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Consumer Behaviour



Consumer behaviour:
the actions a person takes in 
purchasing and using 
products and services. 

Purchase Decision Process: 
Consists of five stages… 
1) Problem Recognition 
2) Information Search 
3) Alternative evaluation 
4) Purchase Decision 
5) Post Purchase Behavior



1) Problem Recognition:
is perceiving a difference 
between a persons ideal 
and actual situations. 
Ex. Realizing there is no 
Milk in the fridge, realizing 
your high school clothes 
are not in style in 
University. 

Ad’s can create a problem, 
to initiate consumer 
decision making.



2) Information Search:
After recognizing a 
problem the consumer 
searches for 
information. 
Internal Search: 
Previous experiences 
with brands. 
External search: 
happens when risk of 
making the wrong 
decision is high and the 
cost of gathering info 
is low. 



3) Alternative Evaluation:
Once you have gathered 
your information, you 
then determine what is 
important to you. 

Price? Ease of use? 
Quality? Other? 
Advertisements will 
work to appeal to these 
desires.



4) Purchase Decision:
You are now ready to make a 
purchase decision. Two 
choices remain: (1) from 
whom to buy and (2) when to 
buy. 

Visits to retail 
stores,websites,catalogs, 
etc. 
Refunds and return 
policies? Sale prices? Other 
factors which enter your 
decisions.



5) Post Purchase Behaviour:

After buying it the consumer compares it with 
their expectations and is either satisfied or 
dissatisfied. 
Marketer’s must determine if the product is 
deficient or are consumer expectations too 
high? (Danger in sales/advertising) 
Satisfied buyers tell three other people, while 
dissatisfied buyers tell nine other people.



Situational Influences:
Often the purchase 
situation will affect the 
purchase decision process.  

There are 5 areas that will 
impact your decision making. 

1) The Purchase Task 
2) The Social Surrounding 
3) Physical Surroundings 
4) Temporal Effects 
5) Antecedent States



Situational Influences:

Purchase Task: The reason 
you engaged in the decision 
in the first place. 
Social Surroundings: Who is 
present with you at the time 
of purchase. 
Physical Surroundings: The 
décor, music, crowding. 
Temporal Effects: Time of 
day, amount of time 
available. 
Antecedent States: 
Consumers mood, amount of 
cash at hand.



Key Terms:

Psychology helps 
marketers understand 
why and how customers 
behave. 

The concepts of 
motivation, personality, 
perception, learning, 
values, beliefs, 
attitudes and lifestyle 
are all useful for 
interpretation.



Key Terms:
Perception: is the process by 
which an individual selects, 
organizes and interprets 
information to create a 
meaningful picture of the 
world. 
Eg. Product released to the 
market “Snow Pup” to “Snow 
Master”. 

Personality: refers to a 
person’s consistent behaviour 
or responses to recurring 
situations. 
Compliance, dominance, 
aggression, etc. 
Indicators of status – to fit 
personality types.



Key Terms:

Subliminal Messages:  
means you see or hear messages 
without being aware of them. 
Perceived Risk:  
represents the anxieties felt 
because the consumer cannot 
anticipate the outcome of the 
purchase.  
Eg. Bungee Jumping, Hair Dye, 
Stocks, etc.



Key Terms:
Brand Loyalty: 
Closely related to habit 
formation. 
Brand loyalty refers to 
having a favourable attitude 
towards a consistent 
purchase of a brand over 
time. 

Beliefs are a consumer’s 
subjective perception of how 
well a product or brand 
performs on different 
attributes.



Sociocultural Influences:

1) Personal Influence:  
A consumers purchases are 
often influenced by the 
views, opinions, or 
behaviours of others. 

2) Reference Groups: 
Are people to whom an 
individual looks as a basis 
for self appraisal or as a 
source of personal 
standards. 

Example: “What are you 
going to wear?”



Sociocultural Influences:

3) Family 
4) Social Class: The relatively 
permanent, homogeneous 
divisions in society into which 
people sharing similar values, 
interests and behaviours can be 
grouped. 
Determined by Occupation, 
Income and Education. 
5) Culture and Subculture 
Eg. Subculture – smaller 
groups in a culture, such as 
Baby Boomers, Western 
Canadians, etc.


