CONSUMER BEHAVIOR



BUYER BEHAVIOR

» IT IS THE DEISION-MAKING PROCESS AND ACTIONS OF INDIVDUALS (CONSUMVERS)
REGARDING THE PURCHASE AND USE OF GOODS (ETZEL, WALKER ANDSTANTON, 1997
102). FROMTHS DEFINITION, IT CAN BE SEEN THAT MARKETERSNEED TO STUDY AND
ANALYZE BUYNG BEHA/OR FOR SEVERAL REASONS:

* THE WAY BUYERS ACT OR PXPRESS THEMSELVES N RESPONSE TO A BUSNESSS
MARKETING STRATEGY WLL GREATLY AFFECT THE BUSNESSS SUQCESS.

% BASED ON THE MARKETING CONCEPT THAT BUSNESSES SHOULD (REATE. A
MARKETING MX THAT SATISFIES QLUSTOMERS, N ORDER TO NCREASE UNDERSTANDING OF
WHAT SATISFEES GONSUMERS, MARKETERS MUST CONSIDER THEMAN FACTORS THAT
INFLUENCE CONSLMER PURTHASNG,



INTERNAL FACTORS THAT AFFECT
P U RQO'HLGAMSJ ngilcﬁlﬁljéﬂﬂ\t{sl@égthe 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:

"

n

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
s attitudes towards the product.

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

4
/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.

3 6. Cultural factors such as religion and social class.



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.



INTERNAL FACTORS THAT AFFECT

PURCHASING
- BEHAVIOR.
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INTERNAL FACTORS THAT AFFECT
PURCHASING

-w BEHAVIOR.
IESPONSES OF purdasing dedsions

involve various fdors such ssproduict dhoice (eg,
choosing shimp pomidge for breakiast or freshmilk),
brand dhoice (eg, which brand of milk to drink for
breakst), dedler dhoice purdase time,and purdnese
dmourt




Vioivation i the Intemal dive that delermines anindividudls behavor n pusuing a
god

Peraepion s the progess by whch an indvidual seleds, aganizes, ad nierprels
besad onther feeings. Fareampe, seang or heag anadvertisement aan ingease
ones knowkede of the product

Leanng s the dage h anindviduals behavor resuling from information ad
expaences. Adons that recave praise or postive rerforoement will be repeaied,
whie adions that recave atiasm ar negaive feechadk will be avoded

Attitude 5 an ndviduds feeing tonads somehing and the way they evaliake those
Parsondly 5 the behavor ar darader traits of anindvidual thatt reflect ther self
dentity through varous parsonally trals.



MOTIVATION

Viesow developed atheary of humen motivaiion (Miesows Gened Theay
of H.men Moaivation). In it, Mesow expaned humen nescs asaheradhy from ower
to hgher levels (Harady &Neadk) This theary is widely acoeped adliis
assumpiors relate to humen behavior asfolows (Aaaam H Miesow, 1954 80-106)



MASLOW'S HIERARCHY OF NEEDS.

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.

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

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

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



CBSNT S THR

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
oefore the details, and encouraging learners to
nave diverse and varied experiences. Th js helps

earners 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

Fradalsoﬂdedﬂweslr@:eofﬂvm*daﬁ&wdﬂ*&tlt
consists of: 1. Id 2 Ego 3. Superep ?
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PERSONALITY

2Ego

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

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

. 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.




	Slide 1: Consumer Behavior
	Slide 2: Buyer behavior
	Slide 3: Internal Factors That Affect Purchasing Behavior.
	Slide 4: Internal Factors That Affect
	Slide 5: Internal Factors That Affect Purchasing Behavior.
	Slide 6: Internal Factors That Affect Purchasing Behavior.
	Slide 7
	Slide 8: motivation
	Slide 9: Maslow's hierarchy of needs.
	Slide 10: Gestalt ‘s Theory
	Slide 11: Personality
	Slide 12: Personality
	Slide 13: Personality
	Slide 14: attitude

