
Q1. Define Consumer Behaviour and its applications? 

Definition 

The study of consumers helps firms and organizations improve their marketing 
strategies by understanding issues such as how 

 The psychology of how consumers think, feel, reason, and select between 
different alternatives (e.g., brands, products); 

 The  psychology of how the consumer is influenced by his or her 
environment (e.g., culture, family, signs, media); 

 The behavior of consumers while shopping or making other marketing 
decisions; 

 Limitations in consumer knowledge or information processing abilities 
influence decisions and marketing outcome;  

 How consumer motivation and decision strategies differ between products 
that differ in their level of importance or interest that they entail for the 
consumer; and 

 How marketers can adapt and improve their marketing campaigns and 
marketing strategies to more effectively reach the consumer. 

One "official" definition of consumer behavior is "The study of individuals, 
groups, or organizations and the processes they use to select, secure, use, and 
dispose of products, services, experiences, or ideas to satisfy needs and the impacts 
that these processes have on the consumer and society." Although it is not 
necessary to memorize this definition, it brings up some useful points: 

 Behavior occurs either for the individual, or in the context of a group (e.g., 
friends influence what kinds of clothes a person wears) or an organization 
(people on the job make decisions as to which products the firm should use). 

 Consumer behavior involves the use and disposal of products as well as the 
study of how they are purchased. Product use is often of great interest to the 
marketer, because this may influence how a product is best positioned or 
how we can encourage increased consumption. Since many environmental 
problems result from product disposal (e.g., motor oil being sent into sewage 
systems to save the recycling fee, or garbage piling up at landfills) this is 
also an area of interest. 

 Consumer behavior involves services and ideas as well as tangible products. 



 The impact of consumer behavior on society is also of relevance. For 
example, aggressive marketing of high fat foods, or aggressive marketing of 
easy credit, may have serious repercussions for the national health and 
economy. 

There are four main applications of consumer behavior: 

 The most obvious is for marketing strategy—i.e., for making better 
marketing campaigns. For example, by understanding that consumers are 
more receptive to food advertising when they are hungry, we learn to 
schedule snack advertisements late in the afternoon. By understanding that 
new products are usually initially adopted by a few consumers and only 
spread later, and then only gradually, to the rest of the population, we learn 
that (1) companies that introduce new products must be well financed so that 
they can stay afloat until their products become a commercial success and 
(2) it is important to please initial customers, since they will in turn 
influence many subsequent customers’ brand choices. 

 A second application is public policy. A near miracle cure for acne, was 
introduced. Unfortunately, Accutane resulted in severe birth defects if taken 
by pregnant women. Although physicians were instructed to warn their 
female patients of this, a number still became pregnant while taking the 
drug. To get consumers’ attention, the Federal Drug Administration (FDA) 
took the step of requiring that very graphic pictures of deformed babies be 
shown on the medicine containers. 

 Social marketing involves getting ideas across to consumers rather than 
selling something. Marty Fishbein, a marketing professor, went on 
sabbatical to work for the Centers for Disease Control trying to reduce the 
incidence of transmission of diseases through illegal drug use. The best 
solution, obviously, would be if we could get illegal drug users to stop. This, 
however, was deemed to be infeasible. It was also determined that the 
practice of sharing needles was too ingrained in the drug culture to be 
stopped. As a result, using knowledge of consumer attitudes, Dr. Fishbein 
created a campaign that encouraged the cleaning of needles in bleach before 
sharing them, a goal that was believed to be more realistic. 

 As a final benefit, studying consumer behavior should make us better 
consumers. Common sense suggests, for example, that if you buy a 64 liquid 
ounce bottle of laundry detergent, you should pay less per ounce than if you 
bought two 32 ounce bottles. In practice, however, you often pay a size 
premium by buying the larger quantity. In other words, in this case, knowing 



this fact will sensitize you to the need to check the unit cost labels to 
determine if you are really getting a bargain. 

There are several units in the market that can be analyzed. Our main thrust in this 
course is the consumer. However, we will also need to analyze our own firm’s 
strengths and weaknesses and those of competing firms. Suppose, for example, that 
we make a product aimed at older consumers, a growing segment. A competing 
firm that targets babies, a shrinking market, is likely to consider repositioning 
toward our market. To assess a competing firm’s potential threat, we need to 
examine its assets (e.g., technology, patents, market knowledge, awareness of its 
brands) against pressures it faces from the market. Finally, we need to assess 
conditions (the marketing environment). For example, although we may have 
developed a product that offers great appeal for consumers, a recession may cut 
demand dramatically. 

 

 

Q2. Illustrate Consumer Perception with examples. 

 

Analyzing how consumers access marketing messages can help brands 

discover consumers' preferences for how to receive information. 

Key Points 

 With more and more brands cluttering the marketplace, customer screen out 
the inconvenient and irrelevant messages that fail to address their needs and 
desires. 

 Failure to consider customer preferences can make communications efforts 
ineffective and costly for marketing organizations. 

 The timing and context of messages are important for brands seeking to cut 
through clutter and improve their marketing communications strategy. 

 

 



Consumer Perception of Communication  

Organizations must keep in mind both the internal and external factors that 
influence audience perception during the communications process. Identifying and 
analyzing how consumer’s access marketing communications reveals their 
preferences in receiving information. With more and more brands cluttering the 
marketplace, consumers screen out the inconvenient and irrelevant messages that 
fail to address their needs and desires. Organizations that are able to successfully 
craft brand messages and products directly addressing consumer requirements have 
a competitor’s advantage over similar brands.  

 

Considering customer preferences makes communications more effective and more 
economical. Failure to follow consumers' changing media preferences can be 
expensive. During the 1980s, cable television audiences grew rapidly. However, 
some advertisers were slow to react and continued to spend advertising dollars on 
the big television networks. As a result, advertising costs rose exponentially as 
brands fruitlessly searched for diminishing network audiences. Companies who 
listened to customer communication preferences and entered the cable market early 
reaped considerable advantages over competitors who failed to grapple with the 
changes in the consumer market.  

Improving Communications Strategy  

In the age of the Internet and digital communications, brands must carefully 
consider the timing and context of messages from consumers' point of view. 
Companies must ask where the receiver is most likely to be receptive of the 
message. Besides market analysis, understanding the communications process, 
seasonal trends, purchasing cycles, or usage patterns can maximize the relevance 
of a brand's messaging. For example, a person considering the purchase of a new 
car will be more receptive to marketing communications from a car dealership than 
a person who frequently uses public transportation.  

 



 

Q 3. How does a consumer perceive? 

 

The Consumer Perception Process  

Once the consumer has recognized a problem, they search for information on 
products and services that can solve that problem. Consumers use a variety of 
sources, including:  

 Personal sources  
 Commercial sources  
 Public sources  
 Personal experiences  

The internal psychological process that is associated with this information search is 
perception. Perception is defined as "the process by which an individual receives, 
selects, organizes, and interprets information to create a meaningful picture of the 
world. " During the perception process, consumers enter different stages where 



they choose which promotional messages they will expose themselves to. These 
are usually the messages that are most in line with their beliefs, attitudes, motives, 
and past experiences. Some consumers will selectively listen to and remember 
messages that are more meaningful or important to them based on these internal 
factors. Organizations can source information from this perception process, using 
these data to develop an effective promotional strategy.  

Once the consumer decides on the brands that appeal most to them, they compare 
the products in their evoked set. The evoked set refers to the number of alternatives 
considered by consumers during the problem-solving process. This set tends to be 
small relative to the total number of options available in the marketplace. To 
increase the likelihood that their brands are included in this shortlist, the marketing 
organization must understand the benefits consumers are seeking and the attributes 
most important to them during the decision-making process. Evaluating other 
competing brands in the consideration set also gleans important data for 
competitive advantage and proper marketing planning.  

 

 

Q4. Consumer Research is central to the success of a marketing strategy. Critically 

examine the above statement in the light of the present business environment in 

India. 

 

A. Consumer Research 

Consumer Research is the systematic collection and analysis of consumer 

information for the purpose of important decision making in marketing. 

 

Consumer Research plays an important role in marketing process, helps in 

consumer measurement, market potential, sales forecast, each element like product 

mix distribution mix, price effectiveness of an advertisement campaign, consumer 

acceptance of a product. In the fiercely competitive situation, it is extremely 

critical for an organization to monitor the customer satisfaction on a regular basis. 

 

Consumer Research is primarily used for two applications. These are : 

 

Routine problems analysis i.e., product potential, sales forecasting etc 



Non-routine problems analysis i.e. new product launch, success of promotional 

schemes. 

 

Relevance of consumer Research 

 

Consumer Research has become extremely relevant especially in the present 

business scenario and the reasons can be stated as under: 

 

1) Today’s business decisions are extremely complex and a large number of 

variables are involved. 

 

2) Globalization and liberalization has intensified competition and survival of an 

organization is at stake. 

 

3) Optimization at all levels to reduce costs. An organization need to know the 

areas, which offer cost reduc5tions without affecting the consumer expectations. 

 

4) Employees and shareholders are becoming increasingly aware of their rights to 

participate in decision-making process. 

 

5) The tools used for research has increased and organizations are increasingly 

participating data mining. 

 

Consumer Research and Analysis 

Consumer Behaviour Environment 

Marketing Strategy Development 

 

 

Marketing Strategy Implementation 

 

Consumer Research and Analysis 

 

Need for Consumer Research 

 

Marketers are often interested in knowing the feedback of consumers. As it has 



been discussed earlier the study of Consumer Research is extremely important for 

the formulation of marketing strategies. A marketer would be interested in 

knowing the answers to following questions: 

 

How do consumers interpret information about marketing stimuli such as products, 

stores and advertising? 

 

How do consumers choose from among alternative product classes, products and 

brands? 

 

How do consumers form evaluations for products and brands? 

 

How do consumers interpret the benefits of marketing offerings? 

 

How do behaviour and environment affect consumer beliefs and attitudes? 

 

Why are consumers more interested or involved in some products or brands than 

others? 

 

How do marketing strategies influence consumer’s beliefs and attitudes? 

 

 

Q.5. Define and explain the meaning of ‘Attitude”. Explain in brief the factors 

affecting the relationship between Attitude, Belief, and Behaviour. Explain the two 

theories of Attitude. 

 

A. A learned orientation or disposition, toward an object or situation, which 

provides a tendency to respond favorably or unfavorably to the object or situation. 

 

Attitudes are likes and dislikes. 

 

Attitude is a combination of beliefs of consumers about the product attributes and 

the evaluation of these attributes as being beneficial or not. 

 

Factors affecting relationships between attitude, Beliefs and Behaviour 



 

 

Lack of involvement 

If the involvement of an individual in a particular issue is low, then the relationship 

between attitudes and behaviour is also low. 

 

Lack of purchase feasibility 

An individual may be highly enthusiastic about the cars. He may collect as much 

information on cars as possible. He may get totally attracted to the new ad of 

Toyota after seeing the ad and getting more information about Corolla. He may 

form strong beliefs about the brand but such a belief may not lead to buy basically 

because the person may not have the buying capacity. Thus a positive attitude may 

not necessarily lead to the act of purchase. 

 

Poor attitude accessibility 

Consumers retain brand beliefs in memory as scheme representing their 

associations with the brand. For these beliefs to affect brand evaluations they must 

be accessible from memory. 

 

Changing market conditions 

One might have a very positive attitude towards a brand. He may have continued 

buying it for a long time. But if the prices are suddenly increased beyond his 

acceptable level or if the brand vanishes from the market then he will have no 

option but to go in for a different brand. 

 

Lack of relation between values and beliefs: 

An individual may well be aware of the risks of smoking the values an individual 

has towards smoking can be negative yet the risks of smoking. The values an 

individual has towards smoking can be negative yet the believes the he does not 

want to live longer than there will be no association between values and beliefs. 

 

Theories of attitude 

 

Congruity Theory 

This theory was developed by C.E. Osgood and P.H. Tannenbaum, is build on the 



notion of positive and negative attitudes and adds the concept of attitude strength. 

Congruity exists when a source and concept are positively associated have exactly 

the same evaluations. 

 

This theory helps to rate attitude on a quantitative scale from – 3 (highly 

unfavourable to + 3 (Highly favourable) with a middle zero point. In order to 

obtain congruity one should take into account the direction as well as the strength. 

 

Illustrate this theory with  example  

Helder’s Balance Theory: 

It maintains that people seek to achieve balance between their thoughts (Beliefs) 

and feelings (Evaluations). It is mainly concerned with the transfer of information 

between people. There are three elements in attitude formation the person, other 

person and object 

 

There are two generic types of relationships that exist between the elements. They 

are (1) linking or sentiment relations and (2) unit relations. 

 

Both the relations can be positive or negative. In a three-element system, balance 

will exist if all three relations are positive or if two are negative and one is positive. 

Conversely, imbalance exists if all three are negative or if two relations are 

positive and one is negative people have a tendency to perceive others and objects 

linked to them such that the system is balanced. This theory is useful to marketers 

to find ways to communicate better. 

 

When a salesman approaches the process will have three stages, which are as 

under: 

 

Stage – I 
In the first stage the salesman show you the leaflets and understands you needs. He 

then matches the benefits of the product with your needs, which leads to a positive 

attitude build by the trust you place on him. 

 

Stage – II 
After the sales talk you may either form a positive or negative opinion about the 



salesman. If you are favourable towards the salesman to achieve stability you will 

also form a positive opinion about the oven. If you are unfavourable towards the 

sales man you will also be unfavourable towards the oven. 

 

 
 

 

 

Q. 6. Explain the characteristics of Organizational Buyers, State the factors 

affecting organizational buying behaviour and clearly differentiate between 

organizational buying and individual consumer buying behaviours. 

 

A. Organizational Buying differs largely from consumers buying. One of the 

salient features of organizational buying is that it is basically a rational buying 

process. This means that organizational buying is based purely on utilitarian 

concept. There is nothing called hedonic buying. By principle, organizational 

buyers do not bring in emotions in their buying process and as such emotional 

appeals do not make any impact on their buying process. 

 

Factors affecting organizational buyer behaviour 

 

Environmental factors 

 

Physical: climate, Geographical location. 



Technological: Procurement related to inventory. 

Economic: Price Credit, cost, inventory etc. 

Political: Tariff barriers, Defense spending, lobbying 

Legal: Local, State, Central regulations 

 

Organizational Factors 

 

Tasks: Buying task performed to achieve corporate goals 

Structure 

Technology 

People 

 

Interpersonal factors 

 

The buying Center: Comprises of those people who interact during the buying 

process (Decision makers) 

 

Buying center roles i.e. initiators, influences, buyers, deciders, gatekeepers. 

 

Power Relationships: Invisible nature of power wielded by individual in an 

organization 

Individual factors 

 

Motivation of buying personnel 

It is well-known fact that the buyer’s overall responsibility is to buy efficiently and 

at the best possible terms and conditions so as to reduce overall costs of purchase. 

The purchase department has targets set for them at the beginning of every year. 

 

Perceptions of buying personnel 

It is to be clearly understood that although the personnel involved in the buying 

professional are rational, being human beings, they have their own perceptions. 

Sellers need to work around their perceptions to effectively achieve their goals. It 

is known fact that sellers try to collect as much information about the buyers so 

that they are in better position. 

 



Learning of buying personnel 

Organizations take special efforts to train their personnel in improving their buying 

skill sets. Often, such personnel are not for advanced training programs to sharpen 

their skills. 

 

Organizational V/s consumer Buying 

 

Geographical concentration 

Organizational buyers are concentrated in specific locations. Such concentration 

can be due to number of reasons like infrastructure availability, nearness to port, 

and closeness to raw material supply points. 

 

Fewer, larger buyers 

Organizational buyers are considerably fewer in number then the individual 

consumers but at the same time, these are very high volumes. Companies like Bajaj 

Auto, Telco, Maruti etc are huge buyers having purchase running in hundreds of 

crores. 

 

Vertical or horizontal markets 

When the product of the seller is such that it has a universal application, then it can 

cater to a large number of buyers in diverse industries. Computers are used in 

automotive, chemical, pharmaceutical, textile and other industries. Similar is the 

case with seller of generating sets, transformers, stapler pins and so on. There is the 

case with sellers of generating sets, transformers etc are referred to as horizontal 

markets. Sellers who cater to the needs of buyers in one particular industry will 

have vertical markets. 

 

Fluctuating demand 

Organizational buyers do not have uniform demand. This is because the demands 

are directly related to consumer demands. In India for example the industrial 

demand goes up just before the festival season. 

 

 

 

 



Q.7. Define consumer learning Explain the various components of learning 

process. 

A. Consumer learning: Learning is defined as a permanent change in the behavior 

of consumer as a result of past experience. 

 

Learning involves change in behavior. It is a process it can occur by increase in 

knowledge through reading of books, articles, observation, and thinking and 

through discussions. 

 

Components  of learning process 

 

Everyday an individual receives a variety of stimulus inputs. When a specific 

stimulus becomes associated with a specific response in a sufficiently permanent 

manner then the occurrences of the stimulus tends to bring a particular responses. 

The components are as under: 

 

Drive 

Drive is said to be a strong stimuli that forces action. The drive arouses in an 

individual an urge to respond to the stimuli and thus forms the basis of motivation. 

One needs to differentiate motive from a drive. 

 

Cues 

A cue is an object existing in the environment, as perceived by the individual cues 

give direction to the motives. Hence marketers need to determine the conditions 

that a cue will increase the probability of getting a specific response. 

 

Responses 

A stimulus leads to responses. It is the reaction of an individual to a stimulus. Such 

a response may be in the physical form or maybe in terms of complex phenomena 

such as attitudes, perceptions etc. psychologists have the opinion that responses 

must be operationally defined and physically observable. 

 

Reinforcement 

Reinforcement is a very basic condition of learning. Without it we cannot observe 

any measurable modification of behavior. Reinforcement is closely associated to 



the psychological process of motivation. Reinforcement refers to those 

environmental events. 

 

Retention 

The stability of learned behavior maintained by the individual over a period of time 

is called retention. Under repeated conditions of positive reinforcement, there is a 

tendency for the condition response to continue for a long period of time. 

 

 

 

 

Q. 8. Explain the various Attitude measurement techniques. It is possible to change 

the attitude of consumers towards products and brands? 

 

Attitude Measurement Techniques 

 

Thurston Scale: 

 

This scale also known as thrustone and clave scale is one of the best technique of 

measuring attitude with the help of equal appearing intervals. In this large number 

of statements are collected regarding a subject. This can be done through past 

experience, brain storming, expert opinions etc Thurstone and Clave had collected 

130 statements regarding the attitude of the respondents towards church. 

Respondents were asked to sort these statements into 11 piles evenly divided into 

those having extremely favourable to extremely unfavourable attitude. 

 

Summated Rating Scale 

 

Ø The methodology used in development of this scale for the purpose of attitude 

measurement is as under: 

 

Ø Researcher collects a large number of statements and eliminates those, which are 

ambiguous, irrelevant or deficient. 

 

The remaining statements are administered to one or more respondents for there 



reaction using a five point rating system i.e. strongly approve, approve, undecided, 

disapprove and strongly disapprove. 

 

 

Scalogram Analysis 

Guttman proposed this attitudinal scale. This method of scaling is based on the 

assumption that, an individual with a more favourable attitude score than another 

must be just as favourable or more favourable in his response to every statement. 

 

Semantic Differential 

This technique involves three dominant factors viz. evaluation potency and activity 

factor. It is a bi-polar scale confirming to the basis concept of motivation, 

attraction or repulsion from an object. Here respondents are asked to give their 

opinion on the several point scale. 

 

Attitude Change 

 

Beliefs are easier to change than desired benefits 

Desired benefits are more enduring, ingrained, and internalized than beliefs as they 

are more closely linked to consumer values. A manufacturer of pain relievers 

produces a brand that consumers regard as significantly stronger and as providing 

more immediate relief. But however may consumers put more value on the benefits 

of a mild safe brand that doctors recommend. 

 

Brand beliefs are easier to change than brand attitudes 

Cognitions are easier to change than affect. A change in beliefs precedes a change 

in brand attitudes. When consumers are involved. Changing their beliefs is easier 

than changing brand attitudes. 

 

For hedonic products, attitudes are a more relevant, vehicle for change than beliefs 

When consumers buy a product based on emotion or fantasy, they are relying on 

affect rather than cognitions. Hence attitudes are more relevant strategic vehicle for 

change. 

 

Attitudes are easier to change when there is a low lever of involvement 



Consumer attitudes are easier to change if there is little self-identification with the 

product, little emotional. 

Q.5. Explain with suitable examples with the importance of customer satisfaction 

in today’s environment. Describing the various sources of customer dissatisfaction. 

Explain in brief various measures that can be used for enhancing customer 

satisfaction. 

 

Source of customer dissatisfaction 

 

When the expected needs of the consumer are met, Consumer Satisfaction occurs. 

When the consumer gets a value from the product or service in excess of his 

expectation we say customer delight occurs. Such situation may occur due to many 

reasons. 

 

Lack of experience with an existing product when a customer buys a CD-Rom 

package, he may not know what to expect, since this may be his first experience at 

buying the package 

 

The product under consideration may be new product or an innovation. Doing 

marketing on the Internet 

 

The quality of service varies spontaneously. Many customers having air travel 

fright expect that the plane should land smoothly every time. But this may not be 

possible every time since it depends on the climate, mood of the pilot etc. 

 

Enhancing Consumer Satisfaction 

 

Customer satisfaction is a continuous process, which does not being, or end with a 

purchase it covers the entire ownership experience, from selecting a product, to 

purchase through after sales service to repeat purchase. Customer satisfaction 

process has three phases, which are as under: 

 

Pre-sales 

During sales 



After sales 

 

Pre-sales 

 

During this stage the customer’s expectations start developing through the various 

marketing stimuli like advertising, word of mouth, product packaging etc. here the 

critical issue is the availability of clear and useful information on: 

 

Ø The product or service 

Ø Its quality aspects 

Ø Core benefits 

Ø Price 

Ø Availability at sales outlets 

Ø How to obtain it. 

 

During sales: 

 

When the customer is experiencing the use of the product to his specific needs 

through the product catalogue or a sales talk of sales persons for this to happened, 

the followingneeds to exist. 

 

Ø Opportunity to inspect the product 

Ø Attractive sales environment 

Ø Courteous and attentive service 

Ø Reasonable and reliable delivery 

Ø Enhancing the quality of goods or services 

Ø Prompt redressed in case of complaint receipt. 

Ø Freedom to choose without undue sales pressure 

 

After sales 

 

It refers to the period when the customer has started using the product or service to 

meet his specific needs. This will include the following: 

 

Ø Necessary support or advice to be provided. 



Ø Prompt replacement or refund if necessary 

Ø A smooth and straight forward complaints procedure 

Ø Efficient repair and maintenance service. 

Ø Efficient and effective consumer follow-up process. 

 

 

 

 

Q. 9. ‘A detailed study of consumer behaviour is essential for the success of any 

business organization in the present environment’. Examine the statement in the 

Indian context. 

 

A. Consumer Behaviour 

Consumer behaviour is defined as “the dynamic interaction of affect and cognition, 

behaviour and the environment by which human beings conduct the exchange 

aspect of their lives.” Means that the buying actions of consumers are greatly 

affected by their thought process and their feelings experienced. 

 

Scope of consumer behaviour 

Consumer behaviour can be looked upon as a study of how individual make 

decision on how to spend their available resource like time, money and effort on 

various consumption-related items. A marketer is interested in knowing answers to 

the following questions 

 

Ø Why do consumers buy a particular product/service brand? 

Ø How do they buy them? 

Ø Where do they buy these products? 

Ø How often do they buy them? 

Ø When do they buy them? 

Ø How often do they buy them? 

 

Importance of Consumer Behaviour 

 

The present business scenario is extremely complex and some highlights of it are 

as under: 



 

Ø Ever increasing intensity of competition 

Ø More aggressive competitors emerging with greater frequency 

Ø Changing bases of competition. 

Ø Geographic sources of competition are becoming wider. 

Ø Niche attacks are becoming frequent. 

Ø Pace of innovation is rapid. 

Ø Price competition becoming more aggressive 

Ø Product differentiation is declining. 

 

Focus plans of firm’s marketing function 

 

Customer Driven 

Mission and Values 

Customer Driven 

Strategy  

Customer Driven Goals 

Customer Retention 

New Customer 

Customer Driven Rewards 

 

 

Characteristics of consumer behaviour 

 

Consumer behaviour is dynamic 

 

The feelings, thinking, perceptions and actions of the consumers and the society at 

large keep changing frequently. 

 

Consumer behaviour involves interactions 

 

Consumer behaviour involves interactions among people’s thinking, feelings, and 

actions, and the environment. This forces marketers to understand three things: 

 

Ø What products and services mean to customers. 



Ø What influences shopping purchase and consumption? 

Ø What consumers need to do to purchase and consume products and service? 

 

Consumer behaviour involves exchange 

 

Consumer behaviour involves exchanges between human beings. People give up 

something of value to others receive something in return. 

 

Problems in consumer behaviour 

 

The problem in it is the lack of unified, well-defined and established theory on 

consumer behaviour. What we have only relevant ideas on buying behaviour. 

These ideas are based on their studies of: 

 

1. Economics 

2. Psychology and psychoanalysis 

3. Social science 

 

 

 

Q. 10. Short notes on Perceptual Selection, Price-Quality relationship and Risk 

Perceptions. 

 

A. Price-Quality Relationship 

Various research studies indicate that there is a strong relationship between price 

and quality. 

 

Ø Consumers lack product knowledge and use as quality index. 

Ø The source of price information is credible. 

Ø When the product differentiation is large (Eg) Mercedes Benz, Rado Watches 

and Cross-pens etc. 

 

Risk Perceptions 

 

Factors affecting perceived risks 



 

There is very little information about the product for example in case of 

pharmaceutical products consumers do not like to go in for alternative products 

unless they re-consult the doctor. 

 

Ø The product is new 

Ø The product is technologically complex eg. Laptop 

Ø The price is very important to the consumer. For example, purchase of a car or 

purchase of residential flat. 

Ø Price is very high eg. Jeweler. 

Ø Consumers have little knowledge and confidence in evaluating the brands. 

Ø Perceived absence of product definition when two products are absolutely 

similar the choice is difficult and people go by the name of the manufacturer. 

Selective perception 

 

Consumers in United State are exposed to about six hundred advertisements 

everyday. In India number is about thirty per day. Each consumer perceives a 

marketing stimulus selective because every individual is different as regards to his 

needs, attitudes, experience and personal characteristics. 

 

Selective perception means that two consumers may perceive an identical 

marketing stimulus, which may be an advertisement, packaging or product very 

differently. One consumer may perceive a Maruti van to be highly vulnerable and 

risky for the body and in case of head on collision, the car will become highly 

useful and risky for the passengers inside while another may perceive the Van to 

be a highly useful car because of its spacious and large seating arrangement. 

Similarly followers of ayurveda regard pure ghee to be highly useful because of its 

medicinal value while the followers of allopathic regard pure ghee as a source of 

high calorie content and hence not useful. 

 

 

 

 

 

Q. 11. Explain the meaning of Consumerism. What were the efforts taken by the 



Government of India towards protection of Consumer rights? Explain the 

limitations for the growth of Consumerism in India. 

 

Consumerism 

It is defined as the organized movement of the citizens and the Government to 

enhance the rights and power of consumers in relation to the sellers. 

 

The basis of consumerism is to protect the consumers from the immoral practices 

conducted by the marketers. Such practices may be high process, high – pressure 

selling, unsafe products to influence people. 

 

Efforts taken by Government towards the protection of consumer rights 

 

Statutory regulations enforced by the Government to protect the consumer interest 

are as follows:- 

 

Trade Marks and Merchandise Marks Act, 1958 

Sale of Goods Act 1935 

Drugs Control Act 1950 

Prevention of Food Adulteration Act 1954 

Essential Commodities Act 1955 

Trade Marks and Merchandise Marks Act, 1958 

The Monopolies and Restrictive Trade Practices (MRTP) Act, 1969 

Packaged Commodities (Regulation) Order, 1975 

 

Consumerism in India has not progressed because of various reasons, which are as 

under: 

 

Ø Vastness of the country, imbalance in distribution of wealth, backwardness 

Ø High rate of illiteracy and ignorance 

Ø Traditional outlook of the people to suffer in silence, lack of information and 

education 

Ø Inability to understand the technical complexity of the goods and accepting 

manufacturers at face value 

Ø Consumer’s tendency to get carried away by the clever advertising and 



promotion tactics 

 

Consumerism is still in its infancy stage and hence is not developed and organized. 

The existing laws are incapable of effectively implementing and enforcing the 

objective. 

 

Consumerism is the shame of the total marketing concept. Every organization 

should take marketing decisions keeping in mind the organization long term 

interests, the consumer’s long-term interests, and society’s long term interests. 

 

In India the developing economy the plight of the consumers is not different from 

that of their counter parts in the rest of the world India consumers are not all well 

educated and hence are unable to comprehend and understand the complex 

methods of marketing. 

 

Consumerism is said to be still its infancy stage. But the consumer movement is 

slowly gathering momentum. At times, there is deliberate attempt on the part of the 

marketer to adopt misleading, false or deceptive advertisements, where only half 

truths are offered to the consumers, so as to give a different impression and create 

a different image as compared to the actual fact. 

 

Pre-liberalization era consumers in India had hardly any voice as regards to their 

rights in relation to the sellers. The market has been flooded with goods and 

services and services and it has become difficult for the consumers to ascertain the 

quality or utility of these goods and services.nal attachment to it and no badge 

value associated with it. 

 

Q 12 . What is Social class? What is impact of social class in CB? 

 
Social  Class. Social class is status hierarchy by which groups and individuals are 
classified on the basis of esteem and prestige. 

  



 A social class is a group of people whom other members of the community 
see as equal to one another in social prestige and whom others believe to be 
superior or inferior in prestige to other groups that constitute the social 
classes below them or above them (Warner). 

Other Definitions  

 Relatively permanent  and homogenous divisions in a society in which 
individuals or families sharing similar values, lifestyles, interests, and 
behavior can be categorized 

  
 Measures typically are a combination of demographic identifiers which are 

correlated with product bought, values held, etc. 

 
Social Class Membership  

 Members of the same social class tend to share common values, beliefs, and 
behaviors that unite them (as opposed to simple demographics). 

  
 Membership in a higher class generally leads to greater influence within the 

workplace, organizations, and society as a whole. 

 
What Is Social Class?  

 What is Your Social Class? 
 What is the social class of the person sitting next to you? 
 How can you tell?  What info are you using to make this judgment? 
 Subjective (rank self), reputational (someone gives opinion of your social 

class), objective methods (uses scores on various observable variables) 
 Occupation: best single indicator   of social class 
 Personal performance: a person success relative to that of others (often in the 

same occupation) 
 Interactions: the people with whom one associates and socializes 
 Possessions: symbols of class membership living room scale 

 
Occupation  

 What a person does for a living 



 It is an indicator of other signs of class membership: income, personal 
associations, and status 

 Further class assumptions within an occupation may be based on 
performance level 

 
Income Source  

 Level of income is not by itself a good indicator of class. 
 Income source along with occupation may  help us determine whether two 

individuals that have the same income belong in the same class: investments, 
inheritance, old wealth, etc. 

Social Class in Indian Context: 

 
A five-class hierarchy  

Upper class  
Attend elite schools, engage in inconspicuous consumption  
Upper-middle class  
Professionals, independent businesspeople, corporate executives  
Lower-middle class  
Salespeople, clerical workers, supervisors, construction contractors, small retail 
store owners  
Upper-lower class  
Skilled and semi-skilled blue-collar workers  
Lower-lower class  
Lower blue-collar workers, the  unemployed, families on welfare, and unskilled 
workers  
Marketing to the poor  
   

Social class is an important source of beliefs, values, and behaviors  

 Different social classes value education differently 
 Attitudes toward family life, raising children, the role of women, etc., vary 

from class to class 
 Time with children, attitude toward work, care of self 
 People in various social classes exhibit markedly different lifestyles 
 Activities outside home, times of meals, types of sports 



 
Can marketers use social class?  Product influence  

 Its relevance may be product-specific 
 Products people buy:  clothing, home furnishings and appliances 
 Conspicuous items - things people are likely to talk about and compare 

among themselves 
 Certain brands are associated with specific social classes (occupation) 

 

Social Class and Marketplace Behavior:  Media Use  
Influence on media use  

 Lower-class people are less likely to subscribe to newspapers than are 
members of the middle class. 

 
 

Influence on Advertising: Themes  
 

Lower-status consumers are more receptive to advertising that depicts activity, 
ongoing work and life, expressions of energy, etc.  Why?  

Upper-middle class consumers are more critical of advertising, suspicious of 
emotional appeals, and skeptical of claims.    

Social Class:  Shopping  
Lower-class women are the most impulsive about shopping  
Outlet choice varies by social class  
Upper-lower class women are likely to respond to promotions offering coupons or 
other special inducements  
Members of the upper class prefer traditional home furnishings  

 

 

 



 

Q13. What is an impact of reference group in changing consumer behaviour ? 

 Members of a reference group are likely to influence your company 
consumers 

 E.g. which types of clothes to wear, food to serve, restaurants to patronize 
 These are people whom your customers tend to look to for influence or 

advice 
 How to identify them?? 

Social Norms and Conformity  

 Social norm any rule or behavior for meeting societal expectations  
normative system 

Conformity pressures actions taken to encourage or force members to act, think, 
and/or express themselves in certain ways  

 The more important a group is in our lives, the greater our desire to accept 
and conform to  its norms 

Reference Groups:  Have you Ever Sought the Opinions of Others in making 

a consumer decision?  

 What s common about an Avon sales call, a Tupperware party, a Mary Kay 
makeover party?  The use of social pressure. 

 Many businesses try to set up group situations where there is pressure to 
conform to good behavior 

 Coercion and Obligation:  norms and rules of behavior, sets up expectations 
 Sanctions and Rewards (for being a good guest) 
 Social Psychology - the influence exerted on persons by agents (an 

individual, a group, a norm, a role, or a value) 
  

 
Types of Reference Groups: 

how much contact, familiarity  

 primary vs. secondary:  people at your office vs. people in a professional 
organization 



 membership vs. aspirational: your gym friends vs. the Olympic team - want 
to be trim so join an exercise club 

 positive vs. negative (dissociative):  liked vs. disliked groups - do not want 
to be unemployed, so seek degree with high employment rate 

 formal vs. informal: like SBC vs. a group of friends - learn the rules of a 
company where you would like to work 

 NEW! Virtual group  internet communities 

Remember - the question is how much impact the reference group has!  

 Conspicuousness 
 Public necessities:  dont need influence to get one - in U.S., watches and cars 

- so weak product and strong brand influence  what brand of watch youll 
wear 

 Public luxuries: golf clubs - strong product and strong brand 
 Private necessities: washer and dryer - most everyone has these - weak 

product and weak brand - people not talk about it 
 Private luxuries:  hot tub - people not talk about brands - strong product and 

weak brand 
 These vary by country 

Promotional Messages and Power  

 Reward power:  parental reward, peer approval, rebates 
 Coercive power:  punishment, disappointment. 
 Legitimate power. 
 Referent power: be like someone you aspire to imitate - Olympics 
 Expert power:  authorities, who can give you advice - Inquirer asks professor 

to talk about Christmas shopping. 

Q 14.  Describe Howard Sheth Model . 

Howard and Sheth used the term buying behavior and not consumer behavior as 
the industrial buyers and consumers are similar in most aspects. While the model 
was proposed in the 1960s, for industrial buying, the term “buyer” is used to 
connote both industrial consumers and personal consumers. Through the model, 
Howard and Sheth, tried to explain buyer rationality while making purchase 
decisions even in conditions of incomplete information. While they differentiated 
between three levels of decision making, EPS, LPS and RPS, the model focuses on 
repeat buying/purchase.  



The model has four major components, viz., stimulus inputs (input variables), 
hypothetical constructs, response outputs (out 
put variables), and, exogenous variables.  
a) 
Stimulus inputs 
(Input variables): The input variables refer to the stimuli in the environment; they 
take the form of informative cues about theproduct/service offering; these 
information cues could relate to quality, price, distinctiveness, service and 
availability.  
The informational cues could be Significative, Symbolic, (both of which are 
commercial and can be controlled by the marketer) and Social (non-commercial 
and uncontrollable by the marketer; family, reference groups and social class). All 
these three types of stimuli provide inputs concerning the product/brand to a 
consumer.  
- Significative stimuli: The product/brand information that the marketer provides, 
comprises the significative component; it deals  
essentially with the brand characteristics.  
- Symbolic stimuli: this is the psychological form with which a buyer perceives the 
product and service offering (brand); it isfigurative (verbal and visual product 
characteristics) and perceptual and depends on how the offering has been 
positioned; it emanates from advertising and promotion efforts.  
-Social stimuli: this is the information about the product or service offering that 
comes from the social environment viz. family, groups, society and culture at 
large.  
b) 
Hypothetical constructs 
: 
Howard and Sheth classified the hypothetical constructs into two major groups, 
viz., perceptual constructs and learning constructs.  
These constitute the central part of the model and deal with the psychological 
variables which operate when the consumer is undergoing the decision making 
process.  
- Perceptual constructs: The perceptual constructs deal with how a  
Consumer obtains and processes information received from the input variables. 
Once the buyer is exposed to any information, there is an attention; this attention 
towards the stimuli depends on the buyers’ sensitivity to information in terms of 
his urge and receptivity towards such information. Not all information would be 
processed and the intake of information is subject to perceived uncertainty and lack 
of meaningfulness of information; this is referred to as stimulus ambiguity. This 
reflects the degree to which the buyer regulates the stimulus information flow. 



Stimulus ambiguity occurs when a consumer does not understand the message 
from the environment; it could trigger off a need for a specific and active search 
for information and thus lead to an overt search for information. The information 
that is gathered and processed  may suffer from perceptual bias if the consumer 
distorts the information received so as to fit his/her established 
needs/beliefs/values/experiences etc.  
- Learning constructs: The learning constructs relate to buyer learning, formation 
of attitudes and opinions, and the final decision. The learning constructs are seven 
in number, and range from a buyer’s motive for a purchase to the final satisfaction 
from a purchase; the interplay of these constructs ultimately leads to a response 
output or a purchase. The motives refer to the goals that a buyer seeks to achieve 
through a purchase and the corresponding urge towards action or the purchase 
activity. The brand comprehension is the knowledge and information that the buyer 
has about the various brands in his evoked set. The buyer forms an order of 
preference for the various brands; this order of preference is based on the choice 
criteria (decision mediators). The decision mediators are the evaluative criteria and 
the application of decisions rules by the buyer to the various purchase alternatives. 
Based on the choice criteria, the attitudes are formed for the varying brands. The 
attitudes reflect the predisposition of the buyer; preference toward alternative 
brands; and, feelings of like/dislike towards the offerings. The brand potential of 
the evoked set determines the buyer's perception and confidence level of the brands 
that he is considering to purchase. The purchase intention is a cumulative outcome 
of the interaction of buyer motives, choice criteria, brand comprehension, resultant 
brand attitude and the confidence associated with the purchase. Satisfaction, 
another learning construct, involves the post purchase evaluation (whether 
expectation from an offering matches the performance) and resultant impact 
(positive/negative) on brand comprehension.  
c) Response outputs (output variables): The output variables refer to the buyer’s 
action or response to stimulus inputs. According to Howard and Sheth, the 
response outputs comprise five constituents, viz., attention, comprehension, 
attitude, intention and purchase. These could be arranged in a hierarchy, starting 
from attention and ending up with purchase.  
- Attention refers to the degree or level of information that a buyer accepts when 
exposed to a stimulus. It reflects the magnitude of the buyer's information intake.  
- Comprehension is the amount of information that he actually processes and 
stores; here, it refers to brand comprehension which is buyers’ knowledge about 
the product/service category and brand.  
- The attitude is the composite of cognition, affect and behavior towards the 
offering; the attitude reflects his evaluation of the brand and the like/dislike based 
on the brand potential.  



- Intention refers to the buyer’s intention to buy or not tobuy a particular offering.  
- Purchase behavior refers to the actual act of buying. The purchase behavior is a 
cumulative result of the other four constituents.  
d) Exogenous variables: 
The Howard and Sheth model also comprises certain constant exogenous variables 
that influence some or all of the constructs and thereby impact the final output 
variables. These are explained as Inhibitors or environmental forces that restrain 
the purchase of a favored brand; eg., importance of the purchase, price, financial 
status of the buyer, time at the disposal of the buyer, personality traits, social 
pressures etc. 
 

 
 

Q 15.  Elaborate Nicosia Model in CB. 

 

Model of Consumer Buying Process: Nicosia Model! 



Stage 1: 

Problem Recognition: 

The buying process starts when the buyer recognizes a problem or need. This need 

can be triggered by internal stimuli (such as feeling hungry or thirsty) or external 

stimuli (such as seeing an advertisement) that then becomes a drive. 

By gathering information from a number of consumers, markets can identify the 

most frequent stimuli that spark interest in a product category. They can then 

develop marketing strategies that triggers consumer interest and lead to the second 

stage in the buying process. An aroused customer who recognizes a problem will 

be inclined to search for more information. We can distinguish between two levels 

of arousal. 

At the milder search strategy heightened attention, a person simply becomes more 

receptive to information about a product. At the active information search level, a 

person surfs the internet, talks with friends and visits stores to learn more about the 

product. 

Consumer Sources: 

 

Family, friends, neighbors and acquaintances. 

Commercial Sources: 

Advertising, web sites, sales persons, dealers, packaging, displays. 

Public Sources 



Mass Media, consumer-rating, organizations. 

Experimental Sources: 

Handling, examining, using the product. 

The consumer usually receives the most information from commercial (marketer-

dominated) sources, although the most influential information comes from 

personal sources. 

Stage 2: 

 

 
Stage 3: 

Evaluation of Alternatives: 

Once the consumer has conducted an information search, how does he process 

competitive brand information and make a final judgment? There are several 

evaluation processes; the most current models view the process as being 

cognitively oriented, meaning that consumers form judgments largely on a 

conscious and rational basis. 

When the consumer tries to satisfy a need, he seeks certain benefits from the 

product and he sees each product as a bundle of attributes with varying abilities of 

delivering the benefits to satisfy this need. A person wanting to buy a camera may 

like to see picture sharpness, camera size, and price etc. 

http://cdn.yourarticlelibrary.com/wp-content/uploads/2014/03/image71.png


Knowing that customers pay, the most attention to attributes that deliver the 

benefits they seek, many successful marketers segment their markets according to 

the attributes that are salient to different consumer groups. 

In the course of evaluating alternatives the consumer develops a set of brand 

beliefs about where each brand stands on each attribute. The set of beliefs about a 

particular brand, which make up the brand image, will vary with the customer’s 

experiences as filtered by the effects of selective perception, selective distortion 

and selective retention. Ultimately, consumers develop attitudes towards various 

brand alternatives through an attribute evaluation procedure. 

Stage 4: 

Purchase Decision: 

In the evaluation stage, the consumer forms preferences among the brands in the 

choice set and may also form an intention to buy the most preferred brand. 

However, two factors can intervene between the purchase intention and the 

purchase decision. 

The first factor is the attitudes of others i.e., family members or friends. The 

second factor is unanticipated situational factors, i.e., sudden death or birth in the 

family, sudden loss of job etc. Smart marketers study, the factors that provoke a 

feeling of risk in consumers and then provide information and support to reduce 

the perceived risk. 

Stage 5: 

Post Purchase Behaviour: 



After purchasing the product, the consumer moves into the final stage of the 

consumer buying process, in which he will experience some level of satisfaction or 

dissatisfaction. This is why the marketer’s job does not end when the product is 

bought. 

In particular, marketers must monitor post purchase satisfaction, post-purchase 

action and post purchase product uses. Satisfied customers tend to say good things 

about the brand to others, which is why many marketers say “our best 

advertisement is a satisfied customer”. Dissatisfied customers, on the other hand, 

may abandon or return the product, seek information that confirms its high value, 

take public action by complaining to the company or taking the course of law. 

Marketers use post purchase communications to buyers as a way to reduce product 

returns or order cancellations. They seek customer suggestions for improvements 

and providing channels for speedy resolution of customer complaints. 

 



 

 

 

Q 16 . What role does family play in consumer decision making? How much 

are our buying decisions affected by our role in the family? 

  

Family plays an important role in our most buying decisions. Our 

selections are based on several important considerations, many of which are 
influenced by our families and our roles in them. Whether it is your tie’s 
color or your favorite perfume, family and friends are bound to have a 
limited but certain influence on your choice. The influence of family remains 

throughout our lives from the time we are kids to the time we become 

grandparents. From the time others make purchases for us to the time we 
are self -dependent and start making our own decisions, family’s role is 

significant. It is just as inseparable from consumer behavior as an individual 
from family. 

Family Decision Making. Individual members of families often serve different roles in 
decisions that ultimately draw on shared family resources. Some individuals 
are information gatherers/holders, who seek out information about products of 
relevance. These individuals often have a great deal of power because they may 
selectively pass on information that favors their chosen alternatives. Influencers do 
not ultimately have the power decide between alternatives, but they may make their 
wishes known by asking for specific products or causing embarrassing situations if 
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their demands are not met. The decision maker(s) have the power to determine issues 
such as: 

 Whether to buy; 
 Which product to buy (pick-up or passenger car?); 
 Which brand to buy; 
 Where to buy it; and 
 When to buy. 

Note, however, that the role of the decision maker is separate from that of 
the purchaser. From the point of view of the marketer, this introduces some problems 
since the purchaser can be targeted by point-of-purchase (POP) marketing efforts that 
cannot be aimed at the decision maker. Also note that the distinction between the 
purchaser and decision maker may be somewhat blurred: 

 The decision maker may specify what kind of product to buy, but not which 
brand; 

 The purchaser may have to make a substitution if the desired brand is not in 
stock; 

 The purchaser may disregard instructions (by error or deliberately). 

It should be noted that family decisions are often subject to a great deal of conflict. 
The reality is that few families are wealthy enough to avoid a strong tension between 
demands on the family’s resources. Conflicting pressures are especially likely in 
families with children and/or when only one spouse works outside the home. Note 
that many decisions inherently come down to values, and that there is frequently no 
"objective" way to arbitrate differences. One spouse may believe that it is important 
to save for the children’s future; the other may value spending now (on private 
schools and computer equipment) to help prepare the children for the future. Who is 
right? There is no clear answer here. The situation becomes even more complex when 
more parties—such as children or other relatives—are involved. 

Some family members may resort to various strategies to get their way. One 
is bargaining—one member will give up something in return for someone else. For 
example, the wife says that her husband can take an expensive course in gourmet 
cooking if she can buy a new pickup truck. Alternatively, a child may promise to walk 
it every day if he or she can have a hippopotamus. Another strategy is reasoning—
trying to get the other person(s) to accept one’s view through logical argumentation. 
Note that even when this is done with a sincere intent, its potential is limited by 
legitimate differences in values illustrated above. Also note that individuals may 
simply try to "wear down" the other party by endless talking in the guise of reasoning 
(this is a case of negative reinforcement as we will see subsequently). Various 
manipulative strategies may also be used. One is impression management, where one 
tries to make one’s side look good (e.g., argue that a new TV will help the children 
see educational TV when it is really mostly wanted to see sports programming, or 
argue that all "decent families make a contribution to the church"). Authority involves 



asserting one’s "right" to make a decision (as the "man of the house," the mother of 
the children, or the one who makes the most money). Emotion involves making an 
emotional display to get one’s way. 
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