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Role of Consumer Behammur
1 2 in Marketing

\
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Abstract

Marketers need to understand the buying
behavior of consumers for marketing of thej,
products. A marketer needs to first identify his
target consumers and understand their
lifestyles, psychologies, Income,
capabilities, mentalities to offer the
product. Consumer behavior is

process and physical activity where
engage in when evaluatin
disposing of goods and services. So it is essentiat
for marketers to understand buying process of
consumers that enable marketer to make
marketing campaign. Understanding
consumer’s behavior is urgent needs in
marketing. The aim of this paper is to study the
need of consumer behavior and importance of
consumer behavior in marketing.

Spending
m the right
a decision

individuals
g, acquiring, using or

Keywords: Con Sumer Behavior,

Buying
Decision, Marketing.
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[ntroduction

Marketing 1s a comprehensive term and it includes all
resources and set of activities necessary to direct ar?d
racilitate the flow of goods and services from the
sroducers to the consumer. Marketing is é broader
concept which includes all human activities in relation
to the market. It includes product planning and
development, buying and assembling, pricing,
distribution, selling, branding, packaging,
standardization, grading, transportation, warehousing,
advertising, financing and analysis of market

promotion,
its present and potential customers. Hence,

in terms of 1
marketing is a social process by which individuals and

n what they need and want through creating
ducts and values with others. So it
:s essential for marketers to understand buying process
of consumers that enable marketer to make marketing
campaign. Understanding consumer’s behavior is urgent
needs in marketing. Consumer behavior refers to the
study of buying tendencies of consumers. Marketers
need to understand the buying behavior of consumers
for marketing of their products. A marketer needs to first
identify his target consumers and understand their
lifestyles, psychologies, income, spending capabilities,
mentalities to offer them the right product. Consumer
hehavior is a decisior process and physical activity where
individuals engage in when evaluating, acquiring, using
or disposing of goods and services. Consumer behavior
is a complicated mental process as well as physical

activity.

groups obtal
and exchanging pro

Need an umer

Behaviour

Consumer behavior reflects the totality of consumers’

decisions with respect to the acquisition, consumption
e and ideas by

and_ disposition off goods, services, tim
decision making units. Buyer behavior ;s the study of

d Importance of Understanding Cons
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decision making units-aé thC_‘{ Cinrlbrui;v Eo{"t-\}j(:w’;(liw""
| buying behaviot particularly involves collecy;,,
[t means fbuyers for selecting, evaluating, and decid;
response o g behavior. Buyer behavior is the o
and post purc ase L d th ‘ .Sl,ud}r,
of human response to services an e Ifn.al'"ketmg of
products and services. The process Emd. activities peopj
engage in when searc_}:nﬂz‘%_fOr selecting, purchasing
using, evaluating and disposing of products and service,
so as to satisfy their needs and desires. The aclivitieg
directly involved in obtaining, .consuming and disposipe
of products and services, including the decisionz
processes that precede and follow these actions. A recent
example of a change in consumer behavior is the eatine
habits of consumers that dramatically increased thz
demand for gluten-free products. The companies that
monitored the change in eating patterns of consumers
created gluten-free products to fill an empty space iy
the market place. However, many companies did ng|
monitor consumer behavior and were left behind iy
releasing gluten-free products. Understanding
consumer behavior allowed the pro-active companies to

increase their market share by anticipating the shift in
consumer wants.

In other words, consumer behavior involves the
understanding that acquisition, use and disposition can
occur over a period of time in a dynamic sequence. it
means the study of consumer behavior is the study of
how individuals make decisions to spend their available

resources such as money, time and efforts on
consumption-related items.

The American Marketing Association defines
consumer behavior as “The dynamic interaction %
cognition, behavior and environmental events by wiic"
human beings conduct the exchange aspect of their lives.

Consumer behavior is “The study of individual:o.-
groups, or organizations and the processes they us.ees
select, secure, use and dispose of products, e
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experiences or ideas to satisf .

that these processes have on t}?erclzzidsirir;f we lmpathq'
Behavior occurs either for the indiv: o Society.”
€ individual, or in the

context of a group. Product use s often of great int
to the marketer, because this may influence h‘srest
_ o oW a
product is best positioned or how we can encourage the
consumption of a product in the market. Conéumer
behavior involves services and ideas as well as tangible
products. The impact of consumer behavior on society
is also relevant. For example, aggressive marketing of
high fat foods, or aggressive marketing of easy credit may
have serious repercussions for the national health and
economy. Services are also marketed mostly in the same
manner as goods and commodities. Still there are wide
differences between goods and services based on their

characteristics and attributes.
Objectives of the Study
1. To understand the needs of consumer behavior.

2. To understand the factors affecting consumer
behavior in Marketing.

Research Methodology

The present study relates to the role of consumer
behavior in marketing. Descriptive research design was
applied for investigation of research study. Information
has been collected on the basis of both Primary and
secondary data considering the need of the study. The
study is based upon the previous studies relating to the

subject matter.
Data Collection

Both primary and secondary data h
[or the purpose of this study.

ave been collected

Primary data

nformation gathered by feedback from fri
Customers.

ends and
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Secondary data

Secondary data means data thatis already availabe ang
their information has also obtains through:

* Books

* Journals of Marketing
* Internet Resources

* Newspaper

* Tribunals

Review of Literature

‘Hooda and Aggarwal (20 12) have examined ip their
study that people have dubious attitude towards e.

marketing of product & services mainly due to security

concern related to privacy of personal information.

product & services.

~ ’Hemant, Frankin and Senith (20 14) have examined
In their study that understanding consumer behavior is
a key to the success of business Organizations.
Marketing personnel are constantly analyzing the

patte?rns of buying behavior and purchase decisions to
predict the future trends.

Application of Consumer Behavior

The sr:udy of consumer behavior deg]
questions related tq buying such as: what we buy and
how we buy. The study of consumer behavior makes us
aware of the influences that persuade us to use the
S€rvices of oyr choices. For understanding consumer

—
;n:fkoei?ngs-'Aar;?ugggarwgl S.. “Consumer Behavior towards e-

: y of jaipur consumers” (2012).

* Hemant kurnar'A. H., Frankin S.. and Senith S., “A study on
Ng consumer buying behavior in cosmetic

S with fundamental




Role of Consumer Behaviour in Marketing
s 10]

bclqa\ric)1", nnpl.ementation of consumer behavi |
and verification of applications of Suc}fw:ﬁr thgongs
necessary. Consumer behavior is larger field efolnes >
behavior anq an extended field of marketin ?Th“—uman
obvioug application of consumer behavior isgf& dgf‘%t
marketing strategy. New product initially adoptedltzmg
few CONSUMET® and spread gradually to the rest of ghg
populatlon later. The companies that introduce new
roducts must be well financed so that they can sta
afloat unti} their products become a commercial successy
It is also important to delight initial customers sincé
they will in turn influence many subsequent cust’omers’

brand choices.

Several models have been propounded for
r behavior. Some important consumer

explaining buye
s as developed by the scholars are

behavior model
described below:
nomic Model: According to this model buyer
is a rational man and his buying decisions are fully
governed by the concept of utility. The customer has
purchasing power of choosing a set of services to meet
his need. He will allocate this amount over the set of
services in a very rational manner with the intention of
maximizing the utility or benefits. The buyer is usually

unwilling and unable to engage in extensive decision-
making activities and is satisfied with utility or benefits

of a product.

2. Learning Model: This model concerned with
lity of Jearning, forgetting and
sponse theory on Jearning
th Russian psychologists
made by pavlav onl
ound of a bell and

1. Eco

consumer’s abi
discriminating. Stimulus re
model has its beginning Wi
Pavlov. It is based on experiments
feeding of a dog was preceded by the s
found that dogs behavior 1S conditioned, it is related o
behavior producing stimulus and behavior response. The
process of learning is based on four fundamental factors
such as drives, CL;E‘S. I'@SpDHSES and reinforcemem-
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3. P vf‘ho.Anah}“C‘” Model: This Mmode]
wre S.L . b

F [ ) “\ ‘\\[1
from Freudian psvehology DM R F
f1ro1

ey,
mamly imension to consumer behayio, ||1n.l b
wdded a new dimens COrieg

by introducing psychological cleTn;cms oflr I.‘w\ CONS .
into their decision makm_g' ;Sd ep. e_l ,m’”'ﬂlrlm-.\:
individual buyer as a complex set of deep seateq g *
that derive him towards certain bu'},mg deqsl()ns‘ The
model describes the most Superxor.an‘d INNoy
implications to the marketer for d§s1gmng
message that suits the psychological ne
consumer.

aly.l\f(j‘
A Serviee
eds of the

4. Anthropological Model: According to the
anthropological model, the individual Customer jq
influenced by society, intimate groups as wel| ag socia]
classes. Buyers buying decisions are not totally
governed by utility; consumer has a desire to fol]

fit it with his immediate environment,

5. Social-Psychological Model:
proposed by veblan in the context of be
related to the economic and perso
Consumer behavior of any person can
society and place of living. These soci
pressure and mould individual behay
animal confirming to the general fo
the culture surrounding him. The subculture, norms,
reference groups, membership, social class, family and
surrounding shape his behavior. The challenge to
marketers is to determine which of these social levels

' T : 18
are most 1mportant in influencing the demand for h
Service.

This theory ig
havioral aspects
nality variables.
be understood by
al influences exert
ior. Man is a social
rms and norms of

6. Nicosia Model: Nicosia model and Howard aélj
Sheth mode] belong to a category called systems rtp;uli
where human being is analysed as a system with ‘s- ltem-
as the input and behavior as the output of the 530?, an
Franscesco Nicosia an expert in the buyer behavlvior in
motivation proposed his model of buying beha
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1960. The model tries to establish a re|

: ationshi '
4 firm and its buyers. nship between

To understand how consumer behavior affect
s

marketing, it is essential to understand the f -
: acto
affect consumer behavior: rs which

Social factors: A group may be defined as two or
more people who interact to accomplish similar goals
consumers are influenced by their family, friends.
consumer action groups, work groups, reference groups,,
etc. Four basic functions provided by the family are
relevant to consumer behavior these include; economic
wellbeing, emotional support, family lifestyle and family-
member socialization. -

Cultural factors: Cultural factors are the set of basic
values, perceptions, wants and behaviors that are
learned by consumers from their families and other
social institutions. Cultural factors have a significant
effect on an individual’s buying decision. Every
‘ndividual has different sets of habits, beliefs and
principles which he/she develops from his family status
and background. Females staying in Punjab would
prefer buying salwar kameez as compared to westerns.
A Hindu bride wears red or maroon in her wedding while
a Christian bride wears a white gown on her wedding.

Psychological factors: Psychological factors may
include perception, the person’ ability to learn, attitude,
will power, motivation etc. Every person used their
attitude and perception while taking buying decision.
Perception is defined as the process by which an
individual selects, organizes and interprets stimuli into
a meaningful manner. Consumer learning is the process
of acquiring the knowledge related to purchase and
consumption of information. Thus marketer should

." * - . . 0
C?[.n&lder psychological factors while doing marketing
cllorts,
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Demographic faci’or.‘s: l,)f:rr‘lf);ar'z.x.}')hic;s descripe
population in terms of its si1ze, q1.Stl‘)l)Ll tion and .s'tru(-ritn.a
Demographics influence buying behavior by aff(‘-‘(.tl-m
the attributes of individuals such as their personal Vl Mg
and decision styles. Age, education level, incf»(‘)l_mg
occupation serve as dimensions of demographics Me.
these demographics play important role in determiﬁ-A“
the social status of an individual and influe Ing

: . . ) Nce t
behavior of consumer in buying various serviceg he

Economic factors: Wealth, home OWnershj
number of earning members in a family, househoii
income, expenditure, and the rate of interest, inflatipp
economic conditions and investment pattern are Some
of the economic factors that influence on buyin
decision. ;

Findings and Suggestions

« The study of consumer behavior deals witp
fundamental questions related to buying such as:
what we buy and how we buy. '

* The study of consumer behavior makes us aware
of the influences that persuade us to use the
services of our choices.

e For understanding consumer behavior,
implementation of consumer behavior theories
and verification of applications of such theories
is necessary.

« Consumer behavior is larger field of human
behavior and an extended field of marketing.

« The most obvious application of consumet
behavior is for deriving marketing strategy:

. . . ,mll

. Consumers are influenced by their f2 up}S

1 : r 170 ’
friends, consumer action groups, work g

reference groups etc.

2 el
- < e, his targ
e A marketer needs to Iirst identify hi

—




