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INTRODUCTION

This unit is designed to enhance students’ knowledge and understanding of the
consumer’s decision-making process. To gain competitive advantage and maintain
market share, organisations understand the importance of seeking answers to
questions such as:

e How do we buy products and services?
¢ What motivates us to seek out a particular product or service?
e What research do we undertake prior to making a decision?

e Do we seek out other people’s opinions through social media and other digital
technologies?

e To what extent do other people’s opinions influence @ur own
e How do we feel after we have made the purchase?

The answers to these types of questions help marketers to processes
behind consumer purchase decisions, which allows j adapt the

The knowledge, understanding and in on successfully
completing this unit will enhance t ities, whether they are starting
ion in a marketing function.




GUIDANCE

This document is prepared to break the unit material down into bite size chunks. You will see the
learning outcomes above treated in their own sections. Therein you will encounter the following

structures.

Purpose

Theory

Example

Challenge

Video

T

Explains why you need to study the current section of material. Quite often
learners are put off by material which does not initially seem to be relevant to a
topic or profession. Once you understand the importance of new learning or
theory you will embrace the concepts more readily.

Conveys new material to you in a straightforward fashion. To support the
treatments in this section you are strongly advised to follow the given hyperlinks,
which may be useful documents or applications on the web.

The examples/worked examples are presented in a building order
Make sure you follow them all through. nt then you
might like to treat an example as a question, p and have a

go yourself. Many of the examples given rese
will come your way, so follow them thrg i
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LO1 Investigate characteristics and influences on
consumer decision-making processes in different
organisational contexts

Introduction to consumer decision making:

Characteristics of an organisation’s customers, including types of custom isation context,
needs, wants, values.

Characteristics of an Organisation’s Customers

Understanding the characteristics of an organization’s customers e marketing
insights and analytics. Customers can be categorized into varig eir behaviours,
preferences, and purchasing patterns. Common types includ ho prioritize price over

brand loyalty; brand loyalists, who consistently choose a sge€ifi d impulse buyers, who make

spontaneous purchases without extensive research. FEe 5 distinct motivations and
expectations, which organizations must recogniz eifimanketing strategies effectively. For

instance, while bargain hunters may respond we i sromotions, brand loyalists might

its offerings. For example, a luxu in the high-end fashion sector will attract customers
who value exclusivity and prestig retailer will appeal to cost-conscious consumers.
Understanding thj oxga develop targeted marketing campaigns that resonate

wants that drive their purchasing decisions. Needs are fundamental
requirements that must be m r a customer to feel satisfied, such as the need for quality, reliability,
and convenience. the other hand, are shaped by personal preferences and cultural
influences. For instance, a customer may need a smartphone for communication but want the latest
model with advanced features. Organizations must conduct thorough market research to identify these
needs and wants, allowing them to create products and services that not only meet basic requirements
but also appeal to customers' desires for innovation and style.

Values are another critical aspect of customer characteristics. They reflect what customers consider
important in their lives and can significantly influence their purchasing behaviour. For example,
environmentally conscious consumers may prioritize brands that demonstrate sustainability and ethical
practices. In contrast, others may value convenience and speed, opting for services that save them time.
By understanding the values of their target audience, organizations can align their branding and
messaging to resonate with customers on a deeper level, fostering loyalty and encouraging repeat
business.



The customer journey is also essential in understanding customer characteristics. This journey
encompasses all interactions a customer has with a brand, from initial awareness to post-purchase
evaluation. Each stage of this journey presents unique opportunities and challenges for organizations.
For instance, during the awareness stage, customers may seek information and reviews, while in the
decision-making phase, they may require reassurance through testimonials or guarantees. By mapping
out the customer journey, organizations can identify key touchpoints and tailor their marketing efforts
to enhance the overall customer experience.

Finally, demographic and psychographic factors further define customer characteristics. Demographics
include age, gender, income level, and education, while psychographics delve into personality traits,
interests, and lifestyles. For example, younger consumers may be more inclined to engage with brands
on social media, while older customers might prefer traditional marketing channels. By segmenting
customers based on these factors, organizations can create more personalized marketing strategies that
cater to the specific preferences and behaviors of different customer groups

Real-World Examples

1. Amazon is a prime example of an organization that effecti nds caters to its

diverse customer base. By leveraging extensive data analytic tifies customer
recommendations. For
instance, if a customer frequently purchases books Amazon will highlight
similar titles, enhancing the shopping experien , Amazon Prime caters to
customers who value convenience and spe i gping and exclusive deals, which
aligns with their needs and wants.

2. Nike exemplifies how a brand c

successfully positioned itself as social causes, appealing to consumers who
prioritize sustainability and inclusi ting campaigns often feature athletes from
diverse backgrounds and commitment to environmental responsibility. This
alignment with custorg strengthens brand loyalty but also attracts new
customers

3. Starb e of understanding the customer journey. The company has
creat i t goes beyond just selling coffee. By offering a comfortable

atmos i nd a loyalty program, Starbucks caters to customers' needs for
convenience and com ity. Their mobile app enhances the customer journey by allowing for
easy orderin ent, which appeals to busy consumers. This holistic approach to
customer experience has helped Starbucks build a loyal customer base that values the brand's
commitment to quality and service.

These examples illustrate how organizations can leverage insights into customer characteristics to
develop effective marketing strategies that resonate with their target audience, ultimately driving
engagement and loyalty.



Individual influences on buyer behavior, e.g. motivations, values, the digital environment, consumer
learning, perceptions, e.g. dynamics, imagery and risk; attitudes, lifestyles.
Individual Influences on Buyer Behaviour

Understanding individual influences on buyer behaviour is essential for marketers aiming to tailor their
strategies effectively. Motivations are a primary driver of consumer behaviour, often rooted in
psychological needs. According to Maslow's hierarchy of needs, motivations can range from basic
physiological needs to higher-level psychological needs like self-actualization. For instance, a consumer
may be motivated to purchase a luxury car not just for transportation but to fulfil a desire for status and
recognition. Marketers can tap into these motivations by highlighting how their products meet these
deeper needs, thereby creating a more compelling value proposition.

Values also play a significant role in shaping buyer behaviour. They reflect what individuals deem
important in their lives and can influence their purchasing decisions. For exa consumers who

who want to make ethical choices. Understanding these values allows messages that
resonate with their target audience, enhancing engagement ap

The digital environment has transformed how consumers and make purchasing
decisions. Online platforms provide vast amounts of inf@ i ling consumers to research

digital landscape by creating engaging o fostering community interactions that build
trust and credibility.

Consumer learning is another, cing buyer behaviour. This process involves how
consumers acquire that shape their future purchasing decisions. Learning
can occur thr h as trying a product, or indirectly through marketing
communicati or example, a consumer who has a positive experience with

a brand is lik loyalty and repeat purchases. Marketers can facilitate this learning
process by pro ent, such as tutorials or user-generated reviews, that enhances the
consumer's understanding a preciation of their products.

Perceptions encompass how consumers interpret information and form opinions about products and
brands. This includes dynamics such as imagery, which refers to the mental pictures consumers create
based on marketing stimuli. Effective imagery can evoke emotions and associations that influence
buying decisions. Additionally, consumers often assess risk when making purchases, weighing potential
negative outcomes against perceived benefits. For instance, a consumer may hesitate to buy a high-
priced item due to concerns about quality or functionality. Marketers can mitigate perceived risks by
offering guarantees, clear product information, and positive testimonials, thereby enhancing consumer
confidence.

Finally, attitudes and lifestyles significantly impact buyer behaviour. Attitudes are formed through
experiences and can be positive, negative, or neutral toward a brand or product. A consumer's lifestyle,
which encompasses their interests, activities, and opinions, further shapes their purchasing decisions.
For example, a health-conscious individual may prefer organic products and fitness-related brands.



Marketers can segment their audience based on lifestyle factors, allowing for more targeted messaging
that resonates with specific consumer groups. By understanding these individual influences,
organizations can develop more effective marketing strategies that align with their customers'
behaviours and preferences.

Real-World Examples

1. Coca-Cola effectively utilizes consumer motivations and values in its marketing campaigns. The
brand often emphasizes themes of happiness and togetherness, appealing to consumers' desires
for social connection. For instance, their "Share a Coke" campaign personalized bottles with
popular names, encouraging consumers to buy products that foster social interactions. This
strategy not only motivated purchases but also aligned with consumers' values around
friendship and community, resulting in increased sales and brand loyalty.

2. Nike exemplifies how understanding the digital environment ance consumer
engagement. The brand leverages social media platforms to con
influencer partnerships and user-generated content to b its products.

Nike's "Just Do It" campaign encourages consumers to sh neys online,
creating a sense of belonging and motivation. This approach ves sales but also
reinforces the brand's image as a champion of perso nd athleticism.

3. Apple showcases the importance of consumer ing and\perceptions in shaping buyer
behavior. The company invests heavily in creati amless giser experience, from product
design to customer service. By providin orials and support, Apple helps
consumers learn about their products, dditionally, Apple's strong brand
imagery—associated with innovatio
more willing to pay a premium faofli
perception management has solidi ion as a market leader.

These examples illustrate how ni ectively leverage insights into individual influences
on buyer behavior to create tafgeted strategies that resonate with their audience, ultimately
driving engagem

External influ aviour, e.g. ethical considerations, climate change, sustainability,
global pandemic.
External Influences

Understanding the external influences on buying behavior is crucial for marketers aiming to adapt their
strategies in a rapidly changing environment. Ethical considerations have gained significant traction in
recent years, as consumers increasingly demand transparency and accountability from brands. This shift
is driven by a growing awareness of social issues, such as labor practices, animal welfare, and
environmental sustainability. Consumers are more likely to support brands that align with their ethical
values, leading to a rise in ethical consumerism. For instance, companies that engage in fair trade
practices or demonstrate corporate social responsibility (CSR) initiatives often attract consumers who
prioritize ethical considerations in their purchasing decisions. Marketers must therefore communicate
their ethical commitments clearly to resonate with this conscientious consumer base.

Climate change is another critical external factor influencing buyer behavior. As the effects of climate
change become more pronounced, consumers are increasingly aware of their environmental impact



and are seeking sustainable alternatives. This has led to a surge in demand for eco-friendly products
and services. Brands that prioritize sustainability in their operations—such as using renewable
materials, reducing carbon footprints, and implementing sustainable supply chains—are more likely to
attract environmentally conscious consumers. For example, companies like Unilever have committed to
reducing plastic waste and promoting sustainable sourcing, which not only enhances their brand image
but also meets the growing consumer demand for environmentally responsible products.

The concept of sustainability extends beyond environmental concerns to encompass social and
economic dimensions as well. Consumers are increasingly looking for brands that contribute positively
to society, whether through ethical labor practices, community engagement, or charitable initiatives.
This holistic view of sustainability influences purchasing decisions, as consumers prefer brands that
demonstrate a commitment to making a positive impact. For instance, brands like TOMS have built their
business model around giving back, donating a pair of shoes for every pair sold. This approach not only
appeals to consumers' desire to contribute to social good but also fosters bra and advocacy.

The global pandemic has dramatically reshaped consumer i ew external
influences that marketers must navigate. The COVID-19 crisis h i 2rs' focus on
health and safety, leading to changes in purchasing patterns. For exa
increase in demand for hygiene products, home fitness equips ine services. Additionally,

in their shopping experiences. Brands that quickly adapted 2s—by enhancing their online
presence and offering contactless delivery options— ure market share during this
tumultuous period. Understanding these pande iTt ential for marketers aiming to
remain relevant in a post-pandemic world.

Social media and digital platforms hav ed as powerful ‘external influences on buying
behaviour. The rise of social media has t onsumers discover and engage with brands.
Platforms like Instagram and TikTo to showcase their products visually and interact with
consumers in real-time. Influe i ecome a prominent strategy, as consumers often

trust recommendations from ividtials; th llow more than traditional advertising. This shift

necessitates tha e presence and engage authentically with their audience
to build trust i . Ist leverage social media analytics to understand consumer
preferences i

Finally, cultura al values significantly impact buying behaviour. As cultural norms
evolve, so do consumer exp ions. For instance, the increasing emphasis on diversity and inclusion
has led consumers t rands that reflect these values in their marketing and product offerings.
Brands that fail to address these cultural shifts risk alienating potential customers. For example,
companies that feature diverse models in their advertising or support social justice initiatives are more
likely to resonate with consumers who prioritize inclusivity. Marketers must stay attuned to cultural
trends and societal changes to ensure their messaging aligns with consumer values and expectations.

Real-World Examples

1. Patagoniais a leading example of a brand that has successfully integrated ethical considerations
and sustainability into its business model. The company is renowned for its commitment to
environmental activism, using recycled materials in its products and donating a percentage of
profits to environmental causes. Patagonia's "Don't Buy This Jacket" campaign encouraged
consumers to think critically about their purchases, promoting a message of sustainability over
consumerism. This approach not only aligns with the values of environmentally conscious



consumers but also strengthens brand loyalty among those who appreciate its commitment to
ethical practices.

2. Unilever has made significant strides in addressing climate change and sustainability within its
operations. The company launched the Sustainable Living Plan, which aims to reduce its
environmental footprint while increasing its positive social impact. By focusing on sustainable
sourcing and reducing plastic waste, Unilever appeals to consumers who prioritize eco-friendly
products. Their commitment to sustainability has not only enhanced their brand reputation but
has also resulted in increased sales for their sustainable product lines, demonstrating the
effectiveness of aligning business practices with consumer values.

3. Nike effectively navigated the challenges posed by the global pandemic by rapidly adapting its
marketing strategies. The brand shifted its focus to digital engagement, enhancing its e-
commerce capabilities and launching virtual fitness programs to connectawith consumers during

maintain its market presence during a challenging period b i and image as
a leader in innovation and consumer engagement.

These examples illustrate how organizations can leverage e
develop effective marketing strategies that resonate with
engagement and loyalty.

decisions. These groups can i z i colleagues, and any social circles that individuals
identify with or aspi
attitudes, pref i stance, a teenager may be influenced by their peer group
when choosi for what is popular among friends. Marketers can leverage
this influenc igns that resonate with specific reference groups, using relatable
messaging and ts the group's values and lifestyle.

Culture is another crij that shapes buyer behavior. It encompasses the shared beliefs, values,
customs, and behaviors of a group of people. Cultural influences can dictate what products are deemed
acceptable or desirable within a society. For example, in cultures that prioritize collectivism, consumers
may be more inclined to purchase products that enhance family or community well-being. Conversely,
in individualistic cultures, personal achievement and self-expression may drive purchasing decisions.
Marketers must understand the cultural context of their target audience to tailor their messaging and
product offerings accordingly. This cultural sensitivity can enhance brand relevance and foster deeper
connections with consumers.

Opinion leaders also play a pivotal role in influencing consumer behavior. These are individuals who
have a significant impact on the attitudes and behaviors of others, often due to their expertise,
credibility, or social status. Opinion leaders can be found in various fields, such as fashion, technology,
or health, and their endorsements can sway consumer decisions. For instance, a well-known influencer
promoting a skincare product can lead to increased sales and brand awareness. Marketers often



collaborate with opinion leaders to amplify their reach and credibility, recognizing that consumers are
more likely to trust recommendations from individuals they admire or perceive as knowledgeable.

The dynamics of social influence extend beyond reference groups and opinion leaders to include
broader societal trends. Social norms and expectations can significantly impact consumer behavior, as
individuals often conform to the behaviors of those around them to fit in or gain acceptance. This
phenomenon can be observed in various contexts, such as environmental sustainability, where
consumers may feel compelled to adopt eco-friendly practices if they see their peers doing so.
Marketers can harness this social influence by promoting products that align with positive social
behaviors, thereby encouraging consumers to adopt similar practices.

Subcultures within larger cultures also influence buyer behavior. These subcultures can be based on
ethnicity, religion, geographic location, or shared interests. For example, the rise of veganism as a
lifestyle choice has created a subculture that prioritizes plant-based products. that cater to this

Finally, the impact of digital communities cannot be overlooked in toda ed world. Online
platforms and social media have given rise to virtual reference sumers share opinions,
experiences, and recommendations. These digital commui ifi y influence purchasing
decisions, as consumers often seek validation from their on . stance, product reviews and
social media discussions can shape perceptions i ers must engage with these

digital communities, fostering authentic interac ging user-generated content that

es their followers' purchasing decisions. Additionally,
highlight how its products enhance social connections,

brand has su positioned itself as a champion of social justice and inclusivity, resonating
with consumers who prioritize these values. Nike's campaigns often feature athletes from
diverse backgrounds and highlight issues such as racial equality and gender empowerment. By
aligning its brand with cultural movements, Nike not only strengthens its connection with
consumers but also encourages them to adopt a lifestyle that reflects these values, driving brand
loyalty.

3. Lululemon demonstrates the impact of subcultures and digital communities on buyer behaviour.
The brand has cultivated a strong following among fitness enthusiasts and yogis, creating a
community that values health and wellness. Lululemon engages with its audience through social
media, encouraging customers to share their fitness journeys and experiences with the brand.
This strategy not only fosters a sense of belonging but also drives sales, as consumers are more



likely to purchase products that are endorsed by their peers within this fitness-focused
subculture.

These examples illustrate how organizations can effectively leverage group influences on buyer
behaviour to create targeted marketing strategies that resonate with their audience, ultimately driving
engagement and sales.

Consumer influences on different aspects of the business, e.g. supply chain, finance, suppliers.
Consumer Influences on Different Aspects of the Business

Understanding consumer influences on various aspects of a business is crucial for developing effective
marketing strategies and operational efficiencies. One of the most significant areas impacted by
consumer behaviour is the supply chain. Today's consumers are more informed and empowered than
ever, often demanding transparency regarding the origins of products and the processes involved in
their production. This shift has led businesses to adopt more sustainaplé™e ethical practices
throughout their supply chains. For instance, consumers incrgasingly ds that source

materials responsibly and minimize environmental impact. As investing in
sustainable sourcing, reducing waste, and ensuring fair labo et consumer
expectations. This not only enhances brand loyalty but also iti avourably in a

er preferences can directly
ies and revenue models. For
example, during economic downturns, consume iori tial goods over luxury items,
prompting businesses to adjust their pricing i i mpetitive. Companies may also

explore alternative financing options, such ment plans, to accommodate
consumers' changing financial situation nsumer sentiment can impact stock prices and
investor confidence, as businesses that fa nsumer needs may see a decline in market
performance. Understanding the i ws companies to make informed financial decisions

The role of sup enced by consumer behaviour. As consumers demand
higher quality ts, businesses must work closely with suppliers to ensure
that these ex i en involves establishing long-term partnerships with suppliers

who share si quality and sustainability. For instance, a company that prioritizes
ucts will need to collaborate with suppliers who can provide certified
organic materials. , consumer trends can lead to shifts in supplier relationships, as
businesses may seek out hew suppliers that can offer innovative products or more sustainable practices.
This adaptability is essential for maintaining a competitive edge in a market where consumer

preferences are continually evolving.

organic ingredients in its food

Marketing strategies are also heavily influenced by consumer behaviour. Companies must continuously
analyse consumer trends and preferences to develop effective marketing campaigns. For instance, the
rise of social media has transformed how brands engage with consumers, leading to a greater emphasis
on digital marketing strategies. Businesses are increasingly leveraging data analytics to understand
consumer behaviour, allowing them to create targeted advertising that resonates with specific
demographics. This data-driven approach enables companies to optimize their marketing efforts,
ensuring that they reach the right audience with the right message at the right time. By staying attuned
to consumer preferences, businesses can enhance their marketing effectiveness and drive sales growth.



Product development is another area where consumer influence is paramount. Companies must listen
to consumer feedback and preferences to create products that meet market demands. This can involve
conducting market research, gathering customer insights, and analysing purchasing patterns to identify
gaps in the market. For example, the popularity of plant-based diets has led many food companies to
develop new vegan products to cater to this growing consumer segment. By aligning product
development with consumer trends, businesses can enhance their offerings and capture new market
opportunities. This responsiveness not only satisfies consumer needs but also fosters brand loyalty, as
customers appreciate brands that listen and adapt to their preferences.

Finally, customer experience is increasingly recognized as a critical factor influencing consumer
behaviour and business success. Consumers today expect seamless interactions across all touchpoints,
from online shopping to customer service. Businesses must prioritize enhancing the customer
experience by investing in technology and training staff to provide exceptional service. For instance,

they meet and exceed consumer expectations. This focus on custo g )nly enhances
satisfaction but also builds long-term relationships with consumers.

1. Starbucks exemplifies how consumer influences ca hain practices. The company
has made significant commitments to ethj rly with its coffee. Starbucks
sources its coffee beans through its Coffe b (C.A.F.E.) Practices, which ensure

a| standards. This commitment
1 products but also enhances
e company. By prioritizing sustainability in its
attracted a loyal customer base that values ethical

not only aligns with consumer
Starbucks' brand reputation as a
supply chain, Starbucks h

2. Teslademo : : er preferences on finance and product development.
icles (EVs) aligns with the growing consumer demand for
. Tesla's innovative financing options, such as leasing and
to consumers' varying financial needs, making EVs more accessible.
engages with its customer base through social media and feedback
channels, allowi pany to adapt its products and services based on consumer insights.

and consumer loyalty.

3. Zara, the fast-fashion retailer, illustrates the influence of consumer behaviour on marketing
strategies and supply chain management. Zara employs a unique business model that
emphasizes rapid response to consumer trends. By closely monitoring customer preferences and
sales data, Zara can quickly design, produce, and distribute new products that align with current
fashion trends. This agility in the supply chain allows Zara to introduce new collections
frequently, keeping consumers engaged and driving sales. Additionally, Zara's marketing
strategy focuses on creating a sense of urgency through limited product availability, encouraging
consumers to make quick purchasing decisions. This approach has proven highly effective in
capturing consumer interest and maintaining Zara's competitive edge in the fast-fashion
industry.





