Understandi

Behaviour

Chapter outline

The dimensions of customer
behaviour

Who buys?
How they buy

What are the choice
criteria?

Influences on consumer
behaviour

Influencer marketing

Inflgences on organizational
buying behaviour

sescsssscnnes
L R R I AP
.

Customer

Learning outcomes

By the end of this chapter you will:

I2 Understand the key dimensions of customer behaviour

: Explain the different roles played in a buying decision
Co”ﬁpare and contrast different theories of the buying

decision process

Under.stand the differences between consumer and

organizational buyer behaviour

Analyse the main influences on consumer behaviour~

personal and social

Understand how influencer marketing is used by

marketers, and appreciate its uses and limitations

/Snalg§e the main influences on organizational buying

| ehaviour - the buy class, product type and purchiase

importance

Crltlvqge the role of marketing activities in consumptiof
decisions

Develop a better understanding of one’s own
consumption choices

MARKETING SPOTLIGHT

Fortnite

Every so often a game comes along that conquers the hearts, minds and thumbs of gamers every-
where. Fortnite is the latest in this category and has leapt to great popularity with its Battle Royale
mode. Fortnite is a video game, which its maker, Epic Games, is calling the biggest in the world,
with 3.4 million reported users as of February 2018. The game combines Minecraft resource col-
lecting and building with team-based survival shooting games. Fortnite parachutes 100 players out
of a plane onto an island and requires them to scavenge for weapons and other resources, build
defensive structures and vanquish opponents in a quest to become the last player standing.
The game pits the 100 players against one another while a mysterious cloud steadily reduces the
size of the war zone, creating knife-edge and climatic gun fights. It is free to play and is playable
on game systems, computers and mobile phones alike, but players pay for accessories and cos-
tumes for their characters. While Fortnite can be played solo, users often team up with a friend
or group of friends. Playing Fortnite is often a social experience as friends can team up in pairs
or fours. If theyre not together physically, they communicate — over FaceTime, a headset linked
to a game system, or the like — to co-ordinate strategy, alert teammates to threats, root for one
another and trade banter. Although it is just a shooting game, players will develop strategic think-
ing, forward planning and creative approaches to combat. It teaches a deep amount of collaboration
in working together and saving teammates.

Since its release in September 2017, the game has been downloaded to personal computers
and video game consoles more than 40 million times. With so many children devoting hours to
Fortnite many parents are concerned about the harmful effects that the long playing durations and
violent content are having on their children, and there are fears it could cross the divide between
hobby and obsession. ‘Many studies have shown that playing violent video games is associated
with real-life aggressive behaviour and less pro-social behaviour,” says Catherine Hallissey, a child
and educational psychologist based in Ireland. ‘In addition, there is the potential of any highly inter-
esting and rewarding activity, such as video gaming, becoming addictive, leading to family conflict.’
Fortnite isn't the first mass online shooter to develop a fanatical following. However, what sets it
apart is its child-friendly gloss. Battles typically last around 20 minutes, meaning a game can
easily be squeezed in before homework but also giving it a one-last-go quality. It is this aspect
of Fortnite — its powerful addictive tendencies — that has prompted alarm, with one mother going
on ITV's This Morning show to explain how Fortnite had negatively impacted on her son's behaviour.

However, not all agree that Fortnite can have a negative impact on player behaviour. For example,
Andrew Reid, who is a doctoral researcher of serious games at Glasgow Caledonian University, has
stated that ‘mother worrying’ mega-hit Fortnite is not addictive, it's just that people can't stop
playing it, which is something completely different. He further states, ‘We must be careful when
using this term. Addiction is a psychological disorder that pertains to habitual and excessive activity.
Video-game addiction has suggestively been defined as the excessive consumption of games that
conflict with everyday living.” Studies suggest that gaming disorder affects only a small proportion
of people who engage in digital- or video-gaming activities, according to the World Health Organization.
However, it believes that people who partake in gaming should be alert to the amount of time they
spend on gaming activities, particularly when it is to the exclusion of other daily activities, as well
as to any changes in their physical or psychological health and social functioning that could be
attributed to their pattern of gaming behaviour.

There is also a concern that Fortnite's violence, however slapstick, may have an unhealthy
impact on behaviour. Fortnite involves firearms and is recommended for ages 12 and up. However,

its graphics are free of blood and gore. Although adults may worry that shooting games cultivate
(continued)
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Who is important in the buying decision?
How do they buy?

What are their choice criteria?

Where do they buy?

When do they buy?

The answers to these questions can be derived from personal contact with customers and, increasingly, by
employing marketing research, which we will examine in Chapter 4. In this chapter we examine consumer and
organizational buyer behaviour. The structure of this analysis will be based on the first three questions: who,
how and what. These are often the most intractable aspects of customer behaviour; it is usually much more
straightforward to answer the last two questions, about where and when customers buy.

Who buys?

Blackwell, Miniard and Engel® describe five roles in the buying decision-making process.

| Initiator: the person who begins the process of considering a purchase. Information may be gathered by
this person to help the decision.

2 Influencer: the person who attempts to persuade others in the group concerning the outcome of the decision.
Influencers typically gather information and attempt to impose their choice criteria on the decision.

3 Decider: the individual with the power and/or financial authority to make the ultimate choice regarding
which product to buy.

U Buyer: the person who conducts the transaction. The buyer calls the supplier, visits the store, makes the
payment and effects delivery.

5 User: the actual consumer/user of the product.

Multiple roles in the buying group may, however, be assumed by one person. In a toy purchase, for example, a
girl may be the initiator and attempt to influence her parents, who are the deciders. The girl may be influenced
by her sister to buy a different brand. The buyer may be one of the parents, who visits the store to purchase
the toy and brings it back to the home. Finally, both children may be users of the toy. Although the purchase
was for one person, in this example marketers have four opportunities — two children and two parents — to
affect the outcome of the purchase decision. For example, since 2015, Microsoft has been European partner
with the CoderDojo Foundation and Movement. CoderDojo and Microsoft are working together to encourage
more young people to give coding a try. In 2017, Microsoft announced that it would extend this partnership
further by sponsoring the CoderDojo Coolest Proj-
ects Showcase, an event celebrating standout

; : 5 - : - Exhibit 3.1 “Flash’ all-purpose cleaners’ 20I8 TV advert
projects in ‘dojos’ — free coding clubs for young B purp

challenges traditional household roles. It features a

people. Microsoft’s association with CoderDojo man using the household cleaning product rather
helps to market its brand to a youth market by cre- 4 o« woman, which has normally been the case
ating brand awareness, building its brand image i, the past.
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and building positive attitudes towards Microsoft
among a younger audience.”

The roles played by the different household
members vary with the type of product under con-
sideration and the stage of the buying process (see
Exhibit 3.1). For example, men now do a very sig-
nificant portion of household grocery shopping,
while women are increasingly visitors to DIY and
hardware shops. Other interesting differences have
also been observed. Women, who tend to take their
time and browse in a retail environment, are more
time conscious and goal directed online, while
males tend to surf and browse many websites when
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shopping on the internet. Also, the respective roles may change as the purchasing process progresses, I
general, one or other partner will tend to dominate the early stages, then joint (le('isi()n—making tends to
occur as the process moves towards final purchase. Joint decision-making is more common when the house-
hold consists of two income earners.

Most organizational buying tends to involve more than one individual and is often in the hands of a decision-
making unit (DMU), or buying centre, as it is sometimes called. This is not necessarily a fixed entity and may
change as the decision-making process continues. Thus a managing director may be involved in the decision
that new equipment should be purchased, but not in the decision as to which manufacturer to buy it from
The marketing task is to identify and reach the key members in order to convince them of the product’s worth,
But this is a difficult task as the size of the decision-making groups in organizations is on the increase. It can
also be difficult as the ‘gatekeeper’ is an additional role in organizational buying. Gatekeepers are people
like secretaries, who may allow or prevent access to a key DMU member. The salesperson’s task is to identify
a person from within the decision-making unit who is a positive advocate and champion of the supplier’s product
Tl.ns.person (or ‘coach’) should be given all the information needed to win the arguments that may take place
within the DMU.

The marketing implications of understanding who
buys lie within the areas of marketing communica-
tions and segmentation. An identification of the roles
played within the buying centre is a prerequisite for
targeting persuasive communications. As we saw ear
lier, the person who actually uses or consumes the
product may not be the most influential member of
the buying centre, nor the decision-maker. Even when
they do play the predominant role, communication {o
other members of the buying centre can make sensé
when their knowledge and opinions act as persuasive
forces during the decision-making process. For exanr
ple, recommendations from plumbers influence the
majority of shower purchase decisions by consumers
planning to install or replace shower units in their
homes. Therefore, brands like Mira (see Exhibit 32)
have sought to build awareness in the consumer mar
ket to reduce the influence of these ‘deciders’ in the
purchasing decision.

Exhibit 3.2 Advertising by shower manufacturers
such as Mira has enabled them to build a high
level of consumer recognition, and hence reduce
the influence of “deciders’ making choices in-store.
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Critical Marketing Perspective 3.1

Neuromarketing: friend or foe?

Understanding consumers’ decision-making process is one of the important goals of marketing.
However, traditional tools used in marketing research, such as surveys, interviews and observation,
are often inadequate to analyse and study consumer behaviour. These traditional methods fail to take
into account that, often, people’s decisions are influenced by several unconscious mental processes.
This may mean that a consumer may be unwilling or unable to explain their behaviour or the choices
they make. This is where neuromarketing can provide valuable information. Neuromarketing is an
emerging field in which academic and industry research scientists employ neuroscience techniques
to study marketing practices and consumer behaviour. The emergence of neuromarketing has
significantly advanced conventional marketing research, illuminating how unconscious responses and
emotions impact consumers’ perception and decision-making processes.

Researchers use medical technologies such as functional magnetic resonance imaging (fMRI),
eye tracking, behavioural experiments, sensor-based methods, body signal measures (biometrics),
electromyography (EMG), brain signal measures (neurometrics) and electrical activity/
electroencephalography (EEG), to analyse changes in activities in various parts of the brain, the
decisions being made by consumers and also what part of the brain is telling them to do that.’

However, there are certain ethical concerns associated with neuro-marketing. Most ethical objections
to neuromarketing refer to risks of harm and violation of rights. Critics argue that, by scanning
consumers’ brains and possibly discovering a ‘super-effective’ communications technique, corporations
will be able to ‘push the buy button’ in a consumer’s brain, thereby being able to manipulate consumers’
behaviour. Therefore, the main concerns are that neuromarketing may cause harm through its immediate
effects on individual consumers and long-term effects on society as a whole.

Suggested reading: Alviro et al, 20I8;¢ Flores et al, 20I4;” Miletti et al, 2016;° Stanton et al, 2017°

Reflection: Consider the arguments for and against the use of neuromarketing. Put forward your
own point of view on this matter.

develop a better understanding of consumers. CCT research has tended to address four key theoretical domains

and their various points of intersection:

I Consumer identity projects

2 Marketplace cultures

3 The socio-historic patterning of consumption

4 Mass mediated marketplace ideologies and
consumer interpretative strategies."

Exhibit 3.3 In the competitive world of cosmetics,
brand consumption is heavily influenced by percep-
tions of self identity.

The CCT approach places consumers in a wider
context than the information processing approach.
It has led to increased use of forms of consumer
research such as introspection, narrative analysis/
inquiry and ethnography. Introspection is a form of
Structured self-reflection that can be used to exam-
ine a range of consumption practices and provide
a more in-depth understanding of consumers’
h(’ha‘lvi()ur, e.g. consumers’ music consumption, film
consumption or choice of holiday destination. Nar-
rative analysis/inquiry attempts to better understand
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the relationship between the experiences of the consumer and brands, companies, advertisements and infe.
personal exchanges through the consumer’s narrative account. It can be used to better understand detas
of how purchase decisions are made and what influences the choices made. In the digital world, online blogs
and diaries can provide valuable introspective and narrative analysis insights that can aid marketers in their
decision-making." Ethnography has also become popular due to greater acceptance of the CCT approach
It is a qualitative research method that seeks to understand environmental, social, cultural and psychologi
cal influences on consumers. It involves observing people and their actions rather than asking them fo
self-report what they do (see Chapter 4). For example, German household goods manufacturer Miele used
ethnography to learn about its consumers’ behaviour. It observed constant cleaning in homes where some
family members were suffering from allergies. As a result, it designed a vacuum cleaner with a traffic-light
indicator that shows when a surface is dust free.”? In recent years, there has been increased use of digitl
ethnographic research. For example, marketers can now observe consumers’ online behaviour through the
use of social media analytics and can observe consumers’ responses to marketing stimuli through the use
of eye-tracking research.”

il‘l\? main differences between the two modes of thinking about consumer behaviour (the information pro-
cessing approach and consumer culture theory) are summarized in Table 3.1. While this chapter is largely

structured zflround the information processing approach, the broader perspectives brought by consumer culture
theory are incorporated into the discussion.

Table 3.1 The information processing approach vs. consumer culture theory

Attribute

Information processing approach
Individual

Consumer culture theory

Level of analysis Societ
iety

Focus it
Cognitive processes Context of consumption
Purpose of consumption Utilitarian Experiential
Process of consumption Logical Rand
ndom
Key consumption influence Rationality Social
cia

‘ Figure 3.2 Types of consumer decision Both traditions enrich our understanding of why

‘ consumers behave as they do and we also need 0
’ take account of the different kinds of decisions that

consumers engage in (see Figure 3.2). Extended prob-
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may be effective in keeping the brand name in the consumer’s mind and reinforcing already favourable atti-
tudes towards it.

Finally, consumers also engage in variety-seeking behaviour in situations characterized by low prod-
uct involvement but where there are significant perceived differences between brands. For example,
consumers may switch from one brand of biscuit to another, simply to try something new. The use of sales
promotions by firms, such as extra free products and product sampling, are designed to encourage variety-
seeking behaviour.

From the perspective of the information processing approach, the typical decision-making process for
consumers and organizations is shown in Figure 3.3. This diagram shows that buyers typically move
through a series of stages, from recognition that a problem exists to an examination of potential alterna-
tives to a purchase and the subsequent evaluation of the purchase. Organizational buying is typically more
complex and may involve more stages. However, as we saw above, the exact nature of the process will
depend on the type of decision being made. In certain situations some stages will be omitted; for example,
in a routine re-buy situation such as reordering photocopying paper, the purchasing officer is unlikely to
pass through the third, fourth and fifth stages of organizational decision-making (search for suppliers and
analysis, and evaluation of their proposals). These stages will be bypassed as the buyer, recognizing a
need, routinely reorders from an existing supplier. In general, the more complex the decision and the more
expensive the item, the more likely it is that each stage will be passed through and that the process will

take more time.

Figure 3.3 Buying decision processes: consumer vs organizational
The organizational decision-making process

The consumer decision-making process

Determination of specification and
quantity of needed item

l l l

Search for and qualification of
potential sources

l l

Acquisition and analysis of proposals

Information search

Evaluation of alternatives

Purchase

l l

Evaluation of proposals and selection
of supplier(s)

Post-purchase evaluation of decision

(§1
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Need recognition/problem awareness

Need recognition may be functional and occur as a result of routine depletion (e.g. petrol, food) or unpredict
able (e.g. the breakdown of a car or washing machine). In other situations, consumer purchasing may be
initiated by more emotional needs or by simply imagining or daydreaming about what an experience maj be
like. Marketing campaigns frequently try to tap directly into emotional needs as a way of Initiating consumption
and driving brand preference.

The need recognition stage has a number of implications for marketing. First, marketing managers mus
be aware of the needs of consumers and the problems they face. Sometimes this awareness may be due fo
the intuition of the marketer who, for example, spots a new trend (such as the early marketing pioneers who
spotted the trend towards fast food, which has underpinned the global success of companies like McDonalds
and KFC). Dove is another brand that spotted a new trend and took note of the positive body movement. It
has worked hard to connect its brand image to social ideals and, thanks to a decade of ‘Real Beauty' can-
paigns, the personal care products company has successfully associated itself with the goal of positive body
image. Alternatively, marketing research could be used to assess customer problems or needs (see Chapter 4)
Secqnd, marketers should be aware of need inhibitors — that is, those factors that prevent consumers from
moving from need recognition to the next stage of the buying decision process. For example, ASOS recog-
nized that overcoming the need inhibitor — delivery costs - is important. To overcome this inhibitor, it was
onf’ of the fir§t online retailers to introduce free standard delivery for customers spending more than €2
Third, marketing managers should be aware that needs may arise because of stimulation. Their activities,

such as developing advertising campaigns and training salespeople to sell product benefits, may act as cues
to need arousal.

Information search

he second stage in the buyer decision-making process will begin when problem recognition is sufficienty

Stl‘OI\g.j. Fn the case gf an organizational buying decision, the decision-making unit (DMU) will draw up &
Sizzrlt};tlon of .‘:h)at.ls req'uirgd and then begin a search for potential alt(’rnati\';‘s. When marketers can infli-
s }e;rzp;:zls.lcatlon that is drawn up, it may give their company an advantage at later stages in the
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In print and online media, may provide unbiased information, and personal

) viewing, touching or tasting the product
significant growth businesses has been intelligent
el'l.COm (previously known as buy.com) and trivago.com, which allow
wide range of products and compare online vendors. The objective of
wareness set - that is, the array of brands that may provide a solution

Information search largely takes place online and one of the
agents — that is, websites such as Rakut:
buyers to find out information about a
information search is to build up the a
to the problem.
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of options for careful evaluation. The screening process may use different choice criteria from those used
when making the final choice, and the number of choice criteria used is often fewer.'® In an organizational
buying situation, each DMU member may use different choice criteria. One choice criterion used for screening
may be price. For example, transportation companies whose services are below a certain price level may
form the evoked set. Final choice may then depend on criteria such as reliability, reputation and flexibility.
The range of choice criteria used by customers will be examined in more detail later.

Consumers’ level of involvement is a key determinant of the extent to which they evaluate a brand. Involve-
ment is the degree of perceived relevance and personal importance accompanying the brand choice."”
When engaging in extended problem solving, the consumer is more likely to carry out extensive evaluation.
High-involvement purchases are likely to include those incurring high expenditure or personal risk, such as car
or home buying. In contrast, low-involvement situations are characterized by simple evaluations about pur-
chases. Consumers use simple choice tactics to reduce time and effort rather than maximize the consequences
of the purchase.” For example, when purchasing baked beans or breakfast cereals, consumers are likely to
make quick choices rather than agonize over the decision. Research by Laurent and Kapferer has identified

four factors that affect involvement:"

| Self-image: involvement is likely to be high when the decision potentially affects one’s self-image.
Thus purchase of jewellery, clothing and cosmetic surgery invokes more involvement than choosing a brand
of soap or margarine.

2 Perceived risk: involvement is likely to be high when the perceived risk of making a mistake is high.

The risk of buying the wrong house is much higher than that of buying the wrong chewing gum, because
the potential negative consequences of the wrong decision are higher. Risk usually increases with the price
of the purchase.
Social factors: when social acceptance is dependent upon making a correct choice, involvement is likely
to be high. Executives may be concerned about how their choice of car affects their standing among
their peers in the same way that peer pressure is a significant influence on the clothing and music tastes
of teenagers.

Y Hedonistic influences: when the purchase is capable of providing a high degree of pleasure, involvement
is usually high. The choice of restaurant when on holiday can be highly involving since the difference
between making the right or wrong choice can severely affect the amount of pleasure associated with

the experience.

The distinction between high-involvement and low-involvement situations is important because the variations
in how consumers evaluate products and brands lead to contrasting marketing implications. The complex
evaluation in the high-involvement situation suggests that marketing managers need to provide a good deal
of information to assist the purchase decision, such as through employing a well-trained, well-informed sales
force. In low-involvement situations, providing positive reinforcement through advertising as well as seeking
to gain trial (e.g. through sales promotion) is more important than providing detailed information. The
increased use of price comparison websites has further assisted the evaluation of alternatives, as outlined in

Marketing in Action 3.1.

Post-purchase evaluation of the decision

The creation of customer satisfaction is the real art of effective marketing. Marketing managers want to create
Positive experiences from the purchase of their products or services. Nevertheless, it is common for customers
to experience some post-purchase concerns; this is known as cognitive dissonance. Such concerns arise because
of an uncertainty surrounding the making of the right decision. This is because the choice of one product often
means the rejection of the attractive features of the alternatives.

There are four ways in which dissonance is likely to be increased: owing to the expense of the purchase;
When the decision is difficult (e.g. there are many alternatives, many choice criteria, and each alternative
offers benefits not available with the others); when the decision is irrevocable; and when the purchaser is
inclined to experience anxiety.”’ Thus it is often associated with high-involvement purchases. Shortly after
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'Marketing in Action 3.

Price comparison websites

Critical Thinking: Below is a review of the role of price comparison websites in the evaluation
: 9 P

: of alternatives phase of the buying decision process. Read it and critically evaluate the pros
E and cons of using these sources of information.

Online shoppers are a frugal bunch. Customers want items quickly, and from the cheapest reliable
seller. Price comparison engines or comparison shopping engines group products together based
on price, shipping rates and seller ratings so consumers can compare products easily in one place.
Consumers are increasingly relying on such price comparison sites to gain knowledge about the
market. Shoppers are increasingly going online to price comparison sites and using the information
gathered there to help them make offline, in-store purchases, or ‘web-to-store’ shopping. The detailed
information presented in price comparison site search results (e.g. retailer ratings, frequency of
retailers offering the product at the same price, retailer price level) may influence subsequent price
evaluations. Online shoppers are generally not going direct to an online retailer's website any more.
Instead, consumers are accessing products online through search engines and price comparison
engines such as Google Shopping, Amazon Product Ads and Pricegrabber. For example, in the insur-
ance industry, while comparison sites are best known for motor and home insurance, there are
how many other types of cover that can be searched for, including pet, travel and small business
fnsurance. In recent years, more and more niches have been added to suit a variety of needs,
including telematics (also known as black box insurance) for young drivers, specialist policies for
tenants and holiday home owners, along with a host of other financial services, utilities and
broadband products. :

It is estimated that more than 11 million people use price comparison sites and it's clear why
they appeal. First, they can reduce consumers’ search cost by bringing different providers onto the
same p.Iatform. As such, consumers no longer need to go to each individual provider's website 10
.extract. |nf9rmation. Second, by grouping different product/service features, they assist consumers
in ngvngatmg through the complicated product/service options and help to, simplify their decision-
making prgcess. Third, the value-added functions allow consumers to select the best deal available
pn that price comparisgn website according to their chosen criteria. As the name suggests, price
lhs whz;t mos.t of thgse ‘sates provide thefr rankings on. Nevertheless, some price comparison websites

aye een innovative in how they provide the price rankings. For i ides the
option of allowing the consumer to choose the d : e —— pmw‘ 85'
N R e Mol ate of travel and.rank potential travel destinations

HAREI8E 1he ke oF fice soit er laggr of convenience to consumers.

: parison websites is n
Competition and Markets Authority (CMA)

parison websites were pushing any parti
‘unbiased’

ot without its problems. Research by the
found that consumers did not typically think price com
or ‘there to help consumers’ '\?ULar supplier or product, and often described them &S
a particular site - this is why the CMA' Ot every insurer and every insurance product will be of
ensure they are covering all the b recommended that consumers should use several sites 10
i il L a§es. Consumers are not generally aware of the business models
because they make mone % nlzstlons- They provide their services to consumers free of charge
insurers or lenders — whengwegsvtit:r:gmg 'a Comm'ISSion v il B Compar
Tk P e e olr 15|gn up vng their platform. Therefore, while price comparison
pn i At Bl ool MPpetition and aid consumers in evaluating alternatives, it should
m et proﬁt, & spite the cu§tgmer benefits offered, the business model is one that
rough commission on sales.

Based on: MacArthur 2015;*" Aror 0l6;” Anonym r conc 017 Barre
, /i rora, 2 e 23
16; ymous, 2018;% Euy ope Economics, 20l = L : 1
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purchase, car buyers may attempt to reduce dissonance by looking at advertisements and brochures for their
model, and seeking reassurance from owners of the same model. Some car dealers, such as Toyota, seek to
reduce this ‘buyer remorse’ by contacting recent purchasers by letter to reinforce the wisdom of their decision
and to confirm the quality of their after-sales service. Organizations frequently solicit customer reviews of
products and services, which are made available online and provide future customers with a better idea
of what to expect. Managing expectations is a key part of reducing dissonance.

The consumer decision journey

Perspectives on how consumers move through the buying decision process have changed through taking
account of the easy access to information and media-rich environments in which we now live. The concept
of the consumer decision journey has been advanced to describe how consumption decisions are made
today.”® Among the significant trends that have been observed is that the number of alternatives consid-
ered may actually grow rather than reduce during the decision-making process. This is due to the ease
of access to information about alternatives available both offline and online. A second major feature is
the more active post-purchase experience, where the unwrapping and unboxing of purchases may be
filmed and shared, along with a significant growth in the use of social media and online reviews to post
positive and negative commentary on goods and services. Some aspects that appear to improve the cus-
tomer journey experience include a fully digitized journey, high levels of customer convenience and
customization of the journey.”

What are the choice criteria?
The various attributes (and benefits) a customer uses when evaluating products and services are known as
choice criteria. They provide the grounds for deciding to purchase one brand or another. Different members
of the buying centre may use different choice criteria. For example, purchasing managers who are judged by
the extent to which they reduce purchase expenditure are likely to be more cost conscious than production
engineers who are evaluated in terms of the technical efficiency of the production process they design. Four
types of choice criteria are listed in Table 3.2, which also gives examples of each.

Technical criteria are related to the performance
of the product or service, and include reliability,
durability, comfort and convenience. Many consum-
ers justify purchase decisions in rational technical

Table 3.2 Choice criteria used when evaluating
alternatives

Type of criteria Examples

terms but, as we shall see, the true motives for pur- . =
chasing are often much more emotional. Some Technical gegzgﬁ_l:g
.technical criteria, such as reliability, are particularly P:rfornia?nce
important in industrial purchasing. Many buying Style/looks
organizations are unwilling to trade quality for Comfort

price. A 2018 Harvard Business Review study Delivery
showed that although price is an important consid- Convenience
eration in industrial buying, a full range of rational Taste

and emotional factors can influence business pur- Economic Price

chases.* Infosys, the Indian business consulting and Value for money
information technology services firm, is a good Running costs
example of how a B2B seller can benefit from focus- R.esidual value
ing on quality rather than low price. Core to the e el ol
company’s brand strategy was quality and value Social Status

over price, and this has meant that Infosys has Social b('elonging
walked away from lucrative deals below a certain g;mhv.ennon
price point that might compromise its reputation for s '1on

quality. This quality guarantee has allowed Infosys Personal Self-image

to charge a premium for its service, leading to f;gi‘af:ducuon
higher margins and securing long-term revenue Emotions

through retained customers.”
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Economic criteria concern the cost aspects of purchase, and include price, running costs and residual values
(e.g. the trade-in value of a car). However, it should not be forgotten that price is only one component of cost
for many buying organizations. Increasingly, buyers take into account life-cycle costs — which may include pro-
ductivity savings, maintenance costs and residual values as well as initial purchase price — when evaluating
products. Marketers can use life-cycle cost analysis to break into an account. By calculating life-cycle costs with
a buyer, new perceptions of value may be achieved.

Social and personal criteria are particularly influential in consumer purchasing decisions. Social crite-
ria concern the impact that the purchase makes on the person’s perceived relationships with other people,
and the influence of social norms on the person. For example, in the early days the manufacturers of
personal computers and mobile phones, such as Apple, IBM and Motorola, sought to sell them on the basis
of their technical and economic criteria. But as the technology underpinning these products becomes sim-
ilar for all vendors, new forms of differentiation, such as colour, shape, appearance and emotional attributes,

all became important. Recent research has demonstrated the powerful
Exhibit 3.4 Drinks brands social effects of consumption. Simply wearing clothes sporting well-known
like Corona Extra are
heavy users of emotional
advertising.

labels such as Lacoste and Tommy Hilfiger has been shown to generate
perceptions of higher status, increase participation in shopping mall sur-
veys and improve the wearer’s job prospects and ability to solicit funds for
a charity.”

Personal criteria concern how the product or service relates to the indi-
vidual psychologically. Emotions are an important element of customer
decision-making (see Exhibit 3.4).

Personal criteria are also important in organizational purchasing. Risk
reduction can affect choice decisions since some people are risk averse and
prefer to choose ‘safe’ brands. The classic IBM advertising campaign that
used the slogan ‘No one ever got fired for buying IBM’ reflected its impor-
tance. Suppliers may be favoured on the basis that certain salespeople are
liked or disliked, or due to office politics where certain factions within the
company favour one supplier over another.

Marketing managers need to understand the choice criteria being used by
customers to evaluate their products and services. Such knowledge has impli-

cations for priorities in product design, and the appeals to use in advertising
and personal selling.

Western Sydney University Ad Insight: An emotional appeal is used to illustrate the power of education.
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Influences on consumer behaviour
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n influences on consumer behaviour are summarized in Figure 3.4. Personal influences describe those
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Personal influences

The six personal influences on consumer behaviour are: information processing, motivation, beliefs and
attitudes, personality, lifestyle, and life cycle.

Information process

The term information processing refers to the process by which a stimulus is received, interpreted, stored
in memory and later retrieved.” It is therefore the link between external influences including marketing
activities and the consumer’s decision-making process. Two key aspects of information processing are
perception and learning.

Perception is the complicated means by which we select, organize and interpret sensory stimulation
into a meaningful picture of the world.”” We receive these external stimuli through our different senses,
such as hearing a familiar jingle, seeing a YouTube video or encountering the familiar smell of a favou-
rite coffee shop. The sensation of touch has been important in the success of Apple’s products. Companies
now place a significant emphasis Exhibit 3.5 The Porsche Sound Lab was a pop-up store in the form
on trying to present a multi-sen-  of g modern music store to give customers the virtual experience
sory experience for their customers  of driving the car.
as a way of attracting our atten-
tion (often subconsciously) and of
differentiating their offerings from
competitors. For example, Toyota
produced a pop-up ad of a Toyota
Camry’s dashboard. Once the
viewer placed their thumbs on the
sensor tabs in the advert, the sen-
sors activated a heart rate monitor
that registered the user’s pulse,
the monitor on the advertisement
lit up to show the user’s heart rate
and it emitted a leather new-car
smell. Other car brands have also
developed innovative ways of cre-

ating a multi-sensory experience
(see Exhibit 3.5).

Three processes may be used to sort, into a manageable amount, the masses of stimuli that could be per-
ceived. These are selective attention, selective distortion and selective retention. Selective attention is
the process by which we screen out those stimuli that are neither meaningful to us nor consistent with our
experiences and beliefs. In our information-rich world, selective attention represents a major challenge for
marketers. Various studies have shown that consumers are exposed to a huge volume of marketing messages
but attend to a very small percentage of them. For example, one study has found that consumers could recall
only an average of 2.21 advertisements that they had ever seen.” Creative approaches such as humour, shock,
sex and mystery are used by advertisers to try to capture consumer attention. Position is also critical; objects
placed near the centre of the visual range are more likely to be noticed than those on the periphery. This is
why there is intense competition to obtain eye-level positions on supermarket shelves. We are also more likely
to notice those messages that relate to our needs (benefits sought)* and those that provide surprises (e.g.
substantial price reductions).

When consumers distort the information they receive according to their existing beliefs and attitudes this
is known as selective distortion. We may distort information that is not in accord with our existing views.
Methods of doing this include thinking that we misheard the message and discounting the message source.
Consequently, it is very important to present messages clearly without the possibility of ambiguity and to use
a highly credible source. Information framing or priming can affect interpretation. ‘Framing’ refers to ways in
Which information is presented to people. Levin and Gaeth® asked people to taste minced beef after telling half
the sample that it was 70 per cent lean and the other half that it was 30 per cent fat. Despite the fact that the
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Exhibit 3.6 Luxury brands like two statements are equivalent, the sample that had the information framed
Calvin Klein are frequent users positively (70 per cent lean) recorded higher levels of taste satisfaction,
of black and white imagery to Priming involves using stimuli to encourage people to behave in certain
convey elegance and luxury. ways. For example, when consumers arrive at a supermarket it takes a
while for the mind to get into shopping mode. Therefore retailers term the
area just inside the entrance as the decompression zone — where people are
encouraged to slow down and look at special offers — which is then followed
by the chill zone containing books, magazines and DVDs.” Colour is another
important influence on interpretation (see Exhibit 3.6). Blue and green are
viewed as cool, and evoke feelings of security. Red and yellow are regarded
as warm and cheerful, but have also been found to have an aphrodisiac
effect on men without an awareness on their part that this is the case.” By
using the appropriate colour in pack design it is possible to affect the con-
sumer’s feelings about a product. However, it is important to remember that
colour is also subject to different interpretations across different cultures.
Selective retention refers to the fact that only a selection of messages
may be retained in memory. We tend to remember messages that are in
line with existing beliefs and attitudes. Marketers are also interested
in how we make sense of marketing stimuli such as the processes by which
a leading sportsperson can cause us to select particular brands.
Learning takes place in a number of different ways. These include
conditioning and cognitive learning. Classical conditioning is the process
of using an established relationship between a stimulus and a response to cause the learning. Thus, advertis-
ing of soft drinks will typically show groups of people having fun and, when this type of advertising is constantly
repeated, a certain level of conditioning takes place, creating an association between drinks consumption and
happiness. This helps to explain why big, well-known brands advertise repeatedly. For example, the energy
drink Red Bull repeatedly uses quirky, humorous advertising to appeal to its target market of young adults.
Operant conditioning differs from classical conditioning in terms of the role and timing of the reinforce-
ment. In this case, reinforcement results from rewards: the more rewarding the response: the stronger the
likelihood of the purchase being repeated. Operant conditioning occurs as a result of product trial. The use
of free samples is based on the principles of operant conditioning. For example, free samples of a new shanv
prhoe distributed to a large number of households. Because the use of the shampoo is costless it is used
.(desu.ed responsse),.and because it has desirable properties it is liked (reinforcement) and the likelihood of
;L: zleéng):r?‘:gh:); QZSSE?SSEE?H?Z ::gilg:scet.r?fl‘e\./enths is (?iffereth for (:lassi(fal' a.nd operan't ('onditioninjl.
(reinforcements) may be use({ over time‘to en(.oliia, mtlt\ i lrxa.l precedes liking. A series Of FERE
The learning of knowledge, and the’ develo melﬁe( f l(; j‘epfea-t buylllg ki .pro(luct‘. e t is
R T ‘learning’ whi(-hp st-ress) (z klle s.dnd attitudes WITh()ut direct reinforcemen :
The learning of two or more concepts \»\,Iithout‘con(iiti()ls 3 "9 B lm-(,mal n.l(‘,nt‘dl processedi
line ‘Lemsip is for flu attacks’, the consuiner ‘ma rem 1“? mwiti 'm-te R 7 'h;aul
the kinds of conditioning and reinforcement prev!iJou | f‘rtl\. ?e‘\r i L(?mSlP is a remegy for fin attacks. il
others without direct experience or rev;/ara e Siy ¢ l'h(ussed. Vicarious learning involves learning from
3 ot gl i bttt € promise of the reward that motivates. Thus we may 1??1“
ype ol clothes that attract potential admirers by observi : : EELA ‘ I
Al g . Y observing other people. In advertising, the admiring
glance’ can be used to signal approval of the type of clothing bei i age beinJ
consumed. We imagine that the same may happen to us ifyw | 9”(.1119 \fvo'm e al('()ho?l(' b(%\{er‘.ige drink
Reasoning is a more complex form of cognitive iear '9 ( 1‘“955 m . drmk‘a Sl'mllar neni
IR g L o gy révie V:ung dl\‘(] is usually a:a:sociated with hlgh-an()lVe(I;l “
their own conclusions through reasoning, having been \~O[ i« bakfs resentation enables consumers (0 €4
2 N presented with some facts or assertions. Whatever form

of learning is used, marketers i i
g 1s used, ‘Lers are particularly interested i e 3 €
St o Ot & Y sted in both the recognition and recall of messages, 8 ¥

Our understanding of how people perceive stimuli

of the correspondence between signs and symbols, an
<1 « b 11 1 &4
design and advertising are given meanings by the

and learn is improving all the time. Semiotics is the study
d their roles in how we assign meanings. Symbols in logo
consumers that interpret them as such. For example, the stridd
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man on a bottle of Johnnie Walker whisky symbolizes the journey we take through life and this journey was the
centrepiece of the Johnnie Walker ‘Keep Walking’ campaign. In psychology and brain research, significant attention
is being devoted to trying to understand the subconscious as it would appear that much of our decision-making
is done there without us realizing it (as we saw in Critical Marketing Perspective 3.1). For example, it has been
argued that we often make snap judgements that are superior to those that we think a great deal about.”

Motivation

Given the endless array of choices that are available to us, what are the motives that cause us to select one
experience over another or choose to spend our time or money in certain ways? A key part of this issue (and
of the debates about marketing generally) is the distinction between needs and wants. Critics of marketing
argue that it creates excessive wants and desires among consumers, leading to all types of maladaptive behav-
jours such as addictive consumption, compulsive shopping disorder (CSD), consumer debt and the waste of the
planet’s scarce resources.

One of the best-known theories of motivation is Maslow’s Hierarchy of Needs. The psychologist Abraham
Maslow sought to explain how people grow and develop, and proposed that we move through a hierarchy of
motives. First we must satisfy our basic physiological needs for food, clothing and shelter, then we move to
safety needs such as protection from danger and accidents, then to the need for belongingness such as love
and family relationships, then to the needs for esteem and status, and then to the final, highest level of need,
namely self-actualization, which is essentially our understanding of whatever the meaning of life is for us.
From a marketing point of view, different products can be seen as fulfilling different needs, such as security
systems for safety, club memberships for status, and travel and education for self-actualization. However,
consumers do not progress rigidly up the hierarchy but may place emphasis on different levels at different
times, and the same product may satisfy different needs for different people.

Consequently, new explanations of fundamental human needs are becoming more popular. For example,
evolutionary psychologists argue that we have four basic human needs that have derived from our evolution
as a species and can be observed in different cultures during different time periods. These are the need to
survive, to reproduce, to select kin and to reciprocate. These fundamental motives can be observed in the
consumption of everything from cookery books (survival) to cosmetic surgery (reproduction) to Christmas gift
giving (reciprocation).”

Beliefs and aftitudes

A thought that a person holds about something is known as a ‘belief’. Beliefs about oneself, known as the
self-concept, are very important because this drives a signification element of consumption. For example,
the viral video from Dove called ‘Evolution’, which was part of the Real Beauty campaign, was a significant
hit because it shows how perceptions of beauty are distorted in the media.

Consumers increasingly use brands to convey their identity by wearing branded clothes or even having
brands tattooed on their bodies. Marketing people are also very interested in consumer beliefs because these
are related to attitudes. In particular, misconceptions about products can be harmful to brand sales. Duracell
batteries were believed by consumers to last three times as long as Ever Ready batteries, but in continuous
use they lasted more than six times as long. This prompted Duracell to launch an advertising campaign to
correct this misconception.

An ‘attitude’ is an overall favourable or unfavourable evaluation of a product or service. The consequence
of a set of beliefs may be a positive or negative attitude towards the product or service. Changing attitudes is
an important step in convincing consumers to try a brand. For example, prior to 2010, Old Spice was seen as
a brand for older generations, and the younger market had a negative attitude towards it and saw it as a stag-
hant and uninteresting brand. The introduction of its humorous ‘The Man Your Man Could Smell Like’
advertisements helped change attitudes towards the brand and make it more appealing to a new younger
demographic.* By changing the brand name and packaging of its value range to M Savers, the UK supermarket
chain Morrisons was successful in changing attitudes and growing sales of this sub-brand.

Understanding beliefs and attitudes is an important task for marketers. For example, the attitudes of the
‘grey market’ (those over the age of 50 years) are not well understood. Some companies, such as Gap, have
explicitly targeted this segment, but Gap was forced to close its Forth & Towne outlets after heavy losses.
Brands like Amazon’s Kindle and Apple’s iPhone and iPad have proved to be particularly popular with the grey
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market because they are larger than other portable devices and are very easy to use. Some firms are trying o
understand older people better. Kimberley-Clark, a maker of consumer products, has built a mock-up of what
a senior-friendly shop might look like in the future. Ford has also created a ‘third-age suit’ for car designers to
wear to help them understand the needs of older people: the suit thickens the waist, stiffens the joints and
makes movement more cumbersome.*! This large and relatively well-off ‘grey market’ is likely to be the subject
of significant marketing effort in the years to come.

Personality

Just from our everyday dealings with people we can tell that they differ enormously in their personalities.
Personality is the sum of the inner psychological characteristics of individuals, which lead to consistent
responses to their environment.*” There are several theories of personality but the most accepted today is the
big five, and the extent to which one varies on these dimensions ranges from high to low. * The big five are:

Openness to new experience, novelty seeking, etc.

Conscientiousness, which is self-control, reliability, etc.

Agreeableness, which is warmth, friendliness, etc.

Stability, such as emotional stability

Extraversion — that is, the extent to which people are outgoing and talkative or not.

Ui EWN™

The extent to which we possess each of these traits will be reflected in our behaviour and in our consumption
choices. For example, conscientiousness is generally low in juveniles and increases with age. The consumption

of high-maintenance products, pets, personal grooming and home fitness equipment is an indicator of high
conscientiousness.

G-Shock Ad Insight: This Casio G-Shock advertisement promotes the brand's tough and durable characteristics.

This concept — personality — is also relevant to brands (see Marketing in Action 3.2). ‘Brand personality is
the characterization of brands as perceived by consumers. Brands may be characterized as ‘for adventure seekers
(Red Bull), ‘for winners' (Nike) or ‘self-important’ (L'Oréal). This is a dimension over and above the physical
(e.g. colour) or functional (e.g. taste) attributes of a brand. By creating a brand personality, a marketer majy
generate appeal to people who value that characterization. For example, one of the longegt-running fictional

brands is James Bond; a. Va.rietg of car makers and technology companies have attempted to bring his cool,
suave and sexy personality into their brands by placing them in Bond movies

Virgin brand personality

ﬁ(,) Marketing in Action 3.2

Critical Thinking: Below is a review of the im

of how Virgin's brand personality has helped to
customer base.

pprtance of brand personality and an overview
distinguish it from competitors and build a loyal

A brand personality is something to which a consumer can relate
brand and facilitates the emotional connection between a brand .
sonality is simply the way a brand presents itself to the world. |t 'a
feels and behaves, and it is the most immediate way for cy t "
and be attracted to find out more. When all com s
same thing,

It helps define the character of @
nd its target audience. Brand per
cludes how a brand looks, sounds,
r to understand ‘who’ the brand is
. petitors in a particular i the
it bec i ; ey : r industry do, more or less,

omes increasingly difficult to differentiate on brand positioning alone. Corporaté

(continued)
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culture as experienced by the unique personality of a brand can often set companies in these indus-
tries apart. Brand personality is a critical part of developing a well-rounded brand strategy. A consis-
tent brand personality gives a consumer a seamless experience and a consistent message about
what a brand stands for. When executed strategically, brand personality empowers a brand to create
strong, invaluable brand equities and loyal customers. In essence, it's less about what these compa-
nies do to provide value to customers and more about how they provide that value.

Virgin is a brand that has a very distinct brand personality that helps it to stand out from the
competition. Virgin is often described as maverick, rebellious and even a bit edgy — but that is ;
combined with a sense of fun and appreciation of pleasure. It's that combination of personality
traits that has enabled Virgin to challenge and shake up many industries while keeping a strong
emotional appeal to customers. Virgin's clear, recognizable, attractive and distinctive personality
ensures it stands out. The Virgin brand identity is highly consistent across industries, countries and
over time: the red colour, the upbeat tone of voice and the ‘naughty’ behaviour are all part of cre-
ating success for the maverick Virgin and the maverick Richard Branson.

One of its core values is to disrupt industries while providing heartfelt service — all the while
having fun. Whether it is selling holidays or mobile phone contracts, it always makes sure fun shines
through in its products and services, by placing it at the heart of its marketing. For example, when
it launched Virgin Atlantic, it didn’t have the budget to take on British Airways’ marketing campaigns.
Instead, Richard Branson put himself front and centre of the brand - giving Virgin a personality that
British Airways didn’t have. Ever since then, it has been thinking up fun ways to stand out from
the crowd and draw the media’s attention to the company. It's done everything from breaking world
records to teasing competitors, and taking part in outlandish adventures that have got it noticed.
Virgin also maximizes social media to enhance customer loyalty through events, promotions and
sales; it opens lines of communication to generate buzz from satisfied customers and quickly
addresses the concerns of disgruntled ones. Virgin continues to consistently make headlines by
letting its brand personality shine through everything it does and by having fun.

Based on: Million, 2018;** Anonymous, 2018;* Branson, 2016;% Anonymous, 2015*

Lifestyle

Lifestyle patterns have been the subject of much interest as far as marketing research practitioners are con-
cerned. The term ‘lifestyle’ refers to the pattern of living as expressed in a person’s activities, interests and opinions
(the AIO dimensions). Lifestyle analysis (psychographics) groups consumers according to their beliefs, activities,
values and demographic characteristics (such as education and income). For example, the advertising agency
Young & Rubicam identified seven major lifestyle groups that can be found throughout Europe and the USA:

I The mainstreamers: the largest group. Attitudes include conventional, trusting, cautious and family centred.
Leisure activities include spectator sports and gardening; purchase behaviour is habitual, brand loyal and
in approved stores.

2 The aspirers: members of this group are unhappy, suspicious and ambitious. Leisure activities include
trendy sports and fashion magazines; they buy fads, are impulse shoppers and engage in conspicuous
consumption.

3 The succeeders: those that belong to this group are happy, confident, industrious and leaders. Leisure activ-
ities include travel, sports, sailing and dining out. Purchase decisions are based on criteria like quality,
Status and luxury.

Y The transitionals: members of this group are liberal, rebellious, self-expressive and intuitive. They have

unconventional tastes in music, travel and movies; and enjoy cooking and arts and crafts. Shopping behav-

iour tends to be impulsive and to involve unique products.

The reformers: those that belong to this group are self-confident and involved, have broad interests and are

issues orientated. They like reading, cultural events, intelligent games and educational television. They have

eclectic tastes, enjoy natural foods, and are concerned about authenticity and ecology.

(8, ]
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6 The struggling poor: members of this group are unhappy, suspicious and feel left out. Their interests are in
sports, music and television; their purchase behaviour tends to be price based, but they are also looking for
instant gratification.

7 The resigned poor: those in this group are unhappy, isolated and insecure. Television is their main
leisure activity and shopping behaviour is price based, although they also look for the reassurance of
branded goods.

Lifestyle analysis has implications for marketing since lifestyles have been found to correlate with pur-
chasing behaviour.” A company may choose to target a particular lifestyle group (e.g. the mainstreamers)
with a product offering, and use advertising that is in line with the values and beliefs of this group (see
Exhibit 3.7). For example, Benecol’s range of cholesterol-lowering foods is marketed at consumers who seek
to have a healthy lifestyle. As information on the readership/viewership habits of lifestyle groups becomes
more widely known so media selection may be influenced by lifestyle research.

A typical example of a popular life-
Exhibit 3.7 The increased popularity of the ‘outdoor’ lifestyle style that has grown significantly in recent
has enabled brands like Regatta to grow across Britain years is surfing. Originating in the South
and Ireland. Pacific, surfing was formerly popular in
just some select areas, such as Hawaii,
California and Australia. In the past
decade, its popularity has soared and par-
ticipation rates around the world have
grown dramatically. It is characterized by
its own surf culture, such as dressing in
boardshorts or driving ‘woodies’ — station
wagons used to carry boards. Many
brands have capitalized on this opportu:
nity, most notably the Australian clothing
brand Billabong and the US brand Hollis-
ter, and marketers aiming to target surfers
can do so through particular magazines,
events, television programmes and social
networks.

Life cycle

Il;l] Oa(:dlilorj )to t,h.e factors we I’1a\./e already examined, consumer behaviour may depend on the fife stage
2ha§eerez;jieﬁi;};:?ﬁ ;Z ]27:1;302 :Cl(li((?i-.(fy(‘lt“ ?t?g(‘ is of particular relevance since disposable income and pur
have high disposable incomeyif both \I::)) ko J 9]'('9('16 stage. For example, young couples with no children may
since lriey may be setting up home WhreI; Eti}l:;gn;:;%: i::iﬁvy p:}fd]asers i applialncjs
£ ] et 3 ' ¢ dren, their disposable income may fall, particularly
repagments and higyjh i)eréonal inc' )nlf ;: 2y 1ise due to the absence of dependent children, low mortgage
likely to change 80 pe ome. Research has shown that, when children leave a home, a mother i

g per cent of the branded goods she buys regularly and that they are more likely than any

other group to decide which b hese issul
( rands they want to b i a a
o ' 1 , 1§ once in a store th: »foreh: = issues
have important marketing implications. PR beforehand.” Enih

Social influences

The three social influences on consumer behaviour are: culture

social class and reference groups.
Culture '

As we noted in Chapter 2. ¢ refers :
pler 2, culture refers to,the traditions, taboos, values and basic attitudes of the Wholé

society within which an individual Ii i
1 1V S 3 i
develop, and consequently I.l;]udl lives. It provides the framework within which individuals and their lifestyles
’ Se &) « STed £ », 3 1 " o ‘ ’
1 y allects consumption. For example, in Japan it ig generally women that control the

Influences on consumer behaviour 83

family finances and make all the major household spending decisions. As a result, many financial services
firms are developing investment products targeted specifically at Japanese women. Within cultures there are
also a variety of subcultures that influence consumer behaviour and marketing, as we saw in Chapter 2.

The most notable trend in the past three decades has been the increased internationalization of cultures.
Products and services that previously may have been available only in certain countries are now commonplace.
For example, speciality cuisines like Japanese sushi, Korean barbecue and Cajun food can now be found in
major cities throughout the world. Allied to this, though, is the growing domination of some cultures. For
example, the success of American fast-food chains and social media companies represents a major challenge
to smaller, local enterprises in many parts of the world.

Social class

Long regarded as an important determinant of consumer behaviour, the idea of social class is based largely
on occupation (often that of the chief income earner). This is one way in which respondents in marketing
research surveys are categorized, and it is usual for advertising media (e.g. newspapers) to give readership
figures broken down by social class groupings. Some countries are significantly more class conscious than
others, such as the UK and India, and movement between the classes is difficult. In others, such as Brazil and
China, rising incomes are creating large new middle- and upper-class segments, which is significantly driving
demand for international and luxury brands respectively. For example, such is the demand for golf courses
in China that many are being built without planning permission and others are not being called golf courses
to get around planning legislation.

However, the use of traditional social class frameworks to explain differences in consumer behaviour has
been criticized because certain social class categories may not relate to differences in disposable income
(e.g. many self-employed manual workers can have very high incomes). The National Statistics Socioeconomic
Classification system (NSSEC) in the UK aims to take account of this situation by identifying eight categories
of occupation, as shown in Table 3.3. Consumption patterns are likely to vary significantly across these catego-
ries. For example, research on the social class of British grocery shoppers has found that the highest proportion
of AB (managerial/professional) shoppers frequent Sainsbury’s; Asda attracts a significantly higher share of
people in lower supervisory and technical occupations; while Tesco’s profile mirrors that of society in general.”
An interesting trend in the growing middle-class segment is that consumers are becoming more cost-conscious
and this has contributed to the growth of the discounters. Lidl has now overtaken Waitrose to become Britain’s
seventh largest supermarket by share of the groceries market. Furthermore, its rival Aldi has cemented its spot
in fifth position ahead of Co-op. Britain’s big four grocers (Tesco, Sainsbury’s, Asda and Morrisons) are losing
market share to the discounters.”

Table 3.3 Social class categories

Analytic class Operational categories Occupations
Employers in large organizations; higher managerial and
professional occupations | professional

1 Higher managerial and

4 Lower managerial and Lower managerial occupations; higher technical and
professional occupations | supervisory occupations

3 Intermediate occupations | Intermediate clerical/administrative, sales/service, technical/
auxiliary and engineering occupations

Employers in small, non-professional and agricultural
organizations, and own-account workers

4 Small employers and
own-account workers

5 Lower supervisory and Lower supervisory and lower technical craft and process
technical occupations operative occupations
6 Semi-routine occupations | Semi-routine sales, service, technical, operative, agricultural,
clerical and childcare occupations
7 Routine occupations Routine sales/service, production, technical, operative and
agricultural occupations
8 Never worked and long- Never worked, long-term unemployed and students

term unemployed
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Reference groups
A group of people that influences an individual’s attitude or behaviour is called a reference group. Wherea
product is conspicuous (for example, clothing or cars) the brand or model chosen may have been strongly
influenced by what buyers perceive as acceptable to their reference group; this may consist of the family, a
group of friends or work colleagues. Some reference groups may be formal (e.g. members of a club or sociefy),
while others may be informal (friends with similar interests). Reference groups influence their members in a
number of ways, such as providing peers with information about products, by influencing peers to buy prod-
ucts and by individual members choosing certain products because they feel that this will enhance their image
within the group. The role of reference groups is now more important than ever given that certain groups
choose to live a very ‘public’ life through social networks. Different types of reference groups exist. Member-
ship groups are those to which a person already belongs, and can be with friends, club members or classmates,
An interesting marketing development has been the growth of brand communities, which are social relation-
ships based around interest in a product (see Chapter 6). Aspirational groups are those that a person would
like to belong to — for example, people often aspire to the lifestyle of sports stars or celebrities. Finally,
avoidance groups are those that people choose to distance themselves from because they do not share the
values of such a group.
2oy \i ke?1 lrlc.)leh 1in 'all reference groups is played by the opinion leader. Opinion leaders are typically socially
and highly interconnected within their groups. They also have access to product i ati influ-
ence the behaviour and purchase choices of group members. Given advances inI so:-lil; t11l(i]t£(\/)(l)11“l<di:1lglz’e?;golllgg;:
the.ir influence can be highly significant. Therefore, they are the focus of attention from marketers; ’who ain;
to 1den.t1.fg them and to eTncourage them to influence their peers through buzz marketing techniques. They are
also critical to the adoption of new products, as demonstrated in Figure 3.5.
TR T W i el
researchers in the USA created an artificial musicg markal?s' ; ?ﬁplomng Nl Salés. g
songs. What they found was that when coﬁsumers could ( o PPQPIG‘ NS
see how many times the tracks had been downloaded,

they te
y tended to select the most popular tracks. As a result, many websites now include features like ‘other

customers hav i imi ¢ s ,
ave bought’ tabs. Similarly, ‘smart cart technology is being pioneered in supermarkets to exploit

3‘;15] htf)l(zlinzzt;?rj] Ifzr(lilpﬁ?;lg h\;lfsh :nscam;]er that reads products that have been chosen and relays the informa-
her/him how many pf‘oplé i1.1 he Shoa i opper walks past a shelf of goods, a screen on the shelf can tell
if the number is hiqh h(; o She; L3 I:“ a‘fel‘?li(lreadg selected .thal particular product. Studies have shown thal,
without offering dis%olmts fo;" exa.m 10“'1' l' SiLJ0 choose 1, 8o this method can be used,fo InceCE
& i il Hf ‘ p. €. In summary, the behaviour of consumers is affected by a variety of

nge of personal influences and some social influences that all combine to make up the
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nature of the relationships that individuals have with products and services. More recently, influencer
marketing has become an important factor affecting consumers’ purchasing intentions. This is the focus of
the following section.

Influencer marketing
Influencer marketing involves using individuals that have social media influence to reach consumers. It har-
nesses the growing impact of digital technologies to influence consumers brand awareness, attitudes and

purchase intentions.

The impact of digital technologies

The internet has become a major transformational force in consumers’ lives. With 55 per cent internet penetra-
tion worldwide in 2018 and a whopping 4.021 billion internet users and 3.196 billion active social media users
across the world, it has become indispensable to consumers in the context of their everyday lives.” Digital
technology has allowed for greater customization of products, services and promotional messages. It has
enabled marketers to adapt elements of their marketing mix to consumers’ needs more quickly and efficiently,
and has allowed marketers to build and maintain relationships with consumers on a much larger scale. It has
also allowed for the collection and analysis of increasingly complex data about consumers, their buying pat-
terns and personal characteristics, which can then be used to target smaller and increasingly more focused
groups of consumers (see Chapter 4). Finally, digital technologies have enabled consumers to engage in
increasing amounts of consumption online, e.g. browsing, shopping, reading and writing online reviews,
searching for information, evaluating alternatives and consuming media.

The digital consumer

As digital cons rs -jal media to connect [ T o3 %
g - umers we use social me | Figure 3.6 The digital consumer

with others, to consume content others have created

(e.g. music, videos, games, reviews), to create our |

(‘Jwvl'l content (e.g. posting }1pdates,.p1('ture§, videos, | ConneCt Consume ‘
reviews) and to control the information and image we | |
project to others (see Figure 3.6).” Therefore digital ‘\ 1
technologies, and social media in particular, have 5

revolutionized consumer behaviour and have led to \

the emergence of a new type of consumer, the digital | C reate ContrOl
consumer, who actively likes to ‘search, surf and { ‘

share’ online. |

The growth of social media influencers

As TV viewership continues to decline and traditional channels like TV and display ads are becoming increas-
ingly less effective, brands have had to alter their approach to marketing and leverage the power of social
media. One way in which they can achieve this is through the use of influencer marketing.”

Influencer marketing involves the use of social media influencers to drive a brand’s message to reach
target segments. A social influencer is simply a person who can influence other people. In the beginning,
many influencers were celebrities; however, nowadays influencers can be ordinary people who may be
admired by others or viewed as trendsetters, and who have the potential to influence their family, friends
and followers. Companies invite and pay these influencers, who have thousands or even millions of follow-
ers, to act as brand ambassadors and help spread conversations about their brand online. These influencers
can be fitness gurus, gaming addicts, beauty bloggers, fashionistas, social media stars or others. They
typically use a variety of social media platforms, such as Facebook, Twitter, Instagram and YouTube to
publicize product information and the latest promotions to their online followers. Collectively, these social

media influencers are referred to as social media stars, brand influencers and digital influencers, and terms
like YouTubers, Instagrammers, Viners, Snapchatters, vloggers and bloggers are used to describe platform-

specific users.”
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Impact

A strength of influencer marketing is that it allows brands to partner with creators that develop content per
ceived to be authentic and relatable to their audience. Usually, their audience has come to know them over 3
period of time, and has seen their reviews of a range of different products and services. When an influencer
voices their opinion and integrates a brand into their feed, it connects with their audience in a much more
powerful way than simply getting a video view or an ad impression.” Through marketing and advertising with
top social media influencers, the relationships and relevancy these influencers have with their followers ensures
that audiences will not only see the brand an influencer is promoting, but will also be more likely to act,
prompted by the influencer’s recommendation and endorsement.”

Influencers are often perceived by consumers to be more credible, trustworthy and knowledgeable
compared to celebrity endorsers, due to their amicability and their ability to build a rapport with consumers.
They have become a particularly important information source for businesses targeting a young demographic.”
According to a recent Nielsen report, influencer marketing yields returns on investment (ROI) 11 times higher
than digital marketing. The report highlights that, although celebrity endorsement is instrumental in raising
brand awareness among consumers, social media influencers play a highly significant role in driving product
engagement and brand loyalty as they are more capable of communicating to a niche segment.”

Research from Forbes magazine further supports the positive impact of influencers, stating that 92 per
cent of consumers trust influencers more than an advertisement or traditional celebrity endorsement.” In
addition, recent research has found that social media influencers have even greater impact on consumer
brand awareness and purchase considerations than was thought, as 21 per cent of consumers across the
USA and Europe said they had purchased a product or service based on a social influencer post. This
research also showed that images and video content are the most preferred types of influencer content,
with Facebook, Instagram and YouTube the most favoured platforms for following influencers.” In order

to assess the effectiveness of influencer marketing, reach, impressions, click-through rates, engagement

and ROI metrics of the influencer can be tracked. In addition, marketers can also use influencer market-

ing to better understand consumer needs
and priorities.”

Exhibit 3.8 Nespresso used influencer marketing to connect
with millennials.

There have been numerous examples of

' -y brands that have successfully used infl
encer marketing to connect with consumers.

ggﬁg;}is::gige;;c::m‘%;‘ For example, in 2016, Nespresso launched

sttt SAC an Instagram influencer campaign to make

< the product known to a younger generation
@stephanie_sugeng of coffee drinkers. Nespresso chose top
fy.y:;e:e:::mg:cc A influencers Adam Gallagher, who is admired
puillya @iuvenans for his classic and effortless style, and Aimee

Song, a top fashion blogger, to post about

the brand on Instagram. Both influencers
iy SNy reached different audiences, but their perso-
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allowed the brand to access a previously
untapped market: millennials (€€
Exhibit 3.8).%
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Recent research by Emarketer has found that companies are paying the most for .cglebri'tg influencer p.O;tS’
especially on certain social media platforms. It found that, on avera.lge, posts pg celebrities with .ar least 1)1:1-11 01(())51
followers cost nearly £65,000 each, with Facebook posts demanding a leading rate of app‘roxunatelg £75, 00
In certain industries, the costs were even higher, with some premium fashion b‘rand.s, for example, ‘pagl??
celebrity influencers more than £160,000 per post. When it came to so-called micro-influencers (those ?Nltll
10,000 or fewer followers), prices averaged at close to £1,350 per post, with YouTube and Facebook command-
i ighest prices.”

e t:solzillechﬁlenge is that many influencers are becoming commercial and 11101.1eg—driven, and this may me:li)n
that they may be less committed to some of the brands they recommend, focusing 11.1c.)re on the 11191199 to ‘e
made. Influencers are also competing to work with brands, and this increased competition between inf lueflc?xsl
may diminish their connection with their audience. An additional problem is that some. brands ox‘eliruie :)0(,1al
media influencers by choosing many influencers for a campaign, some of whom may be 11'1'elevan't for t e. lrallu
and the target audience.” When choosing an influencer, a brand must ensure tha.t theg are aligned ‘w1t.1 tl‘t‘
brand’s overall content strategy and brand image. The influencer should be connecting with a relevant audience
: 1 fit to the brand.” ‘
> 8}1‘1211(1)(; :)Ife i)?g(:;(;t challenges facing the future of influencer marketing i.s the lack of rf‘g'ulation ax:oun;l its
use. In some countries, there is no consumer protection legislation governing the‘fdvertlsmg SPCI?I vemvl n.o
specific reference to blogging or social media influencers in general Con‘sumer law.. In those (opl}tlnes wr;ei 2
consumer protection legislation is in place to regulate influencer marketing, there is an om?s onAn; uen('?? R
state if they are being paid to promote a brand. These influencers must clearly use? tags lrll‘«‘ #?; on.}))in( —,l(
posts to sl16w that paid-for product promotion is involved. Action can be takon’agalnst those in Ll(‘lj(‘( 1 fs w O
fail to do so. For example, the Advertising Standards Authority (ASA) in Th.e'U}\ hdb upheld a .1.1‘umble 1t-0 (1911\-
plaints against brands that have failed to provide sufficient f'laritg in publicising their connn_er(. nl r.e 31102: ;qt)i
with bloggers, vloggers and other social media influencers.” Consumers hf"we also become inc lcaém‘g y scep
cal of some influencers as awareness increases of the heavily curated, edited and photosh(ipped 11?1(;'91?5 ~sontne<
of them post. This scepticism was further exacerbated when two Instagram acc(?unts called (a-l?}llll.s‘lult(. d] (:11 1(1)::[:
and @Bloggersunveiled debuted in early 2018, exposing the use of photoshopping and cosmetic enhar

2 bg::;)lltr::;l::il l(l-(hl:llee:?:qes, the future of influencer marketing looks bright. Companies a-re.n()w‘ re“(‘c')gmzm({
that influencers are masters at e-WOM (electronic word-of-mouth). They can ta.ke on the role of ‘101 Inlfl%) (‘(.)l]l
sumers’ opinions on products and services, and the e-WOM })rqduct*d by t.h(‘S("‘ 111flllel.1cvt:1‘? (-an. blze :l:ﬁtgmljrl
By building influencer marketing and e-WOM into their marketing strat_egles. 1t'('an giv (v @ .0‘11'114)<u ‘\ . PP
nd information flow. Influencer budgets continue to rise, Crez?l.ms are learning mm‘(
a more sophisticated and authentic way, and thf) industry as a whole is
even more value for everybody involved.” We will now turn to the

tunity for open dialogue a
about how to integrate brands in
attempting to adopt best practices to drive .
factors that influence the buying behaviour of organizations.
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Y s of other companies. Organizational buying is also characterized by the
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Figure 3.7 Influences on organizational purchasing
behaviour

prevalence of negotiations between buyers and sell-
ers; and in some cases reciprocal buying may take
place where, for example, in negotiating to buy com-
puters a company like Volvo might persuade a supplier
to buy a fleet of company cars.

Figure 3.7 shows the three factors that influence
organizational buying behaviour and the choice crite-
ria that are used: the buy class, the product type and
the importance of purchase.™

Buy class

* straight re-buy
The buy class « modified re-buy

Organizational purchases may be distinguished as either i
a new task, a straight re-buy or a modified
re-buy.” A new task occurs when the need for the prod-
uct has not arisen previously so that there is little or no
relevant experience in the company, and a great deal of
information is required. A straight re-buy occurs where
an organization buys previously purchased items from
suppliers already judged acceptable. Routine purchas-
ing procedures are set up to facilitate straight re-buys.
The modified re-buy lies between the two extremes. A
regular requirement for the type of product exists, and the buying alternatives are known, but sufficient change
(e.g. a delivery problem) has occurred to require some alteration to the normal supply procedure.

The buy classes affect organizational buying in the following ways. First, the. membership of the DMU
changes. For a straight re-buy possibly only the purchasing officer is involved, whereas for a new buy senior
¥nanagemen~t, engineers, production managers and purchasing officers may be involved. Modified re-buys often
involve er}glngers, production managers and purchasing officers, but not senior management, except when the
purchase is critical to the company. Second, the decision-making process may be much longe:r as the buy class
changes from a straight re-buy to a modified re-buy and to a new task. Third in terms of influencing DMU
members, they are likely to be much more receptive to new task and modified ’re—l)uy situations than straight

re-buys. In the latter case, the purchasing man: : i
Bl A g ager has already solved the purchasing problem and has other

The first implication of this buy class analysis is that there
the new task at the start of the decision-making process. By p
nical problems that can arise, the company may be able 10.('r
secures the order when the final decision is made. The seconc
likely to be long and many people are involved in the new
sales personnel for a considerable period of time. Some firm
best salespeople, to help secure big new-task orders.

Importance
of purchase
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purchase of plant and equipment or, occasionally, when new materials are purchased if the change is of fun-
damental importance to company operations, e.g. if a move from aluminium to plastic is being considered.
Rarely do they involve themselves in component or MRO supply. Similarly, design engineers tend to be involved
in buying components and materials, but not normally MRO and plant equipment. Second, the decision-making
process tends to be slower and more complex as product type moves along the following continuum:

MRO — components — materials — plant and equipment

The importance of purchase

A purchase is likely to be perceived as being important to the buying organization when it involves large sum.s
of money, when the cost of making the wrong decision — for example, in terms of production downtime — is
high and when there is considerable uncertainty about the outcome of alternative offerings. In such situations,
many people at different organizational levels are likely to be involved in the decision and the process will be
long, with extensive search for and analysis of information. Thus extensive marketing effort is likely to be
required, but great opportunities present themselves to sales teams who work with buying organizations to
convince them that their offering has the best pay-off; this may involve acceptance trials (e.g. private diesel
manufacturers supply railway companies with prototypes for testing), engineering support and testimonials
from other users. Additionally, guarantees of delivery dates and after-sales service may be necessary when
buyer uncertainty regarding these factors is pronounced.

Features of organizational purchasing practice

Within the purchasing function, a number of trends have occurred that have marketing implications for supplier
firms. The relentless drive for efficiency by businesses has been one of the key factors behind the growth of
just-in-time purchasing, online purchasing and centralized purchasing. At the same time, these developments
have often strengthened relationships between buyers and their suppliers, and we have seen a significant growth
in relationship marketing and reverse marketing. '
The just-in-time (JIT) concept aims to minimize stocks by organizing a supply system that prov@es
materials and components as they are required. The total effects of JIT can be enormous. Purchésmg
inventory and inspection costs can be reduced, product design can be improved, delivery stream.lme(_i,
production downtime reduced and the quality of the finished item enhanced. Very close co-operation is
required between a manufacturer and its suppliers. An example of a company that employs a JIT system
is the Nissan car assembly plant in Sunderland in the UK. Nissan adopts what it terms ‘sgnchrolnous sup-
ply: parts are delivered only minutes before they are needed. For example, carpets are delivered by
Sommer Allibert, a French supplier, from its facility close to the Nissan assembly line in sequencer for
fitting to the correct model. Only 42 minutes elapse between the carpet being ordered and its being fitted
to the car. This system also carries risks, however: the 2011 earthquake in Japan caused delag§ to the
introduction of two new Toyota Prius models, and impacted on production in other global companies such
as Caterpillar and General Motors. : ' ‘
The growth in the use of the internet has given rise to the development of online purchasing. Tv_vo main
categories of marketplaces, or exchanges, have been created: vertical electronic marketplaces are 11.1dustrg
specific, such as sites for the automotive and healthcare industries (e.g. www.covisint.com); horizontal
electronic marketplaces cross industry boundaries and cater for supplies such as MROs (e.g. www.dgnnarket.c_om)
and services (www.upwork.com). Companies seeking supplies post their offers on 'these websﬂgs.
Potential vendors then bid for the contracts electronically. Some companies report significant improvements in
efficiency from managing their purchasing this way, through reducing the number of procurement s?tjaff involved
ers and increasing the potential global spread of vendors. This heightened competition presents

in processing ord .
rs. Social media platforms such as Facebook and LinkedIn have become a popular

challenges for supplie
mechanism for firms to source employees and suppliers. i ’

Where several operating units within a company have common requirements, a.nd v‘vhere there 1§ an opp()r-
tunity to strengthen a negotiating position by bulk buying, centralized pl.lrohasmg is an am-a(-n.ve option.
Centralization encourages purchasing specialists to concentrate their energies on a small gl'Olll) ‘()I prOf_ill(*‘fyl
thus enabling them to develop an extensive knowledge of cost factors and the operation of suppliers.
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For example, increasing concerns over the costs of healthcare have meant that many hospitals have centralized
purchasing in procurement departments rather than devolving the activity to doctors and nurses as had been
the case in the past. As a result, many contracts are put out to tender, often on a pan-European basis, with
vendors selected on the basis of quality, cost and ability to deliver over a number of years. The net effect of
this is that orders are much more difficult to secure but, once secured, are likely to be more long lasting. At the
same time, organizational buying has become increasingly characterized by very close relationships between
buyers and sellers. Relationship marketing is the process of creating, developing and enhancing relationships
with customers and other stakeholders (see Marketing in Action 3.3). For example, Marks & Spencer has trad-
ing relationships with suppliers that stretch back almost a century. Such long-term relationships can have
significant advantages for both buyer and seller. Risk is reduced for buyers as they get to know people in the
supplier organization and know who to contact when problems arise. Communication is thus improved, and
joint problem solving and design management can take place, with suppliers becoming, in effect, strategic

Marketing in Action 3.3

General Electric

‘s ————— - ——

Criﬁcgl Thinking: E.Selow is a review of some of the innovative marketing conducted by General
F—:Iectnc (GE), which is a leader in social media. Read it and consider how social media market-
ing could be used by other business-to-business firms.

Social media marketing might initially appear to be the sole preserve of the business-to-consumer
(B2C) marketer. However, according to a 2018 research study into B2B social media marketing by
Omobqno, not only can business-to-business (B2B) marketers benefit from social media, but it could
be thelr.most effective marketing channel of all. General Electric (GE) is one of the mostyexciting B2B
compames .and was an early mover on social media. GE are not necessarily going for direct sales via
soua.l media as their sales efforts take place elsewhere. Social media is used by the company to
remain top of mind and to dust off this company founded back in the nineteenth genturg r:
- Qgi;as'tt;eehn using Instagram to highlight its most important technological advancements, and
, with the help of BBDO New York, the company created buzz by creating Invention Donkey,

a character that ‘hijacked’ GE’s Twitter acc
‘ : ount for the day, providin i
with questions about GE'’s latest technology. Previous| e e o

a behind-the-scenes look at what is happening at the co
the best way to get bonus marketing and PR
a GE aviation facility in Ohio, where the mo
influencers and fans shared their experience
GE took a social media time travel througho
material, from archive photos from the 19
advances. GE gained more than 3,000 new
interactions and 3.5 million views.

y, GE has used Instagram to give enthusiasts
mpany, even giving top Instagram influencers -
— as well as a handful of super fans a chance to tour
st gdvanced jet engines in the world are tested. Both
S via the widespread platform Instagram offered, while
ut the company’s 120-year history, posting a range of
39 World's Fair to today’'s awe-inspiring technological
followers thanks to more than 200,000 social media

Based on: Chaffey, 2018:7 i i
y 8,” Shahari, 2017.7¢ Anonymous, 2018;” Meistrel| 201678

————————— ) —
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partners. Sellers gain through closer knowledge of buyer requirements, and many companies have reorganized
their sales forces to reflect the importance of managing customer relationships effectively — a process known
as key account management. New product development can benefit from such close relationships. The develop-
ment of machine-washable lamb’s wool fabrics and easy-to-iron cotton shirts came about because of Marks &
Spencer’s close relationship with UK manufacturers.” The issue of relationship marketing will be dealt with in
more detail in Chapter 7.

The traditional view of marketing is that supplier firms will actively seek out the requirements of cus-
tomers and attempt to meet those needs better than the competition. However, purchasing is now taking on
a more proactive, aggressive stance in acquiring the products and services needed to compete. This process,
whereby the buyer attempts to persuade the supplier to provide exactly what the organization wants, is
called reverse marketing.* Syngenta, an international supplier of chemicals, uses reverse marketing very
effectively to target suppliers with a customized list of requirements concerning delivery times, delivery
success rates and how often sales visits should occur. The growth of reverse marketing presents two key
benefits to suppliers who are willing to listen to the buyer’s proposition and carefully consider its merits:
first, it provides the opportunity to develop a stronger and longer-lasting relationship with the customer;
second, it could be a source of new product opportunities that may be developed to a broader customer
base later on.

Finally in B2B contexts, a firm may not actually make a purchase but rather it simply leases a product. A
lease is a contract by which the owner of an asset (e.g. a car) grants the right to use the asset for a period of
time to another party in exchange for the payment of rent.’ The benefits to the customer are that a leasing
arrangement avoids the need to pay the cash purchase price of the product or service, is a hedge against fast
product obsolescence, may have tax advantages, avoids the problem of equipment disposal and, with certain
types of leasing contract, avoids some maintenance costs. These benefits need to be weighed against the costs

of leasing, which may be higher than outright buying.

Summary
This chapter has examined the nature of customer behaviour and the key influences on customer
behaviour. The following key issues were addressed.

Il The differences between consumer and organizational buying behaviour. In the latter, the

buying decision process involves more stages, the input of more parties and greater
levels of negotiation. Technical and economic choice criteria tend to play a greater role

in organizational buying.

2. Who buys - the five roles in the buying decision-making process: initiator, influencer, decider,
buyer and user. Different people may play different roles, particularly in a family purchase
and, for marketers, identifying the decider is critical.

3] There are two main theories of consumer behaviour: the information processing approach,
which sees consumption as a rational, utilitarian process, and consumer culture theory, which

sees consumption as a social activity rooted in contexts.

4. The buying decision process, involving the stages of need recognition, search for alternatives,
evaluation of alternatives, purchase and post-purchase evaluation. In the case of high-involvement
purchases, consumers will typically go through all these stages, whereas in a low-involvement
situation, they may move directly from need recognition to purchase.

5. The main choice criteria used in making purchase decisions — namely, technical, economic,
onal criteria. In consumer buyer behaviour, social and personal criteria are

social and pers 1 :
hrough product and service selection.

very important as consumers build their identities t

6. The main influences on consumer buying behaviour: personal influences and social influ-
ences. At any given time, there are myriad factors that may influence a consumer’s purchase
decision. Deeply embedded emotional elements such as conditioning, learning, attitudes and

personality are key drivers of consumption decisions.

(continued)
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purchase intentions.

7. The impact of influencers on consumer purchase decisions. Influencer marketing involves
using individuals that have social media influence to reach consumers. It harnesses the grow-
ing impact of digital technologies to influence consumers’ brand awareness, attitudes and

8. The main influences on organizational buying behaviour: the buy class, the product type and
the importance of purchase. For example, a major investment in plant and equipment that is
critical to the organization and is a new task purchase will necessitate the involvement of
many parties in the organization and will take time before a decision is made.

9. The key features of organizational purchasing practice: just-in-time purchasing, online
purchgsing, centralized purchasing, relationship marketing, reverse marketing and leasing.
Orga‘mzational purchasing at one level presents opportunities for reverse marketing and
relationship building with suppliers, but at a different level is driven by efficiency concerns
that are managed through centralized and online purchasing.

References 93

Study questions

What are the differences y izati i i
:es between organizational buying behaviour and consumer buying behaviour?

and the consumer culture approach to

2‘ ‘ S > e 1 “

:il;?os‘:rla :e(.e;nt ;;u(;(:ase that included not only yourself but also other people in making the deci-

sion. What role(s) did you play in the buying centre? Wh i :

: : 1 1 : ? at roles did these other

how did they influence your choice? g
3. Compare and contrast the information processing approach

our understanding of how consumers behave in the ways that they do
A ys 1 1

- Review the choice criteria influencing some recent purchases, such as
5. Describe the recent trends in Just-in-time purchasing
)

a hairstyle, a meal, etc.
online purchasing and centralized purchasing.

Discuss the implications of these trends for marketers in vendor firms

6. Outline the benefits and challenges associate

extent to which these influencers have affected your awareness of brands

and your purchase intentions.

t

d with using influencer i ighli
. ; ind o Sing wcer marketing. Highlight some of
the main social media influencers relevant to your marke i,

t, age group and interests. Assess the
attitudes towards brands
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Case
#BrandHate

‘Does our brand suck?’ This is not a question that
is often raised in marketing or board meetings.
However, a quick search on Google may reveal what
some consumers really think and feel about the com-
pany’s brand. Customers who have been waiting to
talk to a call centre operator, only to be shifted to an-
other operator or a computerized robotic-voice menu
system are left annoyed and frustrated. Potential
customers who have been given the cold shoulder in
a high-end boutique experience feelings of anger and
contempt. These dissatisfied consumers frequently
harbour strong feelings and thoughts about revenge,
and - depending on the severity of the ‘offence’ —
some even go as far as to act on them.

Call out culture

The empowered consumer is not afraid to call brands
to account. Euromonitor International identified
call out culture in its Top 10 Global Consumer Trends
for 2018. Consumers are increasingly taking a stand,
and negative opinions and experiences are likely to

0908800080000 00000000000sesessssscssssssssssssssssssssscsccnnccccns

be shared, facilitated by near instantaneous online
communication and the widespread use of social media.
It has never been easier for consumers to take on
global brands, with potentially damaging conse-
quences for brand image and the bottom line. In a
US survey, nearly half of people have used social
media to complain about a business. And this matters.
Who hasn’t read an online review when buying a
book, consumer electronics contraption, or before
booking a hotel or restaurant?

TripAdvisor is the world’s largest travel site, which
allows users to upload hotel and restaurant reviews.
Although some hospitality brands, such as Four
Seasons Hotel London at Park Lane, enjoy a maxi-
mum five-star rating, it is apparent that many other
luxury hotels do not always meet the expectations of
the discerning traveller. Another review site is
Trustpilot, which gives customers an amplified voice
to provide feedback on their online experience. For
example, Ryanair.com has a Trust Score of 1.5/5
based on 2,525 reviews. Reviews of headlines
posted, such as ‘Rip off’, “Worst budget airline’,
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‘Never again this **** company’ and ‘Worst company
in the world’, certainly do not paint an ideal picture
of the low-cost airline. It is the collective experiences —
positive and negative — of other genuine consumers
that provide the consumer with information that
enables them to decide whether to select one brand
over another.

Brand hate

Consumers are often left emotionally outraged, fum-
ing or angry by company failures, and they want
their feelings to be known by as many people as pos-
sible. They want to hurt the organization guilty of
ruining their experience. These extremely disgrun-
tled customers, who want to let off steam, make their
suffering public, harm the brand reputation and thus
get revenge, can also turn to brand-specific websites
such as ihateryanair.co.uk to share their grievances.
In acute cases, this can result in consumers’ attitudes
being permanently changed to an enduring hatred of
the brand, and some of these individuals become —
and remain — vocal about it. Former customers who
have felt extreme negative emotions about a compa-
ny’s brand might therefore develop a strong and per-
sistent negative attitude about the company and its
brands in general. This attitude risks contagion to
other potential consumers via ferocious negative
feedback online and offline.

Belief-driven buyers

This is, however, just the tip of the iceberg. Brand
scandals increasingly seem to be an omnipresent phe-
nomenon as the string of high-profile corporate scan-
dals continues to dominate the media space.

The arrest of two African-American men in a
Philadelphia Starbucks in April 2018 had put the coffee
chain on the defensive. Although Starbucks’ CEO had
apologized following accusations of racial profiling
by the company, the company was not let off the
hook. #DeleteStarbucks continue to trend on social
media and the brand saw a 21-point decrease in its
‘Buzz score’, a reputational tracker.

In addition, consumers are more willing than ever
to ‘punish’ companies. A 2017 Edelman Earned Brand
survey of 14,000 people in 14 countries found that
57 per cent of consumers will buy or boycott a brand
solely because of its position on a social or political
?ssue. These so-called belief-driven buyers were dom-
mant among the millennial generational segment,

and most active in developing countries such as
China and India.

#Activism

‘Hashtag activism’ is a clear illustration of consumers
using social media such as Twitter not only to raise
awareness of underlying issues but to exert pressure
on corporations to change business practices,
These are not so-called ‘extremists’, but regular
consumers. In other words, anti-brand sentiment is no
longer an exception, but has evolved into mainstream
experience. For example, #BoycottUnited was rapidly
adopted when a United Airlines passenger was filmed
by another passenger being brusquely and forcibly
removed from an overbooked aircraft.

Conversations about United Airlines quickly
dominated social media and #BoycottUnited, #Boy-
cottUnitedAirlines and #NeverAgainFlyUnited were
Jjust some of the many hashtags that came to charac-
terize the desire of many customers to punish the
brand. The majority of these people were not
directly involved in the service failure. It ignited a
media firestorm, which continued in the public domain
via popular network US talkshow hosts, who were
quick to cruelly mock the airline. Additionally,
nearly US$1 billion was temporarily wiped off the
company’s market value. The incident had even at-
tracted the attention of US policy-makers and the
company’s chief executive officer, Oscar Munoz
was convoked to, and harshly scolded at, a four-
hour congressional hearing.

The hashtag #DeleteFacebook is another manifest
example of consumers attacking a company in the
light of allegations that the personal data of about
50 million Facebook users, including CEO Mark Zuck
erberg’s own personal data, had been harvested and
shared with third parties, which included Donald
Trump’s presidential campaign managers. A total of
177,000 people have already signed a Change.org peti
tion asking Facebook to provide drastically better pro-
tection of their data. Facebook is a case where its CEO
is a well-known personality who has already attracted
extreme negative attitudes (e.g. #Zucked, #Zucked
Over) towards himself and his corporate creation:
Once again, US Congress convoked a CEO for a gruek
ling examination of corporate ethical, and potentially
legal, failures. The Facebook privacy crisis just might
have long-lasting repercussions for the company, 4
well as the entire Big Data sector across the world.

Message amplification

Negative publicity can certainly spread like wildfiré
2471 news cycles, combined with social media offer
lightning-fast media outlet leviathan. Moreover, thé

)

intervention of key opinion influencers can vastly
amplify the anti-brand message. For example, WhatsApp
co-founder Brian Acton, and Elon Musk, CEO of
Tesla and Space X, endorsed the #DeleteFacebook
campaign. Celebrities such as Cher and Will Ferrell
have decided to avoid the brand by boycott, and have
closed their accounts. Indeed, the use of celebrities
to promote numerous boycott campaigns has a long
history. For example, former Baywatch actress and
model, Pamela Anderson, has been an ambassador for
animal rights group PETA for more than 20 years and
has campaigned against a series of companies,
including KFC and SeaWorld.

Moral agenda

Consumers may boycott a brand because of its per-
ceived disrespect for human rights, the natural envi-
ronment or involvement in unethical business
practices. However, it seems that consumers are be-
coming more concerned beyond the traditional realms
of corporate social responsibility. For example, the
#GrabYourWallet campaign encourages consumers to
boycott brands associated with presidential politics:
the Trump family itself.

The politicization of many issues has indeed
forced companies to take a political position. In a US
survey, two-thirds of consumers say it is important
for brands to take public stands on social and political
issues. Kellogg's, BMW, Visa and Lufthansa are among
anumber of companies that took the decision to with-
draw advertising from the news and opinion website
Breitbart.com, which is widely perceived to be an
outlet for the alt-right political movement. In a simi-
lar vein, brands such as United Airlines, Delta Air
Lines and Hertz terminated ties with the National
Rifle Association (NRA) following the Florida
shooting incident in February 2018. Consumers are
ready and willing to punish companies for per-
ceived moral shortcomings.

Reputational crisis

Brands have never been under such intense scrutiny.
The implications of this evolution may have a major
impact on the bottom line. The reputational crisis that
engulfed Facebook (#DeleteFacebook) resulted into a
loss of nearly US$50 billion in market value in two days
following revelations of data breach allegations. It is
likely that Facebook will be able to ride out the storm,
but consumers are less willing to forgive companies
that fall short, and governments are becoming less
likely to ignore big business’s perceived ethical failures.
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Loss of trust and a damaged reputation after the
perceived brand failure of many high-profile brands
might be felt for many years. The long-established US
bank Wells Fargo created as many as 2 million fake
bank and credit card accounts between 2011 and 2015.
A subsequent survey of bank customers found that neg-
ative perceptions of Wells Fargo had increased from
15 per cent to 52 per cent, while 30 per cent of Wells
Fargo customers surveyed claim they are actively
exploring leaving the bank and 14 per cent say they
have already decided to switch banks. More than half of
non-Wells Fargo customers say they are not likely to join
the bank. This is without doubt a shot across the bow for
all companies steering into dangerous ethical waters.

Brand redemption

No company or organization is immune from consum-
ers taking direct action as a result of reputational
loss. A recent example is the NGO Oxfam, which lost
7,000 regular donors after it was revealed that the aid
agency’s staff had sexually exploited victims of the
Haiti earthquake in 2010.

Organizations such as Oxfam, Facebook, Star-
bucks, United Airlines and Wells Fargo obviously
need to restore their reputations if they are to win
back the trust and loyalty of consumers — past, pres-
ent and future. However, this is no straightforward
task. As with companies accused of ‘greenwashing’,
consumers can easily detect a ‘public relations re-
demption’ campaign that simulates the impression of
a company’s efforts at brand image salvation.

Although many brands may polarize, it doesn't mean
that they have to ‘suck’. Brand managers need to be aware
of what can be done to avoid or dissipate #BrandHate.

Questions

I. Conduct a search on the internet, including anti-
brand sites, in order to identify the potential
causes and consequences of brand hate.

2. Using the consumer decision-making process, dis-
cuss how and why consumers reject brands.

3. What advice would you give to brand managers
whose brands have become victims of brand hate?

This case was prepared by Glyn Atwal, Burgundy
School of Business, and Douglas Bryson, Rennes
School of Business, from various published sources
as a basis for class discussion rather than to show
effective or ineffective management.




