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CONSUMER BEHAVIOR



Buyer behavior

BUYER BEHAVIOR

• ITISTHEDECISION-MAKINGPROCESSANDACTIONSOFINDIVIDUALS(CONSUMERS)

REGARDINGTHEPURCHASEANDUSEOFGOODS(ETZEL,WALKERANDSTANTON.1997:

102).FROMTHISDEFINITION,ITCANBESEENTHATMARKETERSNEEDTOSTUDYAND

ANALYZEBUYINGBEHAVIORFORSEVERALREASONS:

• THEWAYBUYERSACTOREXPRESSTHEMSELVESINRESPONSETOABUSINESS'S

MARKETINGSTRATEGYWILLGREATLYAFFECTTHEBUSINESS'SSUCCESS.

• BASEDONTHEMARKETINGCONCEPTTHATBUSINESSESSHOULDCREATE A

MARKETINGMIXTHATSATISFIESCUSTOMERS,INORDERTOINCREASEUNDERSTANDINGOF

WHATSATISFIESCONSUMERS,MARKETERSMUSTCONSIDERTHEMAINFACTORSTHAT

INFLUENCECONSUMERPURCHASING.



Internal Factors That Affect Purchasing Behavior.

INTERNAL FACTORS THAT AFFECT

PURCHASING BEHAVIOR.A consumer behavior model illustrates the motivations that lead to 
purchasing decisions, starting with a stimulus that enters the consumer's 
mind (Buyer's Black Box). This black box is unpredictable by producers or 
marketers. Once the consumer perceives the stimulus and develops a need, a 
purchase or response occurs. Various factors influence consumer behavior, 
including:

1. Marketing factors such as product design, pricing, promotion, packaging, 
positioning, and distribution.

2. Personal factors such as age, gender, education, and income level.

3. Psychological factors such as purchasing motivation, product perception, and 
attitudes towards the product.

4. Situational factors such as the physical environment at the time of purchase, social 
environment, and temporal factors.

5. Social factors such as social status, family, and reference groups, which refer to 
individuals or groups that have a significant influence on an individual's behavior.

6. Cultural factors such as religion and social class.



Stimuli

Internal Factors That Affect

INTERNAL FACTORS THAT AFFECT

Purchasing Behavior.
External Stimuli: Consumer desire can arise from internal bodily stimuli such 

as hunger and thirst, as well as other stimuli. Marketers primarily focus on external 
stimuli, aiming to strategically arrange these, especially marketing stimuli, to motivate 
consumers to purchase products.

Marketing Stimuli: Marketing stimuli are those that marketers can control 
and manage. They are related to the marketing mix, which includes product stimuli 
(e.g., attractive product design), price stimuli (e.g., favorable payment terms or 
discounts compared to competitors), distribution channel stimuli (e.g., widespread 
product availability), and promotional stimuli (e.g., discounts, giveaways, consistent 
advertising).

Other Stimuli: Other stimuli are external to the organization and beyond the 
control of marketers. These include economic stimuli (e.g., economic conditions and 
consumer income affecting purchasing power) and technological stimuli (e.g., 
advanced and rapid communication technology increasing consumer demand for 
mobile phones). Legal and political stimuli, such as laws increasing or decreasing taxes 
on certain goods, will affect the demand for those goods. Similarly, cultural stimuli, 
such as customs and traditions during festivals, will boost the demand for certain 
goods during those festivals.



Customer
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INTERNAL FACTORS THAT AFFECT
PURCHASING
BEHAVIOR.

Buyerbehaviorisinfluencedbybuyer
characteristics,whicharederivedfromcultural,social, personal,and
psychologicalfactors(detailswillbe discussedlater).Itisalso
influencedbythebuyer's decision-makingprocess,which
comprisesfivesteps: problemrecognition,informationgathering,
alternativeevaluation,purchasedecision,andpost-purchase
behavior(detailswillbediscussedinthe sectiononthebuyer's
decision-makingprocess).
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INTERNAL FACTORS THAT AFFECT
PURCHASING 
BEHAVIOR.

Responses
Consumerresponsesorpurchasingdecisions

involvevariousfactorssuchasproductchoice(e.g., 
choosingshrimpporridgeforbreakfastorfresh milk),
brandchoice(e.g.,whichbrandofmilkto drinkfor
breakfast),dealerchoice,purchasetime, andpurchase
amount.



• Motivationistheinternaldrivethatdeterminesanindividual'sbehaviorinpursuinga

goal.

• Perceptionistheprocessbywhichanindividualselects,organizes,andinterprets 

informationreceivedthroughthefivesenses:hearing,smell,sight,taste,andtouch, 

basedontheir feelings.Forexample,seeingorhearinganadvertisementcanincrease 

one'sknowledgeoftheproduct.

• Learningisthechangeinanindividual'sbehaviorresultingfrominformationand

experiences.Actionsthatreceivepraiseorpositivereinforcementwill berepeated, 

whileactionsthatreceivecriticismornegativefeedbackwill beavoided.

• Attitudeisanindividual'sfeelingtowardssomethingandthewaytheyevaluatethose 

feelings,bothpositiveandnegative,that influencesconsumerdecisions.

• Personalityisthebehaviororcharactertraitsofanindividualthatreflect theirself-

identity throughvariouspersonalitytraits.



motivation

MOTIVATION
Maslowdevelopedatheoryofhumanmotivation(Maslow’sGeneralTheory 

ofHumanMotivation).Init, Maslowexplainedhumanneedsasahierarchyfromlower 

tohigherlevels(Hierarchy&Needs).Thistheoryiswidelyacceptedandits

assumptionsrelatetohumanbehaviorasfollows(AbrahamH.Maslow,1954:80-106).



Maslow's hierarchy of needs.

MASLOW'S HIERARCHY OF NEEDS.
1. Humans have needs; needs are always present and 

endless. However, what humans need depends on 
whether they already possess it. Once one need is 
satisfied, another will take its place. This process is 
endless and begins from birth until death.

2. A need that has been satisfied is no longer a motivator for 
behavior. Only unsatisfied needs motivate behavior.

3. Human needs have a hierarchy of importance. That is, 
once lower-level needs are satisfied, higher-level needs 
will immediately demand satisfaction.

4. According to Maslow's theory, the hierarchy of needs is 
divided into five levels, from lowest to highest.



Gestalt ‘s Theory

GESTALT‘STHEORY

is helps

The core concept of this theory is that 
learning is a cognitive process, an internal 
human being. Individuals learn better from 
stimuli as a whole than from parts. Teaching 
principles based on this theory emphasize the 
thinking process, presenting the big picture 
before the details, and encouraging learners to 
have diverse and varied experiences. Th 
learners develop problem-solving skills, 
initiative, and insightful learning.
Look at the image on the left. Students, do you see it as a tray or as two people facing 
each other? If you see the white as the image and the black as the background, it's a tray. 
If you see the black as the image and the white as the background, you might see two 
people facing each other.



Personality

PERSONALITY

Freudalsostudiedthestructureofthemindandfoundthatit 

consistsof:1.Id2.Ego3.Superego

1. Id(orId)

refers to the basic, unrefined desires or needs

of human beings. It drives humans to act for their

own satisfaction or according to the pleasure

principle. It's comparable to the raw, primal instincts

of humans, which can be divided into life instincts

(such as the need for food, sexual desire, and the

need to escape danger) and death instincts (such as

aggressionorharmingoneselfandothers).



Personality

PERSONALITY

2.Ego
This refers to the part of the body that 

controls behavior stemming from the Id's 
needs, relying on social norms and the reality
principle to aid decision-making. It's not simply 
about acting according to one's own desires, 
but also about rational thought and action. In 
other words, individuals behave with reasons 
and logic that are appropriate to the social 
context and time. This is why personality types 
that are widely accepted in society, and who 
can adapt and live happily within society, are 
believed by Freud to be due to a strong 
structure in this area.



Personality

PERSONALITY

3.Superego
This refers to conscience, or the part of the mind that develops

from experience and upbringing, based on moral principles, customs,
traditions, and values of that society. The superego controls and
regulates thoughts to behave in a way that makes one a good member
of society, adhering to societal values (value principles) that determine
what is considered good in society. In other words, individuals will
behave within the boundaries set by society, but sometimes this may
be inappropriate. For example, someone might be bitten by
mosquitoes all over their arms and legs but refuse to swat them
because they fear sin, or they might feel sorry for a beggar and give
them all their money while they are hungry and have no money to buy
food, thus enduring hunger themselves.



attitude

ATTITUDE

• THIS REFERS TO CONSCIENCE, OR THE PART OF THE MIND THAT DEVELOPS

FROM EXPERIENCE AND UPBRINGING, BASED ON MORAL PRINCIPLES, CUSTOMS, 
TRADITIONS, AND VALUES OF THAT SOCIETY. THE SUPEREGO CONTROLS AND

REGULATES THOUGHTS TO BEHAVE IN A WAY THAT MAKES ONE A GOOD MEMBER OF

SOCIETY, ADHERING TO SOCIETAL VALUES (VALUE PRINCIPLES) THAT DETERMINE

WHAT IS CONSIDERED GOOD IN SOCIETY. IN OTHER WORDS, INDIVIDUALS WILL

BEHAVE WITHIN THE BOUNDARIES SET BY SOCIETY, BUT SOMETIMES THIS MAY BE

INAPPROPRIATE. FOR EXAMPLE, SOMEONE MIGHT BE BITTEN BY MOSQUITOES ALL

OVER THEIR ARMS AND LEGS BUT REFUSE TO SWAT THEM BECAUSE THEY FEAR SIN, OR

THEY MIGHT FEEL SORRY FOR A BEGGAR AND GIVE THEM ALL THEIR MONEY WHILE

THEY ARE HUNGRY AND HAVE NO MONEY TO BUY FOOD, THUS ENDURING HUNGER

THEMSELVES.

Experience Attitude Behavior
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