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Chapter 1: Consumer Behaviour: Challenges and Changes 
 
Consumer Behaviour is the behaviour that consumers display in searching for, 
purchasing, using, evaluating, and disposing of products and services that they 
expect will satisfy their needs. 
 
The term consumer behaviour describes 2 different types of consumer entities: 

 Personal Consumer 

 The individual who buys goods and services for his or her own use, for 
household use, for the use of a family member, or for a friend. 

 The products are bought for final use by the end users, or ultimate 
consumers. 

 Organizational Consumer 

 A business, government agency, or other institution that buys goods, 
services, and equipment necessary for the organization to function. 

 
The Marketing Concept 
 
The Marketing Concept is made up of 3 philosophically different business 
orientations that are the roots of consumer behaviour. 
 
 
 
 
 
 
 
 
Product Orientation  

 Product orientation extended roughly from the 1850s to the late 1920s. The 
focus during this period was on production capabilities, improving 
manufacturing skills in order to expand production. This was an era where 
demand exceeded supply. 

 
Sales Orientation  

 Sales orientation extended roughly from the 1930s to the mid 1950s. The 
focus of this orientation was to sell more of what the manufacturing was able 
to produce, naturally following the expanded capacity of products during the 
production era. This was an era where supply exceeded demand. 

 
Marketing Orientation  

 Marketing Orientation extends roughly from the mid 1950s to present day. 
The focus of this era was to determine the needs and wants of specific target 
markets and to deliver satisfaction to customers better than competition. The 
acceptance of a market orientation leads to the core philosophy of marketing, 
namely the marketing concept. 

 
The Marketing Concept’s key underlying assumption is that in order to be successful, 
a company has to determine the needs and wants of specific target markets and 
deliver the desired products or services better than the competition.  
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Chapter 2: The Consumer Research Process 
 
Studying consumer behaviour, in all its ramifications, enables marketers to predict or 
anticipate how marketers might better meet consumer needs by offering them more 
suitable products and marketing messages. 
 
An Overview of the Consumer Research Process 
 
The Consumer Research Process can be discussed in a logical manner, using the 
following 6 steps: 

1. Defining the objectives of the research. 
2. Collecting and evaluating secondary data. 
3. Designing a primary research study. 
4. Collecting primary data. 
5. Analysing the data. 
6. Preparing a report of the findings. 

 
(See figure 2.2 in the Chapter 2 slides or textbook for a diagram  

on the Consumer Research Process.) 
 
 
Developing Research Objectives 
 
The first and most difficult step in the consumer research process is to accurately 
define the objectives of the research.  
 
Whatever the key research, it is important for the marketing manager and research 
manager to agree at the beginning as to the specific purposes and objectives of the 
proposed consumer study. 
 
Collecting Secondary Data 
 
The second step in the consumer research process is to search for the availability of 
secondary data. 
 
Secondary data is already existing information that was originally gathered for a 
research purpose other than the resent research.  
 
The rationale for secondary data searches is simply that it makes good sense to 
investigate whether currently available information will answer, in part or in full, the 
research question at hand. If secondary data can answer the research question in 
any way, new primary research can be cut back, or even avoided completely. 
 
Internal Secondary Data 
 
Internal secondary data could consist of previously collect in-house information that 
was originally used for some other purpose. The analysis of customer files, for 
example, is internal secondary data. 
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Chapter 3: Market Segmentation and Strategic Targeting 
 
Segmentation and targeting enable producers to avoid head-on competition in the 
marketplace by differentiating their offerings on the basis of different features. 
 
The strategy of market segmentation is successfully used across all domains of 
consumer marketing. Segmentation is necessary in a marketplace economy 
because of 3 main reasons: 

 Consumers need differentiation. 

 Differentiation helps different products to compete with one another. 

 Segmentation helps identify the most appropriate media to place 
advertisements and promotional messaging. 

 
Positioning is the unifying element of each marketing mix component. 
 
Criteria for Effective Targeting 
 
Before describing how market segments are identified, we must point out that not 
every segment that can be identified is viable or profitable. The challenge marketers 
face is to select one or more segments to target with an appropriate marketing mix.  
 
To be an effective market, a market segment should be: 

 Identifiable 

 To divide the market into segments on the basis of common shared 
needs or characteristics that are relevant to the product or service, a 
marketer must be able to identify these characteristics. 

 Some segmentation variables include: 
 Ethnicity 
 Education 
 Race 
 Lifestyle  

 Sizeable 

 In order to be a viable market, a segment must consist of enough 
consumers to make targeting it profitable. 

 A segment can be identifiable but not profitable. 

 Stable 

 Most marketers prefer a stable or growing market, which means 
consumers are not fickle and not likely to change very quickly in terms 
of their buying and consumption behaviour. 

 Accessible 

 To be targeted, a market must be accessible, which means that 
marketers must be able to reach that market segment in an affordable 
and economical way. 

 With new technology and magazine diversification, marketers have 
more channels to access consumers. 

 Congruent 

 The segment of the marketing being targeted must be in line with the 
company’s objectives and available resources. 
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Chapter 4: Consumer Motivation 
 
Motivation as a Psychological Force 
 
Motivation is the driving force within individuals that impels them to action. This 
driving force is produced by a state of tension, which exists as a result of an 
unfulfilled need. Individuals strive consciously and subconsciously to reduce this 
tension. Whether gratification is achieved depends on the course of action pursued. 
 
Needs 
 
Innate needs are physiological (biogenic), and they include the needs for food, 
water, air, clothing, shelter and sex. Because they are needed to sustain biological 
life, the biogenic needs are considered primary needs or motives. 
 
Acquired needs are needs that we learn in response to our culture or environment. 
These may include the need for self-esteem, prestige, affection, power and learning. 
These needs develop from the individual’s subjective psychological state and from 
relationships with others. Because acquired needs are generally psychological 
(psychogenic), they are considered secondary needs or motives. 
 
Motives or needs can have a positive motivation or negative motivation. We may feel 
a driving force toward, or a driving force away from, some object or condition. 
 
Needs are the essence of the marketing concept. Marketers do not create needs but 
can make consumers aware of needs. 
 
Goals 
 
Goals are the sought-after results of motivated behaviour. 
 
Generic goals are general categories of goals that consumers see as a way to fulfil 
their needs. Product-specific goals are specifically branded products and services 
that consumers select as their goals. 
 
Individuals set goals on the basis of their personal values, and they select means (or 
behaviours) that they believe will help them achieve their desired goals. 
 
The Selection of Goals 
 
For any given need, there are many different and appropriate goals. The goals 
selected by individuals can depend on their: 

 Personal experiences 

 Physical capacity 

 Prevailing cultural norms and values 

 Goal’s accessibility in the physical and social environment 
 
Goals can be positive or negative. A positive goal is one toward which behaviour is 
directed (approach object). A negative goal is one from which behaviour is directed 
away (avoidance object). 
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Chapter 5: Personality and Consumer Behaviour 
 
Personality is the inner psychological characteristics that both determine, and reflect, 
how a person responds to their environment. 
 
In the study of personality, there are 3 distinct properties of central importance. 
These are otherwise known as the nature of personality. 

 Personality reflects individual differences 

 Personality is consistent and enduring 

 Personality can change 
 
Theories of Personality 
 
There are 3 major theories that play a major role in the study of the relationship 
between consumer behaviour and personality. 
 
Freudian Theory 
 
Sigmund Freud’s psychoanalytic theory of personality is one of the cornerstones of 
modern psychology. The theory is built on the premise that unconscious needs or 
drivers are at the heart of human motivation. 
 
Freud proposed that the human personality consists of 3 interacting systems: 

 ID 

 Conceptualised as a warehouse of primitive or instinctual needs for 
which individual seeks immediate satisfaction. 

 Superego 

 Conceptualised as the individual’s internal expression of society’s 
moral and ethical codes of conduct. 

 Ego 

 Conceptualised as an individual’s conscious control that balances the 
demands of the ID and Superego. 

 The ego functions as an internal monitor that attempts to rationally 
balance the impulsive demands of the ID and Superego. 

 
Neo-Freudian Personality Theory 
 
The Neo-Freudian Personality theory believes that social relationships are 
fundamental to the formation and development of personality. 
 
Many of Freud’s colleagues disagreed with his idea that personality is primarily 
instinctual and sexual in nature. Among these were: 
 

 Alfred Adler 

 Adler viewed human beings as seeking to attain various rational goals, 
which he called Style of Life. 

 He also placed much emphasis on the individual’s efforts to overcome 
feelings of inferiority. 
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Chapter 6: Consumer Perception 
 
Perception is the process by which an individual selects, organises and interprets 
stimuli into a meaningful and coherent picture of the world. 
 
Two individuals may be exposed to the same stimuli under the same apparent 
conditions, but perception is a highly individual process based on each person’s 
values, needs and expectations. 
 
Sensory Dynamics of Perception 
 
Sensation 
 
Sensation is the immediate and direct response of the sensory organs to stimuli. 
Human sensitivity refers to the experience of sensation. Sensation itself depends on 
energy change within the environment where the perception occurs. 
 
A stimulus is any unit of input to any of the sense. Sensitivity to stimuli varies with 
the quality of an individual’s sensory receptors and the amount of the stimuli that 
they are exposed to. 
 
Sensory receptors are the human organs that receive sensory inputs (eyes, ears, 
nose, mouth and skin). 
 
As sensory input increases, our ability to detect changes in input or intensity 
decreases. Similarly, as input decreases, our ability to detect change in input or 
intensity increases. 
 
Absolute Threshold 
 
The absolute threshold is the lowest level at which an individual can experience a 
sensation. The point at which a person can detect a difference between ‘something’ 
and ‘nothing’ is that person’s absolute threshold for that stimulus. 
 
As our exposure to a stimulus increases, we notice it less. 
 
Sensory adaption refers specifically to consumers getting used to certain sensations; 
or being accommodated to a certain level of stimulus. 
 
Differential Threshold 
 
The differential threshold (Just Noticeable Difference) is the minimum difference that 
can be detected between two similar stimuli. 
 
Weber’s Law (Ernest Weber) describes the j.n.d: 

 The j.n.d between two stimuli is not an absolute amount but an amount 
relative to the intensity of the first stimulus. 

 The stronger the initial stimulus, the greater the additional intensity needed for 
the second stimulus to be perceived as different. 

 


