
(E)

Perceived
Usefulness
)

Attitude Behavioral
Toward  |—ssl Intention to

Using (A) Use (B

Actual
System
Use

FIGURE 2. Technology Acceptance Model (TAM )

Behavioral attitude

h

Completeness \ beliefs
Accuracy  P——— JI" Tnformation
7 aquality
Format /
Currency
Reliability
Flexibility \
Integration > System
8 / quality
Accessibility
Timeliness

System
satisfaction

Usefulness

“-h-h.__‘_‘_‘_“\

3

‘\.

Intention

Attitude

v

Ease of use

IUSTA (integration of user satisfaction and technology acceptance)

Wixom, B.H., and Todd, P.A. "A theoretical integration of user satisfaction and technology acceptance,"

Information Systems Research (16:1), Mar 2005, pp 85-102.




TAM 3

(2008)

Exparience

Valuntariness

Subjective Momm

N

Image

Job Relevance

T

Percaived

Crutput Quality

Fuesult
Dermonstrability

Anchor

Computer Salf-
afficacy

Parceptions of
Exterral Control

Cormputer
Anxiety

Computer
Playfulness

Adjusmment

Parcaivd
Enjoyment

Ohjective
Usability

Parceived
Ease of Usa

Usefulness

Behavioral Use
Intention M Behavior

1Thick lines indicate new relationships proposed in TAM3R.

Viswanath Venkatesh, Hillo
Bala, Technology
Acceptance Model 3 and a
Research Agenda on
Interventions, Decision
Sciences, Volume 39,
Number 2, May 2008, pp.
273-315. 55
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