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Learning Objectives

1. Define the consumer market and construct a simple model of
consumer buyer behavior.

2. Name the 4 major factors that influence consumer buyer behavior.

3. List and define the 4 types of buying decision behavior and the
stages in the buyer decision process.

4. Describe the adoption and diffusion process for new products.
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Learning Objective 1

Define the consumer market
and construct a simple model
of consumer buyer behavior.
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Consumer Markets and Buyer Behavior
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Consumer markets are made up of all the
Individuals and households that buy or acquire
goods and services for personal consumption.

Haute école de gestion de Genéve — International Business Management



Consumer Buying Behavior

Consumers make many buying
decisions every day and the buying
decision is the focal point of the
marketing effort.

BUT....
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Consumer Buying Behavior

Learning about the driving forces
behind consumer buying behavior is §
not so easy.

The answers are often locked deep within
the consumer’s mind.

Often, consumers themselves don’t know
exactly what influences their purchases.
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Consumer Buying Behavior

Do you know how quickly
consumers makes their
purchase decisions?
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Consumer Buying Behavior

Average time spent to make a brand purchase
in store: ¢ o

13 seconds 13

Average time spent to make a brand purchase

online: & SEC

19 seconds y
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People Prefer What is Easy & Familiar

s —

Up to 10,000 “Good Enough” 90% based on To make it through
decisions a day decisions that intuition and what the day, people go
happen in a blink feels right to familiar,
accessible,

popular



Conscious Mind: [( %
1. analyses
2. thinks & plans
3. short term memory

Subconscious Mind: 9() %
1. long-term memory
2. emotions & feelings
3. habits, relationship patterns, addictions
4. involuntary body functions
5. creativity
6. developmental stages
7. spiritual connection
8. intuition



The Buyer Decision Process
The 3 brains

Neocortex
cognition, language
sensory perception,
spatial reasoning

Mammalian Brain
emotion and feeling

Reptilian Brain

instincts



Neo-Cortex

The “new brain”:

- Analytical brain

- Responsible for rational
thinking

- Can analyse language,
features, benefits, price

Neocortex
cognition, language
sensory perception,
spatial reasoning

WHAT YOU DO

YOUR PRODUCT & ITS BENEFITS




Limbic Brain

- Responsible for feelings & — YO U R

emotions such as trust &

7~ ' J b
o 3/ ¢ . PURPOSE
- Drives behaviour & decision . . WHY YOU DO WHAT YOU

making ( - X
-« & DO

Mammalian Brain
emotion and feeling




Benefits (What) vs Purpose (Why)

Peak Performance #

We make the best outdoor & hiking gear, combining excellent
functionality with simple, attractive design. We also use quality
materials and constructions so that our clothes last for longer and

encourage you to repair and reuse your garments.

WOMEN MEN JUNIOR EXPLORE Peak Performance

OUTDOOR & HIKING

MEN ACTIVITIES OUTDOOR 5 HIKING

ALL CUTDOOR & HIKING

ACTIVITIES ¢ PRODUCT PROPERTIES COLOR FILTER BY SIZE SORT B8Y ¢

y,
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Patagonia
We are on a mission to save our home planet. We take action on the
most pressing environmental issues facing our world and invite you to
get involved so that we can all continue to rejoice in the outdoor sports
that we love. By the way, we have great quality outdoor gear with a life
long guarantee.

Shop Activism Sports Stories

.

We're in business to ‘ ﬁ‘
save our home planet. =

From supporting youth fighting against oil drilling to suing the A ‘

president, we take action on the most pressing enviconmental

=

issues facing our worldh f I
} »

f 2
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Start With Your Purpose

PURPOSE _ . . VALUE |
PROPOSITION

Tell the story of Create an emaotion, Reassure with the Create the rational
WHY you do what build loyalty & trust benefits of WHAT confirmation about the
you do you do decision
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Consumer Buying Behavior

Hence the importance of knowing your consumer
deeply (back to market research & consumer insights !)

what consumers buy, where do they buy it, how and how
much do they buy, when and why....

-

Our objective as marketers is to understand
The consumer path to purchase
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The Model of Buyer Behavior

® FIGURE | 5.1
The Model of Buyer Behavior

The environment Buyer's black box Buyer responses
Marketing stimuli Other Buyer's characteristics Buying attitudes and preferences
Product Economic * Buyer's decision process ‘ Purchase behavior: what the buyer buys,
Price Technological when, where, and how much
Place Social Brand engagements and relationships
Promotion Cultural

A

' We can measure the whats, wheres, and whens of buyer _— - -
behavior. But it's diffeult o "see” Inclde He conaumer's We look first at buyer characteristics as they affect buyer behavior and then discuss the

head and figure out the whys (that's why It's called buyer decision Process.
. the black baox). ]
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The Model of Buyer Behavior

Marketers try to understand how the stimuli are

Buyer’s black box
Buyer's characteristics changed into responses inside the consumer
pers decision process black box. This includes 2 things:

1. Buyers' characteristics influencing how she or he
will perceive the stimuli.

2. The buyer decision process itself. Decision
process includes need recognition, info search... and
begins long before the purchase is made.
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Learning Objective 2

Look at buyers’ characteristics
and name the four major
factors that influence
consumer buyer behavior.
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5 minutes to think about the following

What have you recently purchased :
that cost over 100.- Frs? |

g"

Write down all the reasons you &

purchased this particular item.
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4 Factors That Influence Consumer Buyer Behavior

@ FIGURE | 5.2
Factors Influencing Cultural
Consumer Behavior Social
Pearsonal
Cuture Psychological
Groups and social Age and life-
cycle stage Motivation
ary b ow et Occupation Perception Buyer
Hizpanic American, African . Family Emmmm situation Learning
American, and Aslan American Lifestyle Beliefs and
consumers—with marketing Personality and attitudes
programs tailored to thelr self-concept
apecific needs and preferences. Social class Roles and status
Cur buying decisions
are affected by an
People’s buying decisions reflect and contribute o their lifestyles— incredibly complex
their whole pattern of acting and interacting in the world. For example, combination of
KitchenAld sells much more than just kitchen appliances. 1t sells an entire external and internal
cooking and entertainment lifestyle to “Kitchenthusiasts.” influences,
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1. Cultural Factors

Culture is the set of basic values, perceptions,
wants, and behaviors learned by a member of
society from family and other important institutions.

Art/
Drama/

It is the most basic cause of a person’s wants and
behavior.

Human behavior is largely learned and
growing up in a certain society will Religlon G
clearly influence your behaviors based |
on the values, perceptions, wants which
have been transmitted to you.
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1. Cultural Factors

Example of cultural shifts

The rise of health and well-being in a lot of countries having created a big
iIndustry for health and fithess services, vegan alternatives, etc.
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Influencing Culture

always

WHAT DOES IT MEAN TO DO SOMETHING
“LIKE A GIRL”?
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1. Cultural Factors

Subcultures are groups of people within a
culture with shared value systems based on
common life experiences and situations. It
Includes nationalities, religions, racial groups
and geo regions.

Cross-cultural marketing is the practice of
Including ethnic themes and cross-cultural
perspectives within mainstream marketing.

® Targeting Hispanic consumers: Toyota’s award-winning “Mas Que un

CrOSS-CU ItU ral marketi ng appeals to consumer Auto” campaign created a strong emotional connection between Hispanics
similarities across subcultures rather than and their Toyotas with free, official-looking, personalized nameplates for

their much-loved cars— here, Pepe.
Toyota Motor Sales, U.S.A. Inc.

differences.
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Can you give me other
examples of subcultures?
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Example: African American Consumers

= A growing population with 47 millions black consumers in the US.
= 1.5 trillionS in annual buying power.

= Many companies developing products and marketing programs
specifically for them.

IT'S TIME FOR EVERYONE TO #TalkAboutBias
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1. Cultural Factors

Soclal classes are society’s ordered divisions whose members share similar
values, interests, and behaviors.

Measured as a combination of occupation, income, education, wealth.

cC CVCTE

| A A > ~ ANl pe ¢ ~
AMERICAN CLASS SYSTENM

Major American Social Classes
= Upper Class

= Middle Class upper class
= Working Class

= Lower Class middle class

’ | I | q[ | | J lower class

® Study.
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1. Cultural Factors

Why are social classes important?

= Because people within one social class
tend show similar buying behavior.

= Think about education, travel, leisure,
consumption ... people within the same
social class tend to demonstrate similar

behavior.

Haute école de gestion de Genéve — International Business Management

MIDDL
CLASS

4




4 Factors That Influence Consumer Buyer Behavior
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@ FIGURE | 5.2
Factors Influencing Cultural
Consumer Behavior Social
Pearsonal
Cuture Psychological
Groups and social Age and life-
cycle stage Motivation
ary b ow et Occupation Perception Buyer
Hizpanic American, African Family Ecnnnmrc situation Learning
American, and Aslan American Lifestyle Beliefs and
consumers—with marketing Personality and attitudas
programs tailored to thelr self-concept
apecific needs and preferences. Social class Roles and status
Cur buying decisions
are affected by an
People’s buyigg decisions reflect and contribute o their lifestyles— incredibly complex
rn of acting and interacting in the world. For example, combination of
KitchenAld sells much more than just kitchen appliances. 1t sells an entire external and internal
cooking and entertainment lifestyle to “Kitchenthusiasts.” influences,




What kind of groups or networks
can you think of?

Do you belong to any group or
what type of groups can
Influence you?
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Characteristics Affecting Consumer Behavior

Social Factors

Groups and Social Networks

Membership Aspirational
Groups Groups

« Groups with « Groups an « Groups that
direct iIndividual form a
Influence and wishes to comparison
to which a belong to or reference
person In forming
belongs attitudes or

behavior
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2. Soclal Factors

Groups & Social Networks

Online social networks
Buzz marketing

Social media sites
Virtual worlds

Word of mouth

. n loganpaul FOLLOW
P ' ! 123k likes
7 i
loganpaw! Bruh. Does It get much better
than this? Enjoying the goods on the
SDunkinDomuts app ) Go download it, sign
up for DD perks, and enter promo cade
LOGAN 10 get & lee biverage fad
Link n bio %

1 ayita_kase Mhhhh dunkin donuts 2= 1= ==
how old are you biw?

Iuke haasi0 Cayita_kasa ho's outof
college do probably ik carky te mid 208

502joseph STARBUCKS IS
BETTERRRRRRRRR

kaylacaste @sav620 | hope this is me and
7 years
sevB20 Me 100 fdreamsinile diayiacaste

~Deaniehoy_._ = is Mo en'te
doy_voa Somicis Sercoalacid

T -

Add 3 comment

Opinion leaders

® Harnessing the power of online social networking: Dunkin’ Donuts uses
Vine personality Logan Paul to promote its Dunkin’ Donuts app and DD Perks
loyalty program with posts on Vine and other social media.

Courtesy Logan Paul
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2. Soclal Factors

Word-of-mouth & Influencer Marketing

=  Word-of-mouth influence is the direct
recommendation of someone you trust
(trusted friends, associates, other
consumers tend to be more credible
and have more power than a
commercial ad). This is one of the
strongest persuaders available to
marketers.

= Influencer marketing is when a brand
uses influencers to spread the word
about a brand or a product.

Haute école de gestion de Genéve — International Business Management



2. Socilal Factors

Social Media

SOME has led to an explosion of WOM, with

online influencers and ambassadors who can
have a powerful impact on consumer buying

behavior.

&
Tip' Authenticity is key !
\ i
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Do you have examples of
great WOM or great
Influencer marketing plans?
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Nike and Colin Kaepernick

Beliove in;:;!omvthing. e

Even if‘it_.-?i_iieans'@&j{i«ingﬁgg&ry’ming.
RRUSEE, WS S

A &y

& Justdoit,
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Colin Kaepernick (American quarter back &
activist) used as key influencer for what he
represents.

Make the overall story ‘believe in something even
if it means sacrificing everything’ meaningful
and authentic.

Why? Because in 2016, Kaepernick remained
seated during the playing of the U.S. national
anthem prior to the game, rather than stand as is
customary, as a protest against racial injustice,
police brutality and oppression in the country. A
clear opposition to Trump.



2. Soclal Factors

Family

Family is the most important consumer-
buying organization in society. Family
members can strongly influence buyer
behavior, including children who have an
iInfluence on family buying decisions.

Haute école de gestion de Genéve — International Business Management



What brands do you purchase

because It Is what your parents
used?

Why do you think this occurs?
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2. Socilal Factors

Role and Status

Role and status can be defined by a person’s
position in a group. A person belongs to many
groups (association, club, communities...).

People usually choose products appropriate to
their roles and status.

Eg. a working mother plays different roles such
as a marketing director, a mother, perhaps a
sports fans etc... she will choose different
clothes, etc. depending on the role she is

playing.
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4 Factors That Influence Consumer Buyer Behavior

@ FIGURE | 5.2
Factors Influencing Cultural
Consumer Behavior Social
Pearsonal
Culture Psychological
Groups and social Age and life-
cycle stage Motivation
ary b ow et Occupation Perception Buyer
Hizpanic American, African . Family Emmmm situation Learning
American, and Aslan American Lifestyle Beliefs and
consumers—with marketing Personality and attitudas
programs tailored to thelr self-concept
gpecific needs and preferences, Social class Roles and status
Cur buying decisions
are affected by an
People’s tiying decisions reflect and contributd to their lifestyles— incredibly complex
their whol & world, For example, combination of
KitchenAld sells much more than just kitchen appliances. 1t sells an entire external and internal
cooking and entertainment lifestyle to “Kitchenthusiasts.” influences,
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Personal factors
5 key types of personal factors

= Age and life-cycle stage: people change products and services they
buy over time). Taste in food, clothes, furniture are often age related,
same for family purchases (depends on the life cycle of the family).

= Occupation: blue collar workers vs. executives will not have the same
buying behavior (also linked to social class...)

= Economic Situation: spending, personal income, savings, interest rates.
= Lifestyle: activities, interest, opinions.

= Personality: customers are likely to choose brands with personalities
that match their own.
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Personal Factors
Example of targeting based on age and Lifestyle

The resulting five segments proved attitudinally differentiated and demographically

distinct. )
YU 'NG ACHIEVERS CERNED MOMS N INCALLY MATURE UM SOLO CONTENT
Young Concerned Financially
Achievers Moms Mature
Younger Young, Middle Age Mature Mature
Skews male Mostly female Skews male Male and Female
Early adopters, Use social media, | Recognize value of Use social media
technical but not otherwise insurance
technical Mistrustful of
Driven, Risk taker Confident about financial inst.
Don’t know where financial matters
Price sensitive to begin Least interestin LI

Least price
Price sensitive sensitive




Personal Factors
Example of Personality
Personality refers to the unique

psychological characteristics that
distinguish a person or group.

HALE-IAVOSH

Brands also have personality,
also called brand character, and
consumers tend to choose brands
reflecting their own personality.
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4 factors that influence consumer buyer behavior

® FIGURE | 5.2
Factors Influencing
Consumer Behavior

Mary brands now tanget
gpecific subcultures—such as
Hizpanic American, African
American, and Aslan American
consumers—with marketing
programs tallored to thelr

gpecific needs and preferences.,

Cultural
Social
Culture Personal
Groups and social .
Age and life-
networks cycle stage
Occupation
Subculture i Economic situation
Family .
Lifestyle
Personality and
self-concept
Social class Roles and status

Psychological

Motivation
Perception
Learning

Beliefs and
attitudas

People’s buying decisions reflect and contritjute o their lifestyles—

their whole pattern of acting and interacting gn the world. For example,
KitchenAld sells much more than just kitcheg appliances. 1t sells an entire
cooking and entertainment lifestyle to “Kitchenthuslasts,” |

Haute école de gestion de Genéve — International Business Management

Buyer

Cur buying decisions
are affected by an
incredibly complex

combination of
external and internal

influgnces.




4. Psychological Factors

Motivation

A motive (or drive) is a need that
IS sufficiently pressing to direct
the person to seek satisfaction of
the need.
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4. Psychological Factors

Motivation

Least pressing need
? FlGURE.I 5.3 => fulfilment of
Maslow’s Hierarchy of Needs desires

Self-
actualization
needs
Self-development
and realization

' According to Maslow, human
Esteem needs \ needs are arranged in a hierarchy.

Self-esteem, recognition, status ‘ Starving people will take littie

‘ interest in the latest happenings
Social needs \ in the art world.
Sense of belonging, love \
Safety needs
Security, protection

Physiological needs
Hunger, thirst

Most pressing need
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4. Psychological Factors

Perception

Perception is the process by which people
select, organize, and interpret information to
form a meaningful picture of the world.
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If you watched television or on
line media last night, what ads
do you remember seeing?

Why did you remember that one
/ those ones over another?
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4. Psychological Factors

Perception
= People can form different perceptions of the same stimulus because
of 3 different perceptions processes.

= Remember people are exposed to thousands of stimulus every day,
it's impossible to pay attention to everything!

Selective
Retention

Selective
Distortion

Tendency to interpret
You screen out most of the information in a way that will
information you’re exposed to. support what you already
believe.

Selective
Attention

You will pay attention to
something that is relevant to
you (needs, values...) or good
points on a brand.
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4. Psychological Factors

Learning

Learning is the change in an
individual’s behavior arising from
experience.

Most human behaviors are learnt.
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4. Psychological Factors
Learning

A belief is a descriptive thought that a (
person has about something based on:

= Knowledge el
= Opinion
= Faith

An attitude describes a person’s

relatively consistent evaluations,

fee_lings, and tendencies toward an ,';{ ﬁ\g =1 DO
object or idea. |

Attitude
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How did a belief that you hold

Influence one of your purchase
decisions?

Haute école de gestion de Genéve — International Business Management
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The Model of Buyer Behavior

Marketers try to understand how the stimuli are

Buyer’s black box
Buyer's characteristics changed into responses inside the consumer
pers decision process black box. This includes 2 things:

1. Buyers characteristics influencing how she or he
will perceive the stimuli.

2. The buyer decision process itself. Decision
process includes need recognition, info search... and
begins long before the purchase is made.
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Learning Objective 3

List and define the major
types of buying decision
behavior and the stages In
the buyer decision process.

Haute école de gestion de Genéve — International Business Management



Buying Decision Behavior

Buying behaviours will depend greatly on whether you buy a tube of
toothpaste or toilet paper vs. a house or a car. The more complex
and important the buying decision is, the more participants will be
Involved in the buying decision.

)

4 types of buying behaviours

Haute école de gestion de Genéve — International Business Management



Buying Decision Behavior

Involvement in the category

)

High involvement Low involement

£

S

O

§ Significant differences El;-l.{;’fl? :gﬂnﬁ'ﬁrg;
% " ranas behavior buying behavior
G B

@ e

£ Few differences Dissonance- Habitual
3 between brands reducing buying
5 buying behavior behavior
f"D:
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Buying Decision Behavior

s

Involvement in the category

v High involvement if the product is expensive,
risky, infrequently purchased.

v Low involvement for products purchased often,
low risk, inexpensive.

Differences that exist between brands

Haute école de gestion de Genéve — International Business Management



Buying Decision Behavior

Shampoos — 3
Make up- 4
Perfumes — 5
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Buying Decision Behavior

Complex Buying Behavior

 High involvement in the category and
significant difference between brands
perceived by the consumer.

« Full information-gathering and brand
evaluation process.
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Buying Decision Behavior

Dissonance Reducing Buying Behavior

= Consumers highly involved with an
expensive, infrequent or risky purchase.

= BUT see little differences between brands.
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Buying Decision Behavior
Habitual Buying Behavior

= Low consumer involvement (habit)

= Little difference between brands
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Buying Decision Behavior

Variety Seeking Buying Behavior

= |Low consumer involvement.

= But significant differences
between brands.

= Consumers often do a lot of brand
switching (occurs for the sake of
variety more than because of
dissatisfaction).
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The Buyer Decision Process

5 steps in the decision process

= The buying process starts long before the actual purchase and continues
long after.

= Marketers must focus on the entire buying process, not just the purchase

decision. The more usual/routine the purchase is, the more consumers will
tend to skip some steps.

Need Information Evaluation of Purchase Postpurchase
recognmon search alternatives decision behavior

—
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The Buyer Decision Process

Step 1. Needs recognition

Need recognition is the first stage of the
buyer decision process, in which the
consumer recognizes a problem or need
triggered by:

= Internal stimuli (you realize you have a
specific need in your daily life).

= External stimuli (advertisement,
discussion with friend...).
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The Buyer Decision Process
Step 2: Information Search

Information search is the stage of the buyer
decision process in which the consumer is
motivated to search for more information.

Sources of information:
= Personal sources (friends, family...)
= Commercial sources (ads, website...)

= Public sources (social media, ratings and
reviews...)

= Experiential sources (using the product to
test)
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The Buyer Decision Process

Step 3: Evaluation of Alternatives

Alternative evaluation is the stage of the
buyer decision process in which the
consumer uses information to evaluate
alternative brands in the choice set.

The consumer ranks brands and forms
purchase intentions.
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The Buyer Decision Process

Step 4: Purchase Decision

Once the evaluation is complete, the _ B — “‘/“‘\
consumer buys the preferred brand. U 0%

.“‘ |
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The Buyer Decision Process

Step 5: Post-Purchase Behavior

Post purchase behavior is the stage of the
buyer decision process in which consumers take
further action after purchase, based on their
satisfaction or dissatisfaction.

=> Link between consumers’ expectations and
perceived performance will lead to customer
loyalty.
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The Buyer Decision Process

Step 5: Post-Purchase Behavior

\ ' Customer satisfaction is key to build long-term
b profitable relationships that drive loyalty and referrals.

Satisfaction is created when the purchase matches
the perceived customer value.

Remember: it is 5x cheaper to keep an existing
consumer vs. acquiring a new one!
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Learning Objective 4

Describe the adoption and
diffusion process for new
products.
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The Buyer Decision Process for New Products

The adoption process (or purchase funnel) is the mental process an individual
goes through from first learning about an innovation to final regular use.

Stages in the adoption process include:

- . - » Evaluation . Trial » Adoption

Haute école de gestion de Genéve — International Business Management



The Buyer Decision Process for New Products

Early

Adopters Laggards

Innovators
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The Buyer Decision Process for New Products
Individual Differences in Innovativeness

People differ greatly in their readiness to try new {)roducts. In each product area,
there are “Consumﬁtlon pioneers” and early adopters. Other individuals adopt
new products much later.

People can be classified as follows:
= |nnovators (try new ideas and accept risks associated)

= Early Adopters (adopt new ideas early but carefully — Opinion Leaders)

= Early Mainstream (adopt new ideas before the average population, but are
rarely leaders)

= Late Mainstream (skeptical, adopt an innovation after a majority has tried it)

= Lagging Adopters (tradition bound, suspicious of change and only adopt an
Innovation once it almost became a tradition in itself)
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(5“} on stage
Martin Lindstrom

Neuromarketing Expert
Delvmg Insnde the Customer’s Mind
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What Did You Learn?

= The best way to generate brilliant insights is to know your
WHO intimately.

= The unconscious part of the brain is key! This is where
brands are built.

= Importance of iconic assets.
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Herbal Essences
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Influencing Consumer Behaviour

= Marketers must understand buyer behaviour to best reach and
connect with their consumers

: BUT
= Marketing is also a very powerful tool to influence behaviour!

br that milder,  §

fresher taste
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Influencing Consumer Behaviour

How can we use marketing as a powerful tool for positive
transformation in the world?

= Innovate for sustainability @01/6
= Tell new stories of what success looks like y
= Make new sustainable consumption habits desirable lD %

O

= Influence brainprint in advertising

CHOCOLONELY.
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Brainprint

Are you using any of these in your creative?

Green examples

Bike in the

Bus stop background

Reusable cup

Connection
to nature

Reclaimed

Fixing things s chtl

Gardéning

Not so green examples

Aesthéticization
“of cars:

_‘. ks %
‘cardboard boxes

Swimming pools Disposable cups

distance shippin 7

Google



(=
S : Brands must address the perceived barriers
that are preventing consumers from taking

action on the SB Nine Sustainable Behaviors™

PRICE CONVENIENCE LACK OF INFORMATION

hd “The cost of these foods “We are so used to using 9 “Dor't know of companies

that are specifically
women onented _ if good

L .
gsr asovce yppogy  and competitively priced |
MORE  FoOD+s WOMEN would probably buy it over
WATER LGRS another product’

WASTE

Guide to DriVing QE=_ A o=

@ not
Sustalnable B8E many opportunities to use G0 program, so | don't EXPANE when standing in the store”
ENERTY renewables aroundhere®™ = CIRCULAR doit” EQUITY S
SMANT OPPORTUNITY
@

e PRICE LACK OF INFORMATION ’ LACK OF INFORMATION
1 would buy more durable, “It is not always clear on the ‘, *I dont actively research
reusable products if they fabel, and | purchase the the environmental

it ti e A

were available for purchase v ems that | am aware of” ‘ stance of companies'
. " THINK 8t 8 comparable cost to CHOOSE
Create an advantage in the marketplace through sustainable sumasie  disposablecnes”  NATURE

FRIENDLY

and innovative solutions that influence consumer behavior




Afdhel Aziz on Purpose & Next Gen Values




Key Points to Remember

= Understanding the model of buying
behavior will help your marketing decisions.

= 4 factors that influence consumer buyer
behavior. Don’t underestimate cultural.

= Buying decisions — think how you buy stuff.
Same for consumers.

= Post-purchase behavior is important.

= Adoption process or “purchase funnel” is
one of the critical concepts in marketing.
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Group Project

= Groupsof4to5
= Chose an interesting company — not one of the big, well-known ones like Apple et al
= Written assignment: 3000 — 4000 words. Upload as Word-document.

= Accurate referencing required. Plagiarism check will be on — do not copy any text. If Al is
used, this should be included in the references and in case of direct copy, use quotes.

= Oral assignment: 10—-15-minute presentation
= Grading: 70% on written report, 30% on oral presentation

= Follow the style of a marketing plan:
= Intro (10%)
= Competitive review (10%)
= Marketing Strategy (20%)
= Marketing Mix (20%)
= Conclusion (10%)
= QOral Presentation (30%)

30% of total module
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Group Project

e Part A: Introduction (10%)

v Company presentation e.g. history, activities / portfolio, size,
development stage

v Scope of your work (in case it is limited to part of the company’s
portfolio or to a geography)

v"What customer/consumer needs does the company fulfill? Are there
any key consumer insights used by the company?

v Relevant macro-environment factors

v Objectives
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Group Project

o Part B: Market and Competitive Analysis (10%)
v Market description, size and evolution

v Competitive review: key players and market shares (or company sizes
If not available) - Smaller players

v"Recent launches, relevant competitor's insights
v"Channels and logistics review (if relevant)

v SWOT analysis
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Group Project

e Part C: Marketing strategy (20%)
v Market segmentation
v Targeting approach
v Value proposition: positioning and differentiation

o Part D: Marketing Mix (20%)

v 4Ps: Product, Price, Place, Promotion (show how the marketing strategy
comes to life)

e Part E: Conclusion (10%)

v" Summary and evaluation of the marketing strategy and activities based on
your findings
v Your opinion or recommendation
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Group Project

= Confirm groups and submit company proposal deadline: Week 9
= Submission (report & slides): Week 12

= First group presentations: Week 12

= Second group presentations: Week 13

= Attendance is compulsory for everyone for both sessions!

= Results shared before Week 15

Haute école de gestion de Genéve — International Business Management






	Slide 1: Chapter 5:  Marketing   cONSUMER BEHAVIOUR 
	Slide 2: Principles of Marketing 
	Slide 3: Learning Objectives
	Slide 4: Learning Objective 1
	Slide 5: Consumer Markets and Buyer Behavior
	Slide 6: Consumer Buying Behavior
	Slide 7: Consumer Buying Behavior
	Slide 8: Consumer Buying Behavior
	Slide 9
	Slide 10: People Prefer What is Easy & Familiar
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15: Benefits (What) vs Purpose (Why)
	Slide 16: Start With Your Purpose
	Slide 17
	Slide 18: The Model of Buyer Behavior
	Slide 19: The Model of Buyer Behavior
	Slide 20: Learning Objective 2
	Slide 21: 5 minutes to think about the following 
	Slide 22: 4 Factors That Influence Consumer Buyer Behavior
	Slide 23: 1. Cultural Factors
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28: 1. Cultural Factors
	Slide 29
	Slide 30
	Slide 31: Example: African American Consumers
	Slide 32: 1. Cultural Factors
	Slide 33: 1. Cultural Factors
	Slide 34: 4 Factors That Influence Consumer Buyer Behavior
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41: Nike and Colin Kaepernick
	Slide 42
	Slide 43
	Slide 44
	Slide 45: 4 Factors That Influence Consumer Buyer Behavior
	Slide 46: Personal factors
	Slide 47: Personal Factors
	Slide 48: Personal Factors
	Slide 49
	Slide 50: 4 factors that influence consumer buyer behavior
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60: The Model of Buyer Behavior
	Slide 61: Learning Objective 3
	Slide 62: Buying Decision Behavior
	Slide 63: Buying Decision Behavior
	Slide 64: Buying Decision Behavior
	Slide 65: Buying Decision Behavior
	Slide 66: Buying Decision Behavior
	Slide 67: Buying Decision Behavior
	Slide 68: Buying Decision Behavior
	Slide 69: Buying Decision Behavior
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74
	Slide 75
	Slide 76
	Slide 77: Learning Objective 4
	Slide 78
	Slide 79
	Slide 80
	Slide 82
	Slide 83: What Did You Learn? 
	Slide 84: Herbal Essences
	Slide 85
	Slide 86
	Slide 87
	Slide 88
	Slide 89
	Slide 90: Key Points to Remember
	Slide 91: Group Project
	Slide 92: Group Project
	Slide 93: Group Project
	Slide 94: Group Project
	Slide 95: Group Project
	Slide 96

