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CONSUMER BEHAVIOUR

UNIT 1 CONSUMER BEHOVIOUR — CONCEPT AND OVERVIEW

1. Concept of consumer behaviour.

Consumer behavior refers to the study of how individuals, groups, or organizations select, purchase, use, and dispose
of goods, services, experiences, or ideas to satisfy their needs and desires. It encompasses the various psychological,
social, cultural, and personal factors that influence the decision-making process of consumers. Understanding
consumer behavior is crucial for businesses to develop effective marketing strategies and create products and services
that meet the needs of their target market. Key aspects of consumer behavior include:
1. Psychological Factors:

- Motivation: The inner drive that compels a consumer to take action to satisfy a need or desire.

- Perception: How consumers interpret and make sense of information and stimuli from their environment.

- Learning: The process through which consumers acquire information and experience that shape their purchasing
behavior.

- Beliefs and Attitudes: The convictions and feelings that consumers hold about products, brands, and services,
which influence their buying decisions.

2. Social Factors:

- Family: The influence of family members on consumer decisions, including the roles of parents, children, and
spouses.

- Reference Groups: Groups that consumers look to for guidance, such as friends, colleagues, or celebrities, which
can affect their purchasing choices.

- Social Class: The socioeconomic status of consumers, which affects their preferences, behaviors, and consumption
patterns.

- Culture and Subculture: The shared values, beliefs, and customs within a society or group that influence consumer
behavior.

3. Personal Factors:

- Age and Life Cycle Stage: The impact of a consumer’s age, life stage, and personal circumstances on their buying
behavior.

- Occupation: The influence of a consumer’s job or profession on their purchasing decisions.

- Economic Situation The effect of a consumer’s income, savings, and financial stability on their ability and
willingness to buy.

- Lifestyle: The way consumers live their lives, including their activities, interests, and opinions, which shape their
preferences and choices.

- Personality and Self-Concept: The individual characteristics and self-perception of consumers that influence their
buying behavior.
4. Decision-Making Process:

- Problem Recognition: The realization by the consumer that they have a need or problem that requires a solution.

- Information Search: The process of seeking information about products or services to solve the identified problem
or fulfill the need.

- Evaluation of Alternatives: Comparing different products, brands, or services based on various criteria such as
features, price, quality, and reviews.

- Purchase Decision: The final decision to buy a particular product or service.

- Post-Purchase Behavior: The consumer’s experience after the purchase, including satisfaction or dissatisfaction,
and the likelihood of repeat purchases or word-of-mouth recommendations.
Understanding consumer behavior helps businesses tailor their marketing efforts, product development, and
customer service to meet the needs and preferences of their target audience, ultimately leading to increased
customer satisfaction and loyalty.
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2. Model of consumer Decision making

The consumer decision-making process is a complex and multi-stage process that involves several steps and factors.
There are various models that describe this process, but one of the most widely accepted models includes the
following five stages:
1. Problem Recognition:

- Trigger: The process begins when a consumer recognizes a need or problem. This can be triggered by internal
stimuli (e.g., hunger, thirst) or external stimuli (e.g., advertising, word-of-mouth).

- Need Acknowledgment: The consumer becomes aware of the discrepancy between their current state and a
desired state.
2. Information Search:

- Internal Search: The consumer recalls information from memory based on past experiences and knowledge.

- External Search: The consumer seeks additional information from outside sources, such as friends and family,
online reviews, advertisements, and expert opinions.

- Effort Level: The extent of the search varies depending on the importance of the purchase and the consumer’s prior
knowledge.
3. Evaluation of Alternatives:

- Criteria Development: The consumer establishes criteria for evaluating the different options, such as features,
benefits, price, and quality.

- Comparison: The consumer compares the alternatives based on the established criteria. This might involve creating
a list of pros and cons or using a decision matrix.

- Preference Formation: The consumer develops a preference for one of the options.
4. Purchase Decision:

- Intention to Buy: The consumer forms an intention to purchase a specific product or service.

- Situational Influences: Factors such as availability, price discounts, and promotions can influence the final decision.

- Purchase: The consumer completes the transaction, purchasing the chosen product or service.
5. Post-Purchase Behavior:

- Consumption: The consumer uses the purchased product or service.

- Evaluation: The consumer assesses their satisfaction with the purchase based on their expectations and the
product’s performance.

- Cognitive Dissonance: The consumer may experience post-purchase dissonance or buyer’s remorse, leading to
second-guessing their decision.

- Feedback: The consumer may provide feedback, write reviews, or recommend the product to others. Satisfied
customers are likely to become repeat buyers and brand advocates, while dissatisfied customers might return the
product or leave negative reviews.

Influencing Factors:

- Psychological Factors: Motivation, perception, learning, beliefs, and attitudes.

- Social Factors: Family, reference groups, social class, and culture.

- Personal Factors: Age, occupation, lifestyle, personality, and economic situation.

- Situational Factors : Physical environment, time constraints, and the context of the purchase.

By understanding the consumer decision-making model, businesses can better tailor their marketing strategies to
address each stage of the process, thereby influencing consumer decisions and improving customer satisfaction.

3. Steps in the process of consumer behaviour?
Answer: Consumer behavior refers to the process consumers go through when they make purchasing decisions. This
process can be broken down into several steps:

1.Problem Recognition
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- What it is: The consumer identifies a need or a problem that requires a solution. This could be triggered by internal
stimuli (e.g., hunger, thirst) or external stimuli (e.g., advertising, word of mouth).
- Example: Realizing you’re out of coffee and need to buy more.

2. Information Search

- What it is: The consumer seeks information to solve the identified problem. This can involve internal search
(recalling past experiences) or external search (looking up product reviews, asking friends, visiting stores).

- Example: Researching different coffee brands and types online.

3. Evaluation of Alternatives

- What it is: The consumer compares different products or brands based on various attributes such as price, quality,
features, and benefits.

- Example: Comparing different coffee brands, types, prices, and customer reviews to choose the best option.

4. Purchase Decision

- What it is: The consumer makes a final decision on what product to buy, where to buy it, and when to buy it. This
decision may be influenced by various factors such as promotional offers, store layout, or social influences.

- Example: Deciding to purchase a particular brand of coffee from an online store due to a discount offer.

5. Purchase

- What it is: The actual transaction where the consumer buys the chosen product. This step includes the payment
process and receipt of the product.

- Example: Completing the purchase of the coffee online and receiving a confirmation email.

6. Post-Purchase Behavior

- What it is: The consumer reflects on their purchase decision and experience. This step includes the evaluation of
satisfaction or dissatisfaction, which can lead to future buying behavior (e.g., repeat purchases, word-of-mouth
recommendations).

- Example: Drinking the coffee and feeling satisfied with the purchase, leading to a positive review or a repeat
purchase.

7. Disposal (Optional)

- What it is: After using the product, the consumer decides how to dispose of it. This step can include recycling,
reselling, or simply discarding the product.

- Example: Recycling the coffee packaging or reusing it for another purpose.

These steps can vary depending on the complexity of the purchase and the type of consumer decision-making
involved (e.g., routine, limited, or extensive).

4. Definition of post purchase behaviour

Post-purchase behavior refers to the actions and reactions of consumers following the purchase of a product or
service. This stage of the consumer decision-making process is critical because it determines the consumer’s level of
satisfaction or dissatisfaction with their purchase, which can influence future buying behavior and brand loyalty. Key
aspects of post-purchase behavior include:
1. Consumption and Use:

- The consumer uses the product or service and assesses its performance based on their expectations and the
information provided during the sales process.
2. Satisfaction or Dissatisfaction:

- Satisfaction: When the product or service meets or exceeds the consumer’s expectations, leading to a positive
evaluation.
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- Dissatisfaction: When the product or service falls short of expectations, resulting in a negative evaluation.

3. Cognitive Dissonance:

- Also known as buyer’s remorse, cognitive dissonance occurs when a consumer experiences uncertainty or doubt
about whether they made the right purchase decision. This is more common with expensive, high-involvement, or
complex purchases.

4. Feedback and Reviews:

- Satisfied consumers may leave positive reviews, recommend the product to others, and become repeat buyers.

- Dissatisfied consumers may leave negative reviews, complain to the company, or return the product. They might
also share their negative experiences with others, potentially influencing future purchasing decisions.

5. Post-Purchase Support:

- The level of customer service and support provided by the company after the purchase can significantly impact
post-purchase behavior. Effective support can mitigate dissatisfaction and enhance overall satisfaction.
6. Brand Loyalty and Repurchase:

- Positive post-purchase experiences can lead to brand loyalty, where consumers repeatedly choose the same brand
for future purchases.

- Conversely, negative experiences can result in consumers switching to a competitor’s product or service.
Understanding and managing post-purchase behavior is crucial for businesses because it affects customer retention,
word-of-mouth marketing, and overall brand reputation. Companies often use follow-up surveys, loyalty programs,
and responsive customer service to monitor and enhance post-purchase satisfaction.

UNIT 2 FACTORS AFFECTING CONSUMER BEHAVIOUR

1. Internal factors affecting Consumer behaviour?
Answer: Internal factors that affect consumer behavior are the psychological and personal characteristics that
influence how consumers make decisions. These factors originate within the individual and can significantly shape
their preferences, attitudes, and purchasing behavior. Here are some key internal factors:

1. Motivation

- Description: Motivation is the driving force behind a consumer's actions and behavior. It arises from a need or
desire that prompts them to take action, such as purchasing a product to fulfill that need.

- Example: A person may be motivated to buy a gym membership to satisfy their need for fitness and health.

2. Perception

- Description: Perception is the process by which consumers select, organize, and interpret information to create a
meaningful picture of the world. It affects how they view products, brands, and marketing messages.

- Example: Two consumers might perceive the same advertisement differently; one may see it as entertaining, while
another might find it annoying.

3. Learning

- Description: Learning refers to the changes in behavior that result from experiences. Consumers learn from past
experiences, observations, and information, which influences their future decisions.

- Example: A consumer might choose a particular brand of coffee because they have learned from past experiences
that it tastes the best.

4. Attitudes and Beliefs

- Description: Attitudes are a consumer's consistent evaluations, feelings, and tendencies toward an object or idea.
Beliefs are the thoughts and knowledge a consumer has about a product or brand. Together, they shape a consumer’s
response to products.

- Example: If a consumer has a positive attitude towards eco-friendly products and believes in environmental
conservation, they are more likely to purchase sustainable products.
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5. Personality and Self-Concept

- Description: Personality refers to the unique psychological characteristics that lead to relatively consistent and
enduring responses to the environment. Self-concept is how consumers perceive themselves, which can influence
their purchasing behavior.

- Example: A consumer with a strong self-concept of being fashionable may purchase trendy clothing to maintain
that image.

6. Lifestyle

- Description: Lifestyle refers to the way a person lives, including activities, interests, and opinions. It reflects their
values, attitudes, and behavior patterns, which influence their purchasing decisions.

- Example: A consumer who values a healthy lifestyle may prefer organic foods and regular exercise, influencing their
purchase of groceries and fitness-related products.

These internal factors interact with external factors such as social influences, cultural background, and marketing
strategies to shape overall consumer behavior. Understanding these internal factors is crucial for marketers to
effectively target and engage consumers.

2. External Factors affecting Consumer behaviour?
Answer: External factors affecting consumer behavior are influences from outside the individual that shape their
purchasing decisions. These factors include cultural, social, economic, technological, political, legal, and environmental
influences. Here's a summary of the key external factors:

1. Cultural Factors

- Description: Culture includes the shared values, beliefs, customs, and behaviors of a society that influence
consumer preferences and behaviors.

- Example: Cultural norms around gift-giving can increase the demand for certain products during holidays.

2. Social Factors

- Description: Social factors involve the influence of family, friends, social groups, and reference groups on consumer
behavior.

- Example: A consumer might choose a particular brand because it is popular among their peer group.

3. Economic Factors

- Description: Economic conditions, such as income levels, inflation, and employment rates, impact consumer
purchasing power and spending habits.

- Example: During a recession, consumers may reduce spending on luxury items and focus on necessities.

4. Technological Factors

- Description: Technological advancements can affect consumer behavior by changing how products are purchased,
accessed, and used.

- Example: The growth of e-commerce has made online shopping more accessible, influencing consumer behavior.

5. Political and Legal Factors

- Description: Government policies, regulations, and legal frameworks can influence consumer choices by setting
standards for product safety, labeling, and advertising.

- Example: Regulations requiring clear nutritional information on food packaging can guide healthier consumer
choices.

6. Environmental Factors
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- Description: Environmental awareness and sustainability concerns are increasingly influencing consumer
preferences for eco-friendly products.
- Example: Consumers may prefer products with recyclable packaging or those made from sustainable materials.

7. Marketing Mix Factors

- Description: The marketing strategies employed by companies, including product, price, place, and promotion, play
a significant role in shaping consumer behavior.

- Example: A well-executed advertising campaign can create awareness and drive demand for a new product.

8. Social Media and Online Influences

- Description: Social media platforms and online communities influence consumer behavior through peer reviews,
influencer endorsements, and targeted ads.

- Example: A product recommended by a popular influencer on Instagram can quickly become a trend.

9. Demographic Factors

- Description: Demographics such as age, gender, education, and income level shape consumer needs and
preferences.

- Example: Younger consumers might be more inclined to buy the latest tech gadgets, while older consumers might
focus on ease of use and reliability.

These external factors interact with each other and with internal factors (like motivation and perception) to shape
overall consumer behavior. Understanding these influences helps businesses and marketers effectively target and

engage consumers.

UNIT 3 CONSUMER VS ORGANISATIONAL BUYING BEHAVIOUR

1. Characteristics of Consumer buying behaviour?
Characteristics of Consumer Buying Behavior

Consumer buying behavior refers to the decision-making process of individuals or households purchasing goods and
services for personal use.

1. Individual Decision-Making:

- Description: Consumers typically make purchase decisions based on personal needs, preferences, and desires.
These decisions are often influenced by emotions, brand loyalty, and social influences.

- Example: A consumer choosing a smartphone might prioritize brand, aesthetics, or user reviews.

2. Emotional Influence:

- Description: Emotions play a significant role in consumer purchases. Consumers may buy products based on how
they feel about a brand or product, rather than purely rational criteria.

- Example: A consumer may buy a luxury item as a reward, driven by the desire for prestige.

3. Shorter Decision-Making Process:

- Description: The consumer decision-making process is generally quicker, especially for low-involvement or routine
purchases.

- Example: Buying groceries or daily essentials often involves little deliberation.

4. Brand Loyalty:
- Description: Consumers often develop loyalty to specific brands based on past experiences, satisfaction, or
perceived quality.
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- Example: A consumer consistently buys the same brand of coffee because they trust its taste and quality.

5. Influence of Marketing and Advertising:

- Description: Marketing strategies, advertisements, and promotions significantly influence consumer choices, often
creating a perceived need or desire.

- Example: A well-crafted advertisement might persuade a consumer to try a new product.

6. Focus on Personal Satisfaction:
- Description: Consumer purchases are often aimed at personal satisfaction, comfort, or enjoyment.
- Example: A consumer buys a comfortable pair of shoes for personal use, focusing on comfort and style.

7. Social Influences:

- Description: Family, friends, social groups, and cultural norms heavily influence consumer behavior. Word-of-
mouth and social media also play crucial roles.

- Example: A consumer might choose a restaurant based on friends' recommendations or positive online reviews.

2. Characteristics of Organisational buying behaviour?
Characteristics of Organizational Buying Behavior

Organizational buying behavior refers to the purchasing decisions made by businesses, institutions, and other
organizations for use in production, operations, or resale.

1. Group Decision-Making:

- Description: Organizational buying typically involves a group or committee, with multiple stakeholders participating
in the decision-making process. This often includes roles like buyers, users, influencers, deciders, and gatekeepers.

- Example: A company purchasing new software might involve the IT department, procurement team, and senior
management.

2. Rational and Objective Criteria:

- Description: Organizational purchases are primarily driven by rational and objective criteria such as cost, quality,
supplier reliability, and technical specifications.

- Example: A manufacturer selecting a supplier for raw materials will evaluate factors like price, delivery time, and
product consistency.

3. Complex Decision-Making Process:

- Description: The decision-making process in organizational buying is often longer and more complex, involving
detailed evaluation and negotiation.

- Example: Procuring heavy machinery may require extensive research, vendor meetings, and contract negotiations.

4. Formalized Processes and Policies:

- Description: Organizations typically follow formalized procedures, including requests for proposals (RFPs), purchase
orders, and contracts.

- Example: A government agency issuing an RFP for a construction project follows strict guidelines to ensure
compliance and fairness.

5. Focus on Business Needs and ROI:

- Description: Organizational purchases are focused on meeting business needs, improving efficiency, and
maximizing return on investment (ROI).
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- Example: A company investing in energy-efficient equipment aims to reduce operational costs and improve
sustainability.

6. Long-Term Supplier Relationships:

- Description: Organizations often establish long-term relationships with suppliers, focusing on reliability,
consistency, and mutual benefit.

- Example: A retailer might establish a long-term contract with a logistics provider to ensure consistent delivery
schedules.

7. Involvement of Multiple Stakeholders:

- Description: Organizational buying involves various stakeholders, including end-users, technical experts, financial
officers, and senior management.

- Example: Purchasing new office furniture may involve input from HR (for employee comfort), finance (for budget
considerations), and facilities management (for installation and maintenance).

8. Emphasis on Negotiation:

- Description: Price, terms, and conditions are often negotiated in organizational buying, leading to customized
agreements.

- Example: A business might negotiate bulk discounts or extended payment terms with a supplier.

3. Consumer VS Organisational buying behaviour?
Key Differences Between Consumer and Organizational Buying Behavior

- Decision-Makers: Individual consumers versus groups or committees in organizations.

- Decision Criteria: Emotional and personal satisfaction in consumer behavior versus rational, business-focused criteria
in organizational buying.

- Process Complexity: Consumer buying is often quicker and simpler, while organizational buying is more complex and
formalized.

- Relationships: Consumers may switch brands easily, whereas organizations often build long-term relationships with
suppliers.

- Scale and Volume: Organizational purchases are typically larger in scale and volume compared to individual
consumer purchases.

Understanding these differences is crucial for marketers and sales professionals when developing strategies tailored to
each type of buyer.

4. Factors affecting Organisational buying behaviuor?
Answer: Organizational buying behavior is influenced by a variety of factors that can be categorized into
environmental, organizational, interpersonal, and individual factors. Each of these factors plays a role in how
organizations make purchasing decisions. Here's a summary of the key factors:

1. Environmental Factors
- Economic Conditions: The state of the economy, including factors like inflation, interest rates, and economic
growth, influences organizational budgets and purchasing power.
- Example: During a recession, organizations might cut back on spending or delay large purchases.
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- Technological Advancements: Rapid changes in technology can impact what products and services organizations
buy, as well as how they buy them.
- Example: The adoption of new software might require an organization to upgrade its IT infrastructure.

- Regulatory and Legal Factors: Government regulations, industry standards, and legal requirements can dictate
purchasing decisions, especially in regulated industries.
- Example: Environmental regulations might require a company to invest in eco-friendly machinery.

- Competitive Pressure: Actions by competitors can influence an organization's buying behavior as companies strive
to stay competitive.
- Example: If a competitor adopts a new technology, an organization might feel pressured to do the same to remain
competitive.

2. Organizational Factors
- Objectives and Strategies: The organization's goals and long-term strategies shape purchasing decisions to ensure
alignment with overall business objectives.
- Example: A company focused on sustainability might prioritize purchasing eco-friendly products.

- Policies and Procedures: Formalized rules, policies, and procedures guide how purchasing decisions are made,
including criteria for selecting suppliers and approving purchases.
- Example: An organization may have a policy requiring multiple bids for any purchase over a certain amount.

- Organizational Structure: The way an organization is structured, including who has decision-making authority,
influences the buying process.
- Example: In a centralized organization, purchasing decisions may be made by a central procurement team rather
than individual departments.

- Corporate Culture: The organization's culture, including its values and risk tolerance, can influence buying behavior.
- Example: A risk-averse company may prefer established suppliers with a proven track record.

3. Interpersonal Factors
- Roles and Influence: Different individuals in the organization (e.g., users, influencers, buyers, deciders) play specific
roles in the buying process, each contributing to the final decision.
- Example: A technical expert might have significant influence in selecting a new software platform, even if they are
not the final decision-maker.

- Power Dynamics: Power relationships within the organization can affect purchasing decisions, with certain
departments or individuals exerting more influence.
- Example: The finance department may have a strong influence on purchasing decisions due to budget control.

- Conflict and Collaboration: Interpersonal dynamics, including potential conflicts or collaboration among team
members, can impact the speed and outcome of the decision-making process.
- Example: Disagreement between departments over supplier selection could delay the purchase.

4. Individual Factors
- Personal Objectives and Motivations: Individual motivations, such as career advancement or personal recognition,
can influence how a person approaches a purchasing decision.
- Example: A manager might advocate for a supplier that has helped improve their department's efficiency.
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- Experience and Expertise: The experience and knowledge of the individuals involved in the buying process affect
how they evaluate options and make decisions.
- Example: An experienced procurement officer might be more confident in negotiating better terms with suppliers.

- Perceptions and Attitudes: Personal perceptions, such as brand loyalty or risk aversion, can also influence
organizational purchasing decisions.
- Example: A decision-maker with a strong preference for a particular brand might push for its selection despite
other options.

5. Buying Situation Factors
- New Task: When an organization is making a purchase for the first time, the decision-making process is often more
extensive and involves more evaluation.
- Example: A company purchasing a new type of machinery will likely conduct extensive research and consider
multiple options.

- Modified Rebuy: This occurs when an organization needs to make a purchase similar to a previous one but with
some changes or additional considerations.
- Example: A company might look for a new supplier for a product they regularly buy, due to dissatisfaction with the
current supplier.

- Straight Rebuy: In this situation, the organization reorders a product or service without significant changes. This is
usually a routine and streamlined process.
- Example: Reordering office supplies from an existing supplier is a straight rebuy.

6. Supplier Relationship Factors
- Supplier Performance: The past performance of a supplier, including reliability, quality, and delivery times, plays a
key role in future purchasing decisions.
- Example: An organization is likely to continue working with a supplier who consistently meets or exceeds
expectations.

- Trust and Long-Term Relationships: Trust and the strength of the relationship between the organization and the
supplier can influence purchasing behavior, especially in long-term partnerships.
- Example: A long-term relationship with a trusted supplier might lead to preferential treatment or better terms.

- Negotiation and Contractual Terms: The ability to negotiate favorable terms and the flexibility of the supplier can
also impact purchasing decisions.
- Example: A supplier offering flexible payment terms might be preferred over one with strict payment conditions.

Understanding these factors allows organizations to make more informed and strategic purchasing decisions, which
can lead to better outcomes and competitive advantages.

5. Factors affecting Consumer Buying Behaviour?
Answer: Consumer buying behavior is influenced by a variety of factors that shape how individuals make purchasing
decisions. These factors can be broadly categorized into cultural, social, personal, and psychological influences. Here's
a detailed look at the factors affecting consumer buying behavior:

1. Cultural Factors

- Culture: Culture is the set of basic values, perceptions, wants, and behaviors learned by a member of society from
family and other important institutions.
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- Example: In some cultures, high-end luxury products are seen as a status symbol, influencing consumers to buy
premium brands.

- Subculture: Subcultures are groups of people within a culture who share value systems based on common life
experiences and situations.
- Example: Ethnic groups, religious communities, or regional communities may have specific preferences for certain
products.

- Social Class: Social class influences preferences for brands and products, as people often choose products that
match their status.
- Example: A person from a higher social class may prefer luxury cars, while someone from a lower class might opt
for a more economical vehicle.

2. Social Factors
- Reference Groups: Reference groups, such as friends, family, or celebrities, can influence an individual’s buying
decisions by providing opinions and comparisons.
- Example: A teenager might choose a smartphone brand based on what their friends are using.

- Family: Family members can heavily influence buying decisions, especially in household purchases.
- Example: Parents might influence the choice of food products for the household, while children may influence the
choice of snacks or toys.

- Roles and Status: The roles and status of an individual within a group can affect their purchasing behavior.
- Example: A company executive might choose luxury brands to reflect their professional status.

3. Personal Factors
- Age and Life Cycle Stage: Age and the stage of life influence preferences and purchasing behavior.
- Example: A young adult might prioritize trendy clothing, while an older person might focus on comfort and
durability.

- Occupation: A person’s occupation affects the goods and services they buy.
- Example: A construction worker might purchase durable work boots, while an office worker may invest in formal
attire.

- Economic Situation: A consumer's economic situation, including income, savings, and debt levels, influences their
buying decisions.
- Example: During financial constraints, a consumer may choose cheaper alternatives or delay purchases.

- Lifestyle: Lifestyle refers to a person’s pattern of living as expressed in their activities, interests, and opinions.
- Example: A health-conscious person may prefer buying organic and healthy food products.

- Personality and Self-Concept: Personality traits and the image people have of themselves influence their purchasing
choices.
- Example: A person who sees themselves as environmentally conscious may prefer eco-friendly products.

4. Psychological Factors

- Motivation: Motivation is the drive that compels a consumer to satisfy a need or desire.
- Example: A person motivated by the need for status might purchase a luxury car.
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- Perception: Perception is the process by which individuals select, organize, and interpret information to form a
meaningful picture of the world.
- Example: A consumer might perceive a brand as trustworthy based on its advertising and packaging, influencing
their decision to buy.

- Learning: Learning refers to changes in an individual’s behavior arising from experience. As consumers learn, their
buying behavior changes.
- Example: A positive experience with a product may lead a consumer to become loyal to the brand.

- Beliefs and Attitudes: Beliefs and attitudes shape how consumers feel about products and brands, influencing their
choices.
- Example: A consumer with a strong belief in sustainability might avoid products from companies with poor
environmental records.

5. Situational Factors
- Purchase Situation: The specific situation in which a purchase is made can influence buying behavior, such as the
occasion or timing.
- Example: Buying a gift for a wedding might lead to the purchase of a more expensive item than usual.

- Physical Environment: The environment in which shopping occurs, including store layout, music, lighting, and
cleanliness, can affect consumer behavior.
- Example: A well-designed store with an inviting atmosphere might encourage consumers to spend more time and
money.

- Time Factors: The time available to make a purchase, such as time pressure or time of day, can influence decision-
making.
- Example: A consumer might make quicker, less-considered purchases when shopping in a rush.

These factors interact in complex ways to shape consumer behavior, and understanding them can help businesses
tailor their marketing strategies to effectively reach their target audiences.

6. SERVQUAL model?
Answer: The SERVQUAL model, developed by Parasuraman, Zeithaml, and Berry, is a widely used framework for
assessing service quality. It is designed to measure the gap between customer expectations and perceptions of service
performance. The model identifies key dimensions of service quality that are critical for customer satisfaction. Here’s a
detailed look at the SERVQUAL model:

SERVQUAL Model Overview
The SERVQUAL model focuses on five key dimensions of service quality:
1. Tangibles
- Description: The physical aspects of the service, including the appearance of physical facilities, equipment,
personnel, and communication materials.
- Example: Cleanliness and professionalism of the physical environment in a restaurant.
2. Reliability

- Description: The ability of the service provider to consistently deliver accurate and dependable service.
- Example: A bank consistently processing transactions correctly and on time.
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3. Responsiveness
- Description: The willingness and ability of the service provider to help customers promptly and efficiently.
- Example: A customer service representative addressing an issue quickly and effectively.

4. Assurance

- Description: The knowledge, competence, and courtesy of employees, and their ability to convey trust and
confidence.

- Example: A doctor’s expertise and ability to reassure a patient during a consultation.

5. Empathy

- Description: The provider's ability to understand and address the needs and concerns of customers on a
personalized level.

- Example: A hotel staff member recognizing and accommodating a guest’s special needs or preferences.

Key Concepts of the SERVQUAL Model

1. Expectations vs. Perceptions

- Expectations: What customers believe should be the standard of service.

- Perceptions: What customers actually experience from the service provider.

- The SERVQUAL model measures the gap between customer expectations and perceptions to determine overall
service quality.

2. Gap Analysis

- Gap 1: Knowledge Gap: The difference between customer expectations and management’s perception of those
expectations.

- Gap 2: Policy Gap: The difference between management’s perception of customer expectations and the service
quality specifications.

- Gap 3: Delivery Gap: The difference between service quality specifications and the service actually delivered.

- Gap 4: Communication Gap: The difference between the service delivered and what is communicated to
customers.

Application of the SERVQUAL Model

1. Service Quality Assessment:

- Purpose: To evaluate how well a service meets customer expectations and identify areas for improvement.

- Method: Use surveys to collect data on the five dimensions from customers, comparing their expectations and
perceptions.

2. Improvement Strategies:

- Focus Areas Address gaps identified in the SERVQUAL analysis to enhance service quality.

- Example: If the responsiveness dimension scores low, a company might implement faster response times and
better customer support training.

3. Benchmarking:
- Purpose: To compare service quality across different service providers or industry standards.
- Method: Use SERVQUAL data to benchmark performance against competitors or industry norms.

4. Customer Satisfaction and Loyalty:
- Purpose: To enhance overall customer satisfaction and build loyalty by improving service quality based on
SERVQUAL findings.
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- Method: Regularly monitor and address service quality gaps to maintain high levels of customer satisfaction.
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