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Lecture 1: Introduction to
consumer behaviour and
marketing strategy
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Learning Outcomes

Review the basic concepts of marketing

* Understand the concept of consumer behavior and situational
influences which may impact each stage of the decision
making process for the consumer;

* Understand the internal influences on consumer decision
making;

* Understand the external influences on consumer behavior
including family, household, social class and culture;

* Understand the importance and application of consumer
behavior to marketing strategy.
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LISB BASIC MARKETING
CONCEPTS IN CB

* What is the marketing?

* Marketing is a process by which companies create value
for customers and build strong customer relationships to
capture value from customers in return
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AISB BASIC MARKETING
CONCEPTS IN CB

All Those
Bicycles!

More than Selling and Advertising
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BASIC MARKETING
CONCEPTS IN CB

* What is the marketing process?

Create value for customers and
build customer relationships

Construct an

Design a integrated Build profitable
customer-driven marketing program * relationships and

marketing that delivers create cvustomer

strategy delight

superior value

Capture value from
customers in return

Capture value
from customers to

create profits and
customer equity
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rketing process?
rategy --> Marketing mix Tactics --> 1 --> C
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Product
Marketing Mix

Sales

Place :

promotion
q Personal Press
Promotion :

selling

conference

Direct Event
Marketing

Charity/
Sponsor

Crisis
Evaluation
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BASIC MARKETING
CONCEPTS IN CB

* Need: describes
basic human

~ Maslow’s Hierarchy requirement
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BASIC MARKETING
CONCEPTS IN CB

e States of deprivation
¢ Physical—food, clothing, warmth, safety
¢ Social—belonging and affection
¢ Individual—knowledge and self-expression

¢ Form that needs take as they are shaped by
culture and individual personality

De man d S * Wants backed by buying power
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LISB BASIC MARKETING
CONCEPTS IN CB

* Products: Anything that can be offered to someone to
satisfy a need or want.
* Tangible and intangible products
* Value: The consumer’s assessments of the product’s
overall capacity to satisfy their needs.

— Benefits/costs
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CONCEPTS IN CB

* Customer expectations: are based on past buying
experiences, the opinions of friends, supplier
information and promises.

* Highly satisfied customer make repeat purchases, less
price sensitive, remain customers longer, and talk
favorably to others about the company and its products
(positive WOM).

* Customer # Consumer
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LISB BASIC MARKETING
CONCEPTS IN CB

» Satisfaction: The extent to which a product’s perceived
performance matches a buyer’s expectations.

* |f the product’s performance falls short of expectation, the
buyer is dissatisfied. If performance matches or exceeds
expectations, the buyer is satisfied or delighted.
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LISB BASIC MARKETING
CONCEPTS IN CB

* Customer Value and Satisfaction
* Expectations

Customers

e Value and
satisfaction

Marketers

e Set the right level of
expectations

¢ Not too high or low
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LISB BASIC MARKETING
CONCEPTS IN CB

* Value proposition: Set of

benefits or values a ==

company promises to ~ i
pany p >

deliver to customers to
satisfy their needs
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Definition: Consumer behavior is the
actions a person takes in purchasing and
using products and services, including the
psychological and social processes that
come before and after these actions.
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ONCEPTS OF CB

er Behavior

The environment Buyer's black box Buyer responses
Marketing stimuli ~ Other Buyer's characteristics Buying attitudes and preferences
Product Economic * Buyer’s decision process ‘ Purchase behavior: what the buyer buys,
Price Technological when, where, and how much
Place Social y . .
Promation Guitural Brand and company relationship behavior

Source: Philip Kotler & Gary Amstro
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@FIGURE | 5.2
Factors Influencing
Consumer Behavior Cutture Psychological
Motivation
Many brands now arget specific Perception Buyer
subculues—such s Hisaric Subeulture Family Learning
American, Afrcan American, and Beliefs and A
Asian American consumers—with attitudes
marketing programs tailored to Roles and status
theirspecifc needk,and pefeencs; | Owr
Fur exampe, PAG CoverGil Social class b areffcted by an
o o S \ incredibly complex
by Queen Laifh fo "celebrate the Peale'sbying doisons ; ; . combination o edermal
! g actand conlributs o ther iestyles—iheir :
bty of women of ol wholepaien o acting and necacing i the workd. For exampl, Poery | | 204 ntemal nfluences.

Bam sells more than just home fumishings_ It sells an upscale yetcasual,
Faily- and friend-focused lestyle.

Source: Philip Kotler & Gary Am
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BASIC CONCEPTS OF CB

Colgate Ad

How can marketers
change attitudes?

Attaches To Teeth ,
For 12 Hour Protection
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BASIC CONCEPTS OF CB

Pierce
Brosnan’s choice

Pierce Brosnan

for Omega

Why use a celebrity
spokesperson?
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L1oB BASIC CONCEPTS OF CB

* Buyer Decision Making Process

Need * Information * Evaluation of Purchase Postpurchase
recognition search alternatives decision behavior

Source: Philip Kotler & Gary Amstrong, 2014
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158 BASIC CONCEPTS OF CB

Adoption process is the mental process an
individual goes through from first learning
about an innovation to final regular use.

* Buyer Decision Process for New Products:

Awareness Interest Evaluation Trial Adoption
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KETING PROCESS

Create value for customers and Capture value from
build customer relationships ‘customers in return

Understand the Design a wumm Build profitable Capture value
marketplace and customer-driven marketing program relationships and from customers to
customer needs ‘ marketing ‘ that delivers ‘ create customer e profits and

and wants strategy superior value delight customer equity
Research Select customers Product and Customer
customers and to serve: market service design: relationship
the marketplace segmentation and build strong rmanagement: build
targeting brands strong relationships
with chosen plure
Manage lifetime val
information and Decide on a value Pricing:
customer data proposition: create real value
> ol Partner relationship ‘: ase :(rin;n of
; build market and sl
posttonkog DI strong relationships of custom
manage demand with marketing
and supply chains partners
Promotion:
communicate the
value proposition

Harness marketing Manage global Ensure ethical and |
inology markets social responsibility
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