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Consumer Behaviour I 
 
I. Introduction 
Consumer Behaviour is defined as activities people undertake when obtaining, consuming and 
disposing of products and services. 
Marketing is the process of transforming or changing an organisation to have what people will 
buy. A Company’s ability to attract, satisfy and retain consumers greatly affects a its 
profitability. 
Economic Behaviour has changed from from production possibilities (the edge of technological 
capabilities) to consumer needs (consumer driven organisations and products). The final shift in 
the supply change is made through consumer communication over the internet. 
Market Segmentation is done using many different factors: Demographics, Purchase and 
consumption behaviour, Values, Culture, Geographical characteristics or Time-related factors. 
Segments can be chosen only if some criteria are present: Measurability (size and nature), 
Accessibility and Size of the market and Congruity (that members within the segment exhibit 
similar behaviours). 
 
II. The Consumer Decision Process 
CDP Model: 

1.  Need Recognition: Perception of difference between the ideal situation and the 
individual’s current one (Culture, Soc. Class, Resources, Knowledge, Lifestyle, 
Suboptimal use of products already introduced to market) 

2.  Search for Information: Information can be external (Friends, Internet) or internal 
(Memory). Too much Information or Choice can be demotivating! 

3.  Pre-Purchase Evaluation:  Each consumer has his own criteria to determine the most 
appealing product. When possibilities are too large and the individuals’ decision process 
becomes too complex, they tend to defer the decision, choose the default option or not 
choose at all. 

4.  Purchase 
5.  Consumption  
6.  Post-Consumption Evaluation: Satisfaction or Dissatisfaction. Post-Purchase Regret or 

Cognitive Dissonance mean the doubt if all alternatives were considered even though the 
consumer was satisfied with the product.  

7.  (Divestment) 
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III. Pre-Purchase Processes 
Need Recognition: Can be changed by altering Consumers’ desires or changing their perception 
of the actual situation. Also, simply reminding consumers of a need can trigger desire. (e.g. 
reminding individuals of a general health issue may make them profilactically buy medicine) 
Need Recognition can be Generic (towards a whole product category) or selective (to a specific 
product) 
Search for Information:  
 IN-STORE OUT OF STORE 
PERSONAL Sales personnel 

Other Shoppers 
Family, Friends 
Experts, Forums 

IMPERSONAL Product Labels 
Advertisement 

Advertisement, Catalogues 
Media 
Television, Radio 

Consumers search for information when the perceived cost for the information is smaller than the 
benefit gained from it. The benefit obviously correlates strongly with the value in the product 
category, since in more expensive categories more benefits can be received economically. 
Alternatives can be a great influence towards a pre-existing option: Compromise Effect (People 
often choose the ‚middle’ option), Attraction Effect (Clearly inferior option makes middle option 
more attractive). 
Brand Extensions use a positive public opinion toward a brand and extend it into new product 
categories (e.g. Disney started a Ferry Cruise) 
Evaluation Strategies can help choose products: Lexicography (Attribute, Importance, Level of 
Product in this attribute), Elimination by Aspects (Cutoff of Products that are below a certain 
grade at important aspects), Conjunctive (Cutoff if any Attribute lower than ‚good’), 
Compensatory (Sum of Levels) 
 
IV. Demographics, Psychographics, Personality 
Age Distribution has changed massively due to a high life-expectancy and low fertility rates. 
Population Growth depends not only on fertility rates, since fertility rates only describe the 

amount of children being made per couple in childbearing 
years. It depends on the amount of women in that age group 
and also on the death rate. For a population to sustain itself, a 
fertility rate of about 2.1 is needed, though Brazil and 
Thailand grow with lower rates. 
Economic Resources depend on Income (Wage, salaries, 
interest and welfare), Wealth (Family’s savings, houses etc.) 
and Consumer Confidence (personal prediction for future) 
The most attractive markets are the ones with growing 
population and growing economic resources (Emerging 
Markets like India, China, Nigeria or Brazil) 
Personalities are highly complex. Personal Values can be 
measured with the Schwartz Value Scale: Change 
(Hedonism, Stimulation, Self-direction), Self-Enhancement 
(Achievement, Power), Conservation (Security, Conformity, 
Tradition), Self-Transcendence (Benevolence, Universalism) 

VALS for assessment of lifestyle 
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V. Purchase 
In the Purchase decision Process consumers decide: whether to buy, what to buy, where to buy, 
when to buy, how to pay. Many different Factors determine success or failure for a retailer: 
Location, Quality of Products, Price, Advertisement, Personnel, Services offered, logistics. 
Pricing: .88 < .00 < .99 as profit outcome. Credit Cards have a positive effect on how much 
people are willing to pay for a product (Baseball Tickets from +59% to +113%) 
Effect of Music in Restaurants: Slow Music raises consumption of drinks, not of food though. 
Effect of Music in Retailer: French / German music raises consumption of that nation’s wine. 
Effect of Exposure to Cleaner Spray in a Restaurant: Consumers ate more cleanly. 
Interesting Statistics:  

• breakfast cereals in stores: 7-12% purchase, 30-70% visit 
• sales/area ratio: 6'000.-/sqm ShoppiTivoli vs 15'000.-/sqm Glattzentrum 
• discounters turnover: 44 billions (10%, 1991) vs. 151 billions (19%, 2010) 
• online vs. detailhandel wachstum: 9.7% vs. 0.3% 

 

VI. Consumer Motivation and Knowledge 
Motivation represents the desire to satisfy 
both psychological and physiological needs 
through the purchase of products and their 
consumption. Further needs: Safety, health 
(lose weight, stop smoking), love, 
companionship, financial resources (savings), 
financial security (life insurance), social 
image (where we live, what we drive), 
pleasure (Food, movies, TV, music), 
possession, giving (benevolence), information 
(news, magazines), variety (different colour 
of M&M’s). 
 

Maslow’s Hierarchy of Needs 
 
Motivating Consumers with economic factors (coupons, price cuts) can have disadvantages: 
Although sales may increase, profitability may not, consumers motivated economically might 
not becom erepeating buyers, lower prices may lower attractiveness of a product. 
Brand awareness can be reached by repetitive, but variating advertisement: Absolut (perfection, 
nirvana, eclipse), Mobiliar (sketches), Kuoni (Photoshopping famous images – „Wenn Ihnen 
nichts auffällt, empfehlen wir ferien“).  
Image sympathy analysis by BusinessReflector: 1. Swatch, 2. Migros, 3. Lindt&Sprüngli,..) 
Image analysis can be done by asking consumers, brainwave activity (neuromarketing), 
perceptual mapping (x: affordable/classy, y: conservative/classy) 
Marketing approaches: 

• Hennessy (cognac) payed actors to drink in bars and talk about it (undercover) 
• Sony Ericsson (cameras) payed actors to act like tourists and ask passengers to take a 

picture of them with the SE-devices. 
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VII. Consumption and Post-Consumption Analysis 
Getting Consumers to use what they buy is a critical part of maintaining and building a 
company’s sales. The faster the good is consumed, the earlier it will be rebought if the consumer 
is satisfied with the product. This satisfaction can also depend on how often the product has been 
consumed, since the benefits are more visible.  
Fitness and health clubs: A study found that consumers that payed their subscription on a 
monthly basis exercised most often during the year (since they were regularly reminded that they 
were paying and therefore made use of the offer) and also were 12.5% more likely to sign for 
another year (since they made more use of the product and therefore experienced their money to 
be better invested). 
Perfume: Consumption statistics can suggest many different marketing approaches. In China for 
example, where only 4% of men use perfume, a general approach of showing the benefits for the 
customers can be done. Advertising the own brand as ‚the best’ will not be very effective, since 
the general interest in this category is very small ([!] Concurring firms will also profit from this 
approach). In Italy, where 83% of men use perfume, advertising for the own brand is much more 
important, since the mindset of consuming these products is present already. 
Wine: ‚What are you saving it for?’ campaign to make people drink wine regularly instead of 
keep the bottles in the cellar until the next special occasion arises. 
Milk: Many people find milk appropriate for breakfast, therefore the consumption of breakfast 
can be supported. Many people find milk inappropriate as an aperitif, therefore ways can be 
found to incorporate milk into evening consumption habits (create new cocktails based on milk, 
etc.). General campaign with health benefits of milk (protein and calcium source) being done. 
Package size can make a big difference in the amount of consumption. People have been trained 
to expect prices per unit to be lower in large packages. Out of a half-empty, but double sized 
package (~same effective amount of product), much more of the product is used, since it is 
perceived to be cheaper (Oil: 99ml vs. 122ml, Spaghetti: 234 strains vs. 302 strains). There is a 
saturation point, past which there is no additional benefit to use a larger quantity of the product. 
 
VIII. Culture, Social Class, Family, and Household Influences 
Culture depends on different factors (Ethnicity, Religion, Regional or National Identity) and has 
influences on behavioural (Values, Norms, Rituals, Symbols) and material (Artifacts, 
Technology, Infrastructure) differences between people. 
Heigo: In the year of the fire horse (1966), fertility rates plummet due to superstition of girls 
born to kill their husbands and live an unhappy life. 
Guarana: Is believed to enhance the spirit and power in Brazil. 
People are influenced by their culture in: 

• Sense of self and space 
• Communication and language 
• Dress and appearance 
• Food and feeding habits 
• Time consciousness 
• Relationships 
• Beliefs and attitudes 
• Work habits and practises 
• [!] Consumption patterns 
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Differences in Cultures are apparent in multiple ways: Breakfast habits, Washing machine types 
used (long lasting and small (EU) vs. short-lived but large (USA)) 
Core Values are changing rapidly in todays. This is important because they define the use of 
products, provide positive or negative perception of brands, define acceptable market 
relationships and define ethical behaviour. 
 
Traditional Modern 
Self-denial Self-fulfilment 
Traditional gender roles Blurring gender roles 
Marriage for life High divorce rates 
Live to work Work to live 
Eating as social interaction Eating as necessary waste of time 

 
Social Classes are relatively permanent and homogenous divisions in a society. They are 
important for marketing because they indicate what consumers of this category can and might 
buy. Social Class is usually determined by the family one is raised in, further factors are: 
education and occupation, prestige, power, socialisation and mobility. 
Social Stratification is the perceived hierarchy in which consumers perceive others. An achieved 
status is earned due to hard work and study, whereas an ascribed status refers to the luck of being 
born wealthy or beautiful. Social mobility refers to a person moving from one social class to 
another (e.g. ‚American Dream’). 
Newspaper consumption compared to educational status:  
 
 Apprenticeship Matura University 
NZZ 38% 29% 33% 
Blick 84% 12% 4% 

 
Household lifestyles are changing rapidly: Singles are booming, Cohabiting singles are booming 
and Homosexual households are a new segment. Household sizes have fallen dramatically (1900: 
4.5, 1950: 3.59, 2000: 2.29). In a classical family household there are different roles in 
consumption: Autonomic (Clothing, Beverages) means that both partners decide themselves, but 
the amount of decisions are about even. 
Dominant (Food and Furnishing (f), Insurances and garden tools (m)) means that one partner 
makes a majority of the decisions. 
Syncratic (Children’s School, Vacation, Housing, Car) means that decisions are made together. 
 
IX. Consumer Beliefs, Feelings, Attitudes and Intentions 
Attitudes are global evaluative judgements 
Intentions are subjective judgements by people about how they will behave in the future 
Beliefs are subjective judgements about the relationship between two or more things 
Feelings can be defined as an affective state or reaction 
Lipstick Effect: Allocation of budget to beauty products and services correlate with economic 
recession. Significant correlation effects with economic recession: -- furniture, - electronics, - 
hobby products, ++ cosmetics, + clothes. 
Inferential beliefs are beliefs about one thing based on information on another thing. (e.g. price 
correlates with softness of the tissue) 
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Consumer Feelings play an important role. Feelings can include the ones perceived in the 
environment of purchase, in the environment of consumption or memory of consumption and 
post-consumption evaluations. These feelings can include: understanding, secure, satisfied, 
polite, pleased, peaceful, loving, interested, happy, guilty, good, friendly, free, energetic, calm, 
affectionate, adventurous, active. 
Attitudes can be placed in 3 categories: 

• Toward the object: how much do I like the object? 
• Preference: how does it compare to a different object? (Apple – Dell) 
• Toward the behaviour: how would buying the object be? 

Fischbein Multi-attribute Attitude Model: Attitude = Sum (importance of attribute x strength of 
product in that particular attribute) 
Marketing can involve convincing people, that a product is good in an important attribute OR 
that an attribute is important in which a product is good (e.g. Mouthwash without alcohol are 
better). 
 
X. Influencing Consumer Behaviour 
Making contact with the consumer is the best way to influence him toward a purchase decision. 
Exposure and attention are the dominating factors. This can be reached through traditional 
advertisement in media (TV, radio, newspapers, magazines, mail) or by sponsorships, product-
placements. The internet gives a new platform for „viral marketing“ (ads being shared on social 
media, e.g. Evian ad) 
Difficulties include: 

• Selective exposure (consumers doing other things than watch TV during commercial 
breaks) 

• Overexposure (habituation and resulting loss of attention-gathering-ability) 
Grabbing Consumer’s Attention: 

• Connect with their needs (Coca Cola Zero – Zero Zucker) 
• Permission Marketing (Using familiar Batman Scene as Swisscom TV Ad) 
• Entertainment Marketing (Making Ads at Superbowl part of the show) 
• Movement: Increase in sales with static marketing vs. Motion displays: 

§ Food stores: 18% vs. 49% 
§ Liquor stores: 56% vs. 107% 

• Attraction (Famous and/or good-looking individuals) 
• Size (huge posters) 
• Different and/or bright colours 
• Distinctiveness (shocking fashion) 

Opinion Formation: 
• Humour (McDonald’s ad: 200m, 197m) 
• Exclusiveness (Limit/person or limited make) 
• Packaging 
• Price 
• Emotional Ad 
• Objective Ad 
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XI. Group and Personal Influences 
Other people, whether groups or individuals, exert immense influence on choices of consumers. 
These influences begin in childhood and are ubiquitously present in our lives. Especially with 
cell phone communication and internet, influence can be received and exerted at any time. A 
Reference Group is the group of people that significantly influence a person’s behaviour. 
Primary groups are defined as a social aggregation that is sufficiently intimate to allow direct 
interaction. Secondary groups have direct interaction, but in a much smaller frequency. Formal 
groups have defined structures and a list of members and requirements for membership. Informal 
groups have less strict structures and are based more strongly on common interests or friendship. 
Aspirational groups express a desire to adopt the values and norms of groups that are perceived 
to be greater and better, whereas Dissociative groups are groups an individual tries to avoid 
association with. 
Individuals with a large desire for social acceptance are more likely to accept group norms. 
Publicly used items are commonly more affected by social influence rather than practical 
necessities (cars, handbags,..). Reference groups are important in developing and evaluating 
one’s self-concept by providing a general benchmark for comparison with others.. 
Compliance is a behavioural acceptance of a groups norms, without believing in it. 
Acceptance is a behavioural and ideological acceptance of group norms. 
Word of Mouth communication (‚WOM’) is the informal transmission of information and 
opinions from non-marketer to non-marketer. The sender of information is called the Opinion 
Leader. They can be created by hiring popular or attractive people, or providing incentives for 
higher-class groups to purchase the product. In the case that negative WOM occurs, the best way 
to react is an immediate acknowledgement of the problem by a credible company spokesperson.  
The ‚Trickle-down-theory’ says that lower classes often try to emulate behaviour of their higher-
class counterparts. 
Product Innovations can be divided into three categories: 

• Continuous: modification of an existing product 
• Dynamically continuous: strong alteration of an existing product without generally 

changing purchase or usage patterns 
• Discontinuous: introduction of an entirely new product that significantly alters usage 

patterns and/or lifestyle. 
Success of product innovation depends on many factors: 

• Relative Advantage for consumer in comparison with contemporary products 
(smartphone) 

• Compatibility with current lifestyles (or facilitation of a change of lifestyle) 
• Low complexity, easy usage (iPhone interface) 
• Testability (access) for people interested in the product (free samples, car test-drives) 
• Possibility to observe before consumption 
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Paper: Environmental Conservation in Hotels 
Research Objective: How effective are different signs in convincing hotel guests to use their 
towel multiple times instead of asking for a new, clean one after each shower. 
 
With the adoption of environmental programs, more and more customers are urged to reuse their 
towels to help conserve environmental resources by conserving energy and reducing the amount 
of pollutants released into the environment. Considering the finding that over 75% of Americans 
consider themselves environmentalists, hotels are trying to convince guests of acting more 
responsibly with the argument centred on the environment. Goldstein and Cialdini hypothetised 
that the message conveying the descriptive norms (other guests, other guests of this room, other 
men/women, other citizens) would result in greater towel reuse than the industry standard (help 
the environment). Also, they hypothetised that ‚other guest of this room’ would lead to the best 
result, since the exact locational attribute might work together with learning patterns of learning 
how others perform in the same situation being more important than how people in the same 
react.  
„One possible explanation for why provincial norms might be especially influential stems from 
the fact that it is typically beneficial to follow norms that most closely match one’s immediate 
settings, situation, and circumstances.“ 
„This suggests that had we employed a descriptive norm characterising a social identity that was 
considered by guests to be both important and uncommon, the relationship would have been 
especially powerful.“ 
„..should ensure that the norms of the reference group are as situationally similar as possible to 
the intended audience’s circumstances.“ 
 
Results: Significant differences were found between the descriptive approach and the normative, 
as well as between the exact localisation and the other descriptive messages. 
 
Paper: Try it, you’ll like it 
The paper analyses evaluations of differences in preferability between normal beer and ‚MIT-
beer’, which has a couple of drops of balsamic vinegar added. One group was informed 
beforehand, one group was informed after consumption and to one group information was 
generally withheld. The timing of the information mattered substantially. Pre-information led to 
a significant decline in preferability, whereas information after the consumption and withholding 
information did not make a significant change. It remains unclear whether knowledge can also 
change the experience itself, just as it remains unclear in most taste-test studies whether brand 
identity is just another input to respondents’ overall evaluation. People (reasonably) anticipated 
disliking the MIT brew, and this negative anticipatory emotion lingered to degrade their 
subsequent consumption experience. The relative influence of perceptual and conceptual inputs 
on overall evaluations likely depends on the timing of the information, the timing of the 
judgement, the particular domain, and the range of sensory and cognitive processes engaged by 
the particular task instructions. 


