Consumer behavior:Why customer buy what
 they buy?
The first to think that gets in our mind are the economic criteria. Every bit of perceived value is balanced by the price of a good and there are cases where price is the market winner and cases where value for money is. Finally some status products may be acceptable and appealing in certain niche markets.
In the center of our analysis is the purchase decision process. The consumer will need to successfully pass from all of the stages(down the sales funnel) in order to buy your brand.After first purchase and if he is satisfied by the product or service as well as by the post-purchase marketing he/she is going to get past the path way faster and this is why, as every one knows, customer keeping is cheaper than customer acquisition.

But this summary is dedicated to the surroundings of the decision process ; what affects it
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Here are the models of purchase decission
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Personal/Psychological variables

Let us start with the needs of buyers:

Motivation : According to Freud buyers are motivated by symbolic as well as economic and functional product characteristics. Campaigns aimed at a buyer’s private world of hopes, dreams and fears may be as effective as more rational appeals. Examples of needs and wants can be for example some of the following
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An approach to classify needs there is th Maslow’s hierarchy of needs  
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Maslow identified five categories of needs:
· Physiological needs, such as food, air, and water.
· Safety needs, such as freedom from fear or harm.
· Social needs, such as friendship, camaraderie, and teamwork.
· Self-esteem needs, meaning acceptance of self as having value.
· Self-Actualization needs: The fulfillment of potential and personal growth
Another psychological variable is Perception:
This is affecting all buyers since their opinion is subject to three brain-processes:

Selective exposure/attention:our eyes and minds seek out and notice only information that interests us

Selective  perception:we screen out or modify ideas , messages, and information that conflict with previously learned  attitudes and beliefs
Selective retention::we fail to remember what we perceive .We are more likely to retain information which agrees with what we believe already
Learning is the change in our behaviour which arises from experience.
The model is constituted by three successive stages:

· Drive(the urge to satisfy a need or want
)(
· Cues(cues are relevant input: ads, signs, products.ie  a beer ad)(
· Response( what do we do in response to the cues.ie drive to the pub )

· Reinforcement(The reward/satisfaction offered by the response shortens the next time’s loop: a case of brand loyalty)-

There is criticism that this model is too simple for describing a human behaviour and rather suits pavlov’s  dogs alone.The understanding of learning, they say, needs to include beliefs, attitudes, past experience and behaviour that is formed by self-set trargets.
Attitudes & Beliefs:The first represents a a person’s relatively consistent evaluations, feelings, and tendencies toward an object or idea while the second, which is not as action-oriented means the opinion held towards something
It is difficult to define attitudes but there is a classification that may bring insights that can make  it easier. Attitudes may  be:
· Cognitive: represent  knowledge and  formed beliefs
· Affective:represent feelings and emotions

· Conative: represent someone’s intention to take action

If your only purpose is to analyze behavior towards our product there are four areas to look for it:

· Utilitarian:the product’s ability to succeed on offering what is promised (targets)

· Ego-defensive: the product’s ability to immune a person’s image from external or internal threats
· Value expressive: the product’s consistency with the person’s(target’s) formed beliefs and values and virtues

· Knowledge based: the product’s ability to give substance to experiences and beliefs of the person(target)

Psychographics or life-style analysis

Life style is a person’s pattern of living as expressed in their activities, interests and opinions

Before we get to reach the external variables we need to stress that demographics are a case of personal/non psychological variables that shape the target audience(s)
For a classification of life styles one can search for categories where they  materialize from the following list
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InterPersonal / Environmental variables
If you see model 1 you may diversify to personal, interpersonal classification which on the second model are shown together as buyer characteristics.
The family life-cycle stages:

Our first shaper is the family. Marketers use it because different purchasing patterns occur to different family life-cycle stages.As a result, the stage is a better predictor than age because it reflects the fact that people change the goods and services they want and need over their lifetime.
	Life-cycle stages

	Bachelor Stage
	young, single people not living at home

	Newly Married Couples
	young, no children

	Full Nest I
	youngest child under six

	Full Nest II
	youngest child six or over

	Full Nest III
	older married couples with dependent children

	Empty Nest I
	older married couples, no children living with them

	Empty Nest II
	older married couples, retired, no children living at home

	Solitary Survivor I
	in labour force

	Solitary Survivor II
	retired
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Social class:Almost every society ha some social-class structure. In most countries social class is closely related to to a person’s occupation, but it may be also influenced by education, community participation, where a person lives, income, possessions, social skills and other factors
Refference groupsare groups of people who are either interdependent or who share common beliefs and values(or both).They serve as points of comparison or reference in forming attitudes and behavior.
They can be primary where interaction is informal and regular like family, friends, colleagues

…or secondary where the interaction is formal and no so often-occuring like professional associations

Refference groups influence individuals througg three ways. They

· Expose the person to new behaviours and life-styles
· Influence attitudes and self-concept because most of us just want to fit in and belong

· Create pressures to conform which affect product and brand choice. Particularly for conspicuous products
Some groups may have opinion leaders who exert a disproportionate influence among the members. People may also be influenced by reference groups to which they do not belong, and in that case the group is labeled an aspirational group

Culture and sub-cultures is the whole set of beliefs, attitudes , and ways of doing things of a reasonably homogenous set f people. There is a set of distinctive perceptions according to ethnicity ie an americal culture but sub – cultures may be more fit for targeting ie religious groups within a continent.Some culture-describing variables may be found  on: Riding the waves of culture.  
Other influences on the problem-solving purchase is the purchase situation (from the first model) ,the degree of involvement and from the second model the  Decission Making Unit,
The purchase situation ,involvement and DMU

The purchase situation may affect the problem solving process.Namely the purchase reason(ie you may buy the low-cost pen if you need to take notes and its status analogous for a gift.Also timing is important…ie your customer’s available time for shopping. Time and surroundings may lead to impulse buying. Ie the McDonalds brandname may get you to respond and buy a BicMac due to color associative link: red-hunger link. Or an auction’s excitement may lead you to spend more than if otherwise.
Involvement is the most straightforward variable: it needs less resources (time, attention) to decide buying groceries than buying a car.It is also easier to test & taste different brands  of a low-involvement product category whereas for a status-product like a car you will search more information (nowadays search happens before meeting salespersons.
The DecissionMakingUnit model is describing roles that lie behind a purchase. DMUs can be one or more of the following:

· Initiator:the one who suggested the purchase

· Influencer: any person whose view or advice carries some weight in making the final decision

· Decider: The person that ultimately makes the decision about whether to buy,what to buy,where to buy. He serves like a moving target for all seller-persuasive efforts 

· Buyer:the one that performs the purchase.He maybe instructed by influencers or given directions(abstract or concrete) by deciders

· User:Who consumes or uses the product post purchase.They may initiate repeat purchase behavior and act as influencers when happy.Actually they are meant to follow this path: Prospect(Customer(Client(Supporter(Advocate(Partner
The adoption curve

In the scope of this analysis one should also include the adoption curve.
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The percentages might change according to push or pull marketing efforts .Were our launcing the product attempt really accelerated the adoption of the product or is it after brand recognition came into play that offered us more market share

Business to Businees buying  behavior: The differences
Now what is said has an analogy in the B2B market with numerous modifications. Let’s consult the figure
The decision process is longer and probably is carried out by a person that has this specific  responsibility or even by a committee(s)  that need to track problems, solutions, suppliers and define terms of the purchase and delivery. The post purchas decision is now more formal and is linked to the concept of performance measured for the very product/service.
Competitive stimuli are added
GateKeeper is added to DMUs: the person that controls money flowing out and resources coming in.
Most important in the place of Involvement there is the buying situation that is an analogous but splits the type of involvement in three according to the degree of attention/involvement  needed after the first purchase.Will the business continue to buy the same resource perpetually or there will be  another pass of the decision process also according to performance review
� A want is a learned need





