Introduction to CB
&
it's role in decision making

Learning Outcomes

1 Understand the meaning of consumption and consumer

behavior.

L.O2 Describe how consumers get treated differently in various
types of exchange environments.

L03 Explain the role of consumer behavior in business and
society.

LO4 Be familiar with basic approaches to studying consumer
behavior.

LO5 Describe why consumer behavior is so dynamic and how

recent trends affect consumers.

Understand the meaning of
consumption and consumer
behavior.

Consumer Behavior Perspectives

Human
Thought and
Action

Field of Study
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Consumer Behavior as Human
Behavior

Consumer behavior is the
set of value seeking
activities that take place as
people go about addressing
realized needs.

Consumer Behavior as Human
Behavior

- h

The behavior that consumers display
in searching for, purchasing, using,
evaluating, and disposing of products
and services that they expect will
satisfy their needs.

\ Shiffman and Kanuk (201%
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The Basic Consumption Process Consumption

Process by which goods, services or
ideas are used and transformed into
value.

H
H
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ol §or ., in whole o in part. 7 ! §or ., in whole o in part. 8
; LO!'J Evolving new dominant logic
Macro or Micro? 9 9
Thought leaders in marketing continually move away from
Pre-1900 site dheciod t diseecte o i aesscins I e by Twenty-first Century
i il o sl i I
Goods-Centered Model of Exchange | performing processes and exchanging skills and/or services in Service-Centered Model of Fxchange
(Concepts: angibles, statics, which value is cocreated with the consumer. The workdvicw (Concepts: intangibles, compelenecs,
discrete transactions, and operand changes from a focus on resources on which an operation or dynamics, exchange processes and
resources) st is performed (operand resources) to resources that produce relationships, and operant resources)
. . effects {operant resources).
Economists study consumer behavior

from a macro, or broad, perspective. Classica a8 Necslasscal Economics (1500-1920)

Formative Marketing Thought (Descriptive: 1900-1950)
~Commodities
~Marketing institutions
~Marketing fanctions

Consumer behavior researchers study
consumer behavior on a micro, or
more individual, level.

Marketing Management School of Thought (1950-2000)
+Customer orientation and marketing concept
: mark

o marketplace
ting fanstions (0 achisve opimal output
ace

Marketing as a Social and Economi Process (Emerging Paradigm: 1980-2000 and forwand
“Market oricniation provesses

«Services marketing processes
“Relationship marketing provesses

+Network management processes

Stephen, V. & R. Lusch (2004), Evolving to a New Dominant Logic for Marketing, Journal of Marketing, Vol. 68, No.1, pp. 4171
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Consumer Behavior and Closely Related
Disciplines LO?2

EOONOMCS PoYGHOLOSY Describe how consumers get

MARKETING

treated differently in various
types of exchange environments.

SOCIAL
PSYCHOLOGY =
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How are Consumers Treated?

Fast food

restaurant

Questions to Consider

e N
How competitive is the marketing

environment?
N Y,

~ R
How dependent is the marketer
on repeat business?

(Lo’) Some Terminology

Consumer

Market

(customer) orientation

orientation

Relationship
Marketing
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Explain the role of consumer
behavior in business and society.

copied or duplicated, or . inwhole or in par.

Why Study CB?

e N

Input to business/marketing strategy

Force that shapes society

Input to making responsible decisions
as a consumer

- J

ible website, in whole o in part. 17
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Resource-Advantage Theory

The resource-advantage theory
explains why companies succeed or
fail; the company goes about
obtaining resources from consumers
in return for the value the company’s
resources create.
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How Old are These Companies?

Make-Up or Hope?

COMPANY"  CORE PRODUCTS YEAR OF “BIRTH"  PLACE
Apple Computers, Communication Devices 1976 California
Home Depot  Building Supply and Retailing 1979 Georgia <
Walmart Mass Merchandising 1962 Arkansas ?
Microsoft CompulevrSrcﬂware 1975 New Mexico A myOpIC bus'ness VIEW deflnes the g
Tesco Food Retailing 1919 London, UK . ) H
Samsung  Flectronics 1969 Seoul, South Korea business in terms of products and not | :
McDonald’s  Fast Food 1956 llinois the Value consumers I’ECEIVE §
Toyota Motor Cars 1937 Japan : N
May not be d, copled or duplicated, or . in whole or in part. 19 May not be d, copled or duplicated, or , in whole or in part. 20
Different Ways of Doing Business CB and Society
As this billboard shows, attitudes toward smoking have
certainly changed over the last few decades. Smoking
m isn’'t so cool.
Product 1 Segment 1
Differentiated
Makeing o POOCI2 el I miss my lung, Bob.
Product 3 Segment 3
Niche ==
Marketing Frodt S
coped orduplicated, o posted 03 publicly accesilewebsic inwhole I art. 21 coped or duplicted,or  inwholeornpart 22
3
(LO’) CB and Personal Growth Hold the Phone!
Studying CB helps consumers make better
decisions by understanding:
Should public
Consequences of Role of i o
poor budgeting ole of emotions restrictions on
mobile phone usage
[ Avenues for ] [ Social influences J be created?
redress
Environmental
effects
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Lo*

Be familiar with basic
approaches to studying
consumer behavior.

23

Different Approaches to Studying
CB

Interpretive
Research

Quantitative
Research

Comparing Quantitative and
Qualitative Research

Quantitative Research

v, 4 W, .. 5 207, b e e Thorgson s e s,

Sporting Events

Ethnography is
useful in
understanding how
consumers turn
sports experiences
and memorabilia into
value.

— gavw— 28

LO?S

Describe why consumer behavior
is so dynamic and how recent
trends affect consumers.
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Trends

[ Internationalization

[ Technological Changes

[ Changing Communications

[

Changing Demographics

OMIKE KEMP/RUBBERBALL/JUPITERIMAGES

- — _J _J

[ Changing Economy
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Internationalization

STARBUCKS COFFEE

[r
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