
Session 6 & 7

Consumer Market & Consumer Behavior



CONSUMERBEHAVIOR

The field of consumer behavior studies 
how individuals, groups, and 
organizations select, buy, use, and 
dispose of goods, services, ideas, or 
experiences to satisfy their needs and 
desires.

Ref: 

Wu Jianan, Marketing, 3rd ed, (Beijing: 
Higher Education Press, 2007): 105
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A model of consumer behavior

т hΩǎ ŦǊŀƳŜǿƻǊƪ

ÅOccupants

ÅObjects

ÅObjectives

ÅOrganizations

ÅOperations

ÅOccasions

ÅOutlets 

Key questions

ÅWho constitutes the market?

ÅWhat does the market buy?

ÅWhy does the market buy?

ÅWho participates in the buying?

ÅHow does the market buy?

ÅWhen does the market buy?

ÅWhere does the market buy?
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The stimulus-response model
Wu Jianan, Marketing, 3rd ed, (Beijing: Higher Education Press, 2007): 106
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MAJOR FACTORS INFLUENCING 
BUYING BEHAVIOR

1. Iƻǿ Řƻ ǘƘŜ ōǳȅŜǊΩǎ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎ ƛƴŦƭǳŜƴŎŜ ōǳȅƛƴƎ ōŜƘŀǾƛƻǊΚ

2. How does the buyer make purchasing decisions?
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Culture 

Subculture

Social class

Cultural

Reference 
groups

Family 

Roles and 
statuses

Social 

Age and life 
cycle stage

Occupation

Economic 
circumstances

Lifestyle 

Personality & 
self-concept 

Personal 

Motivation

Perception

Learning 

Beliefs & 
attitudes

Psychological 
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Personal factors

ωLƴŘƛǾƛŘǳŀƭΩǎ ƭƛŦŜǘƛƳŜ

ωFamily life cycle

ωPsychological life-cycle stages

Age and stage in the life cycle

ωMarketers try to identify the occupational groups that have above-average interest in their products and services.

Occupation 

ωΧǇŀȅ ŀǘǘŜƴǘƛƻƴ ǘƻ ǘǊŜƴŘǎ ƛƴ ǇŜǊǎƻƴŀƭ ƛƴŎƻƳŜΣ ǎŀǾƛƴƎǎΣ ŀƴŘ ƛƴǘŜǊŜǎǘ ǊŀǘŜǎ

Economic circumstances

ωΧƛǎ ǘƘŜ ǇŜǊǎƻƴΩǎ ǇŀǘǘŜǊƴ ƻŦ ƭƛǾƛƴƎ ƛƴ ǘƘŜ ǿƻǊƭŘ ŀǎ ŜȄǇǊŜǎǎŜŘ ƛƴ ǘƘŜ ǇŜǊǎƻƴΩǎ ŀŎǘƛǾƛǘƛŜǎΣ ƛƴǘŜǊŜǎǘǎΣ ŀƴŘ ƻǇƛƴƛƻƴǎΦ 

ω[ƛŦŜǎǘȅƭŜ ǇƻǊǘǊŀȅǎ ǘƘŜ άǿƘƻƭŜ ǇŜǊǎƻƴέ ƛƴǘŜǊŀŎǘƛƴƎ ǿƛǘƘ Ƙƛǎ ƻǊ ƘŜǊ ŜƴǾƛǊƻƴƳŜƴǘΦ

Lifestyle 

ω! ǇŜǊǎƻƴΩǎ ŘƛǎǘƛƴƎǳƛǎƘƛƴƎ ǇǎȅŎƘƻƭƻƎƛŎŀƭ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎ ǘƘŀǘ ƭŜŀŘ ǘƻ ǊŜƭŀǘƛǾŜƭȅ ŎƻƴǎƛǎǘŜƴǘ ŀƴŘ ŜƴŘǳǊƛƴƎ ǊŜǎǇƻƴǎŜǎ ǘƻ Ƙƛǎ ƻǊ 
her environment.

Personality and self-concept
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Psychological Factors

Beliefs & 
Attitudes

Learning Perception Motivation
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PSYCHOLOGICALFACTORS

MOTIVATION

Motivation

Learning Perception 

Beliefs & 
Attitudes

1. CǊŜǳŘΩǎ ¢ƘŜƻǊȅ ƻŦ aƻǘƛǾŀǘƛƻƴ

2. aŀǎƭƻǿΩǎ ǘƘŜƻǊȅ ƻŦ aƻǘƛǾŀǘƛƻƴ

3. IŜǊȊōŜǊƎΩǎ ¢ƘŜƻǊȅ ƻŦ aƻǘƛǾŀǘƛƻƴ
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MASLOWΩSTHEORYOFMOTIVATION

1.Physiological ςfood, water, shelter
2.Safety ςsecurity, protection
3.Social ςsense of belonging, love
4.Esteem ςself-esteem, recognition, status
5.Self-actualization ςself-development and realization

Self-
actualization 

needs

Esteem needs

Social needs

Safety needs

Physiological needs
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IŜǊȊōŜǊƎΩǎ ¢ƘŜƻǊȅ ƻŦ aƻǘƛǾŀǘƛƻƴ

Two-factor theory

ÅDissatisfiers

ÅSatisfiers 

Motivation-hygiene theory

ÅHygiene factors

ÅMotivators

Implications -
ÅSellers should do their best to avoid dissatisfiers;
ÅManufacturers should identify the major satisfiers of purchase and then supply them.

Ref links - http://www.emkt.com.cn/article/69/6994.html(ᴉ : HM
‚ѐ )
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PSYCHOLOGICALFACTORS

PERCEPTION

Perception

Learning Motivation 

Beliefs & 
Attitudes

PERCEPTIONis the process by which an 
individual selects, organizes, and 
interprets information inputs to create 
a meaningful picture of the world.

Ref:

Wu Jianan, Marketing, 3rd ed, (Beijing: 
Higher Education Press, 2007): 117
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