Subject: - Consumer Behavior & Market Research
                                         SET-A

Answer Set
Section-A

Ques:- 1 What is consumer behavior?

Ans:- Consumer behavior is the study of individuals, groups, or organizations and all the activities associated with the purchase, use and disposal of goods and services, including the consumer's emotional, mental and behavioral responses that precede or follow these activities. Consumer behavior emerged in the 1940s and 50s as a distinct sub-discipline in the marketing area. Consumer behavior is an inter-disciplinary social science that blends elements from psychology, sociology, social anthropology, ethnography, marketing and economics, especially behavior economics. It examines how emotions, attitudes and preferences affect buying behavior. Characteristics of individual consumers such as demographics, personality lifestyles and behavior variables such as usage rates, usage occasion, loyalty, brand advocacy, willingness to provide referrals, in an attempt to understand people's wants and consumption are all investigated in formal studies of consumer behavior. The study of consumer behavior also investigates the influences, on the consumer, from groups such as family, friends, sports, reference groups, and society in general.









Ques:- 2 What is the importance of marketers in creating a personality of their brands?


Ans:- The importance of marketers in creating a personality of their brands, much like humans, have certain personality traits. The personification of a brand that evokes certain emotions in customers is what builds brand equity. Brand personality is not applicable just to large corporations; this branding strategy can help small businesses and startups as well. Customers show loyalty towards particular brands for a number of reasons. One reason could be that customers perceive a particular brand to have traits that the individual shares. Brand personality traits can be categorized as follows:

1. Youthful and carefree – relate to excitement.

2. Thoughtful, kind, trustworthiness and innocence – relate to sincerity.

3. Athletic, rough, outdoorsy traits – relate to a rugged personality.

4. Leadership, successful, influential are traits that signify competence.

5. Elegance, prestige, pricy – relate to sophistication.

6. Allure, exclusivity and status – relate to desirability.

By differentiating your brand from the competition

A distinct brand personality can make your brand appear to stand apart from your competition. You can make your brand appeal to youth by inferring personality traits like carefree or spirited. A competitor’s brand may be offering their similar product as athletic. By addressing different personalities, this same product is now appealing to varied audiences.

By communicating good traits about your brand

Personality traits such as trustworthy and desirable can help build customer confidence. Brands that connect to the consumers emotionally often carry the traits of desirability such as allure or exclusivity. With trustworthiness a brand can strengthen its belief in consumers to maintain its quality standards.

By forming an emotional attachment with your brand

Consumers are more likely to identify with brands that closely resemble them in terms of personalities. A brand that showcases personality traits such as kindness or thoughtfulness is likely to be trusted by families. Someone may prefer a brand of jeans that personifies ‘cool’ over another that is all about status.

By helping form sustained relationships with your brand

Apple used the power of brand personality to great effect with its ad campaign to promote the Mac. It differentiated its product from PC with the help of distinct personality traits. Justin Long represented the stylish and young Mac that was instantly more relatable than older and traditional PC represented by John Hodgman. It enabled consumers to decide which brand they wanted to buy, depending on the traits they wanted to embody for themselves. Personality traits help consumers establish a relationship with a brand as they identify with the personality and not just the product.

By conveying your brand’s message 

Your favourite childhood cookie brand could invoke personal memories of warmth and comfort. This may be the reason you prefer one cookie brand over another. When launching a new product, marketers can expand their reach by assigning personality traits that the audience can connect with. Comfort foods such as cookies need to display personality traits that invoke strong emotional responses in consumers. Athletic shoe brands are likely to have traits of being rugged and outdoorsy while a stiletto company will be personifying desirability traits such as allure or status.

By setting the tone for your brand 

The tone of your brand is helpful in establishing marketing strategies. For instance, if you want your brand to invoke the feeling of sincerity – maybe something kind or thoughtful – then your marketing needs to focus on this tone to send the same message to consumers. You can make your apparel brand friendly and cool or sophisticated but fun.

Ques:-3 How can a retail store image influence consumer behavior?
Ans:- 
The concept of store image was used by Martineau (1958) for the first time. He defined it as "a store defined in customers' mind partly based on functional attributes and partly based on psychological attributes." He claimed that store image includes its characteristic attributes and it makes customer feel the store different from others. Functional attributes are assortment of commodities, layout, location, price value relation, and service that consumers can objectively compare with other stores. Psychological attributes are attractiveness and luxuriousness that represent special attributes of that store.
 Arons (1961) defined store image as complex of meanings and relation that make consumers distinguish the store from others. Here meanings are attributes or factors of retail stores and relations are structures that combine them to act. Kunkel and Berry (1968) said that store image is built up through experience and totally conceptualized or expected strengthening that urge consumers to purchases at the specified store. Oxenfeldt (1974) defined that store image is a complex of attributes that consumer feel about the store and it is more than a simple sum of objective individual attributes since parts of attributes interact in consumers' minds. Zimmer and Gloden (1988), store image means a complex in total dimensions of store attributes that consumer feel and a complex means that store image consists of various attributes. Berman and Evans (1995), store image consists of functional and emotional attributes, these are organized in the perceptual structures of purchasers, and the structures are expectation on overall policies and executions of retailers. There are differences of definition of store image according to scholars. But we can say that store image is an overall attitude of a consumer to the store, its attributes mean various things, and each store has a relative location in the consumer's mind.
Ques:- 4 What important factors influence consumer motivation?

Ans:- Consumer behavior refers to the selection, acquisition and consumption of goods and services to meet their needs. There are different processes involved in consumer behavior. Initially, the consumer tries to find what products you would like to consume, then select only those products that promise greater utility. After selecting the products, the consumer makes an estimate of available funds that can happen. Finally, the consumer looks at the current prices of commodities and makes the decision about which products to consume. Meanwhile, there are several factors that influence consumer purchases, such as social, cultural, personal and psychological. The explanation of these factors is as follows.
1. Cultural factors:- Consumer behavior is deeply influenced by cultural factors, such as buyer’s culture, subculture and social class.

• Culture:-  Essentially, culture is the share of each company and is the major cause of the person who wants and behavior. The influence of culture on the purchasing behavior varies from country to country, therefore sellers have to be very careful in the analysis of the culture of different groups, regions or even countries.
• Subculture:- Each culture has different subcultures, such as religions, nationalities, geographical regions, racial, etc. marketing groups may use these groups, segmenting the market in several small portions. For example, marketers can design products according to the needs of a specific geographical group.
• Social Class:- Every society has some kind of social class is important for marketing because the buying behavior of people in a particular social class is similar. Thus marketing activities could be adapted to different social classes. Here we should note that social class is not only determined by income, but there are several other factors such as wealth, education, occupation etc.

2. Social factors:- Social factors also influence the purchasing behavior of consumers. Social factors are: the reference groups, family, the role and status.

• Reference groups:- Reference groups have the potential for the formation of an attitude or behavior of the individual. The impact of reference groups vary across products and brands. For example, if the product is visible as clothing, shoes, car etc., the influence of reference groups will be high. Reference groups also include opinion leader (a person who influences others by his special skill, knowledge or other characteristics).
• Family :- buyer behavior is strongly influenced by a family member. So vendors are trying to find the roles and influence of the husband, wife and children. If the decision to purchase a particular product is influenced by the wife of then sellers will try to target women in their ad. Here we should note that the purchase of roles change with changing lifestyles of consumers.
• Roles and Status:- Each person has different roles and status in society in terms of groups, clubs, family, etc. organization to which it belongs. For example, a woman working in an organization as manager of finance. Now she is playing two roles, one of the chief financial officer and the mother. Therefore, purchasing decisions will be influenced by their role and status.

3. Personal factors :- Personal factors may also affect consumer behavior. Some of the important factors that influence personal buying behavior are: lifestyle, economic status, occupation, age, personality and self esteem.

• Age:- Age and life cycle have a potential impact on the purchasing behavior of consumers. It is obvious that consumers change the purchase of goods and services over time. Family life cycle consists of different stages as young singles, married couples, unmarried couples etc that help marketers to develop suitable products for each stage.
• Occupation:- The occupation of a person has a significant impact on their buying behavior. For example, a marketing manager of an organization is trying to buy business suits, while a low level worker in the same organization buy-resistant clothing work.
• Economic situation:- economic situation of the consumer has a great influence on their buying behavior. If income and savings a customer is high, then going to buy more expensive products. Moreover, a person with low income and savings buy cheap products.
• Lifestyle:- Lifestyle clients is another factor affecting import purchasing behavior of consumers. Lifestyle refers to the way a person lives in a society and express things in their environment. It is determined by the client’s interests, opinions, etc and activities shapes their whole pattern of acting and interacting in the world.
• Personality:- Personality changes from person to person, time to time and place to place. Therefore, it can greatly influence the buying behavior of customers. In fact, personality is not what one has, but is the totality of the conduct of a man in different circumstances. Has different characteristics, such as dominance, aggression, confidence etc that may be useful to determine the behavior of consumers to the product or service.
4. Psychological Factors:- There are four major psychological factors that affect the purchasing behavior of consumers. These are: perception, motivation, learning, beliefs and attitudes.

• Motivation :- The level of motivation also affects the purchasing behavior of customers. Each person has different needs, such as physiological needs, biological needs, social needs, etc. The nature of the requirements is that some are more urgent, while others are less pressing. Therefore, a need becomes a motive when it is most urgent to lead the individual to seek satisfaction.
• Perception:- Select, organize and interpret information in a way to produce a meaningful experience of the world is called perception. There are three different perceptual processes which are selective attention, selective distortion and selective retention. In the case of selective attention, sellers try to attract the attention of the customer. Whereas in case of selective distortion, customers try to interpret the information in a way that supports what customers already believe. Similarly, in the case of selective retention, marketers try to retain information that supports their beliefs.
• Beliefs and Attitudes:- Client has specific beliefs and attitudes towards different products. Because such beliefs and attitudes shape the brand image and affect consumer buying behavior so traders are interested in them. Marketers can change beliefs and attitudes of customers with special campaigns in this regard.




Ques:-5  How the field of consumer behavior did evolve?
ANS: - The term consumer behavior is defined as the behavior that consumer display in searching for, purchasing using, evaluating and disposing of products and services that they expect will satisfy their needs. Consumer behavior focuses on how individuals make decisions to spend their available resources (time, money, effort) on consumption-related items that includes what they buy, why they buy, when they buy it, where they buy it, how often they buy it, how often they use it, how they evaluate it after the purchase and the impact of such evaluations on future purchases, and how they dispose of it.

Two different kinds of consuming entities: the personal consumer and the organizational consumer.

1. Personal Consumer à Buys goods and services for his or her own use, for the use of the household or as a gift for a friend. The products are bought for final use by individuals, who are referred to as end users or ultimate consumers.

2. Organizational Consumer à Includes profit and non-profit businesses, government agencies (local, state, national) and institutional (e.g. schools, hospitals, and prisons), all of which buy products, equipment, and services in order to run their organizations.
Ques:-6  Which discipline has contributed to the study of the consumer behavior?

Ans:- Consumer behavior is an applied behavioral science that is built upon contributions from a number of behavioral disciplines. The predominant areas are psychology, sociology, social psychology, anthropology, and political science

Psychology :- Psychology is the science that seeks to measure, explain, and sometimes change the behavior of humans and other animals. To use psychological and organizational theory and research to improve organizational effectiveness and the work life of all individuals. Psychologists concern themselves with studying and attempting to understand individual behavior learning, perception, personality, emotions, training, leadership effectiveness, needs and motivational forces, job satisfaction, decision-making process, performance appraisals, attitude measurement, employee selection techniques, work design and job stress

Sociology:- Sociologists study the social system in which individuals fill their roles. It studies people in relation to their fellow human beings to improve organizational performance. Study of group behavior in organizations, group dynamics, design of work teams, organizational culture, formal organizational theory and structure, organizational technology, communications, power and conflict

Social psychology :-  An area within psychology that blends concepts from psychology and sociology and that focuses on the influence of people on one another. Major area: change – how to implement it and how to reduce barriers to its acceptance. Study areas: measuring, understanding and changing attitudes, communication patters, building trust, the ways in which group activities can satisfy individual needs, group decision-making processes
SECTION- B

Ques:- 1 It is said that every consumer is unique, and any study that concentrates on the “average” consumer is meaningless, discuss its implications?



Ans:- The central idea behind marketing is the idea that a firm or other entity will create something of value to one or more customers who, in turn, are willing to pay enough (or contribute other forms of value) to make the venture worthwhile considering opportunity costs. Value can be created in a number of different ways. Some firms manufacture basic products (e.g., bricks) but provide relatively little value above that. Other firms make products whose tangible value is supplemented by services (e.g., a computer manufacturer provides a computer loaded with software and provides a warranty, technical support, and software updates). It is not necessary for a firm to physically handle a product to add value—e.g., online airline reservation systems add value by 
(1) compiling information about available flight connections and fares, 
(2) allowing the customer to buy a ticket, 
(3) forwarding billing information to the airline, and 
(4) forwarding reservation information to the customer.
It should be noted that value must be examined from the point of view of the customer. Some customer segments value certain product attributes more than others. A very expensive product—relative to others in the category—may, in fact, represent great value to a particular customer segment because the benefits received are seen as even greater than the sacrifice made (usually in terms of money). Some segments have very unique and specific desires, and may value what—to some individuals—may seem a “lower quality” item—very highly.
Some forms of customer value. The marketing process involves ways that value can be created for the customer. Form utility involves the idea that the product is made available to the consumer in some form that is more useful than any commodities that are used to create it. A customer buys a chair, for example, rather than the wood and other components used to create the chair. Thus, the customer benefits from the specialization that allows the manufacturer to more efficiently create a chair than the customer could do himself or herself. Place utility refers to the idea that a product made available to the customer at a preferred location is worth more than one at the place of manufacture. It is much more convenient for the customer to be able to buy food items in a supermarket in his or her neighborhood than it is to pick up these from the farmer. Time utility involves the idea of having the product made available when needed by the customer. The customer may buy a turkey a few days before Thanksgiving without having to plan to have it available. Intermediaries take care of the logistics to have the turkeys—which are easily perishable and bulky to store in a freezer—available when customers demand them. Possession utility involves the idea that the consumer can go to one store and obtain a large assortment of goods from different manufacturers during one shopping occasion. Supermarkets combine food and other household items from a number of different suppliers in one place. Certain “superstores” such as the European hypermarkets and the Wal-Mart “super centers” combine even more items into one setting.
Ques:- 2 Describe the Engell Kollat-Blackwell and Nicosia Models of consumer decision-making.   
Ans:-  Nicosia model  concentrates on the buying decision for a new product, was proposed by Francesco Nicosia (1976) shown Figure  3.1.  The  model  concentrates  on  the  firm's  attempts  to  communicate  with  the  consumer,  and  the  consumers' predisposition  to  act  in  a  certain  way.  These  two  features  are  referred  to  as  Field  One.  The  second  stage  involves  the consumer in a  search  evaluation  process,  which  is  influenced  by  attitudes.  This  stage is referred to as Field Two. The actual
purchase  process is  referred  to as  Field  Three,  and the  post-purchase  feedback  process  is  referred  to  as  Field  Four.  This model  was  criticized  by  commentators  because  it was  not empirically  tested (Zaltman,  Pinson and  Angelman,  1973),  and because of the fact that many of the variables were not defined (Lunn, 1974).

This  model  focuses  on  the  relationship  between  the  firm  and  its  potential  consumers.  The  firm  communicates  with consumers  through  its  marketing  messages  (advertising),  and  the  consumers  react  to  these  messages  by  purchasing response. Looking  to the model we will find that the firms and  the consumers are connected with  each other, the firm  tries to influence the consumer and the consumer is influencing the firm by his decision.

The Nicosia model is divided into four major fields:


Field 1: The consumer attitude based on the firms’ messages

The first  field  is  divided  into  two  subfields.  The  first  subfield  deal  with  the  firm’s  marketing  environment  and communication  efforts  that  affect  consumer  attitudes, the  competitive environment  and characteristics  of target  market.

Subfield two specifies the consumer characteristics e.g., experience, personality, and how he perceives the promotional idea toward the product in this stage the consumer forms his attitude toward the firm’s product based on his interpretation of the message. 
Field 2: search and evaluation

The  consumer will  start  to  search  for other  firm’s  brand  and  evaluate the  firm’s  brand  in comparison with  alternate brands. In this case the firm motivates the consumer to purchase its brands. 
Field 3: The act of the purchase

The result of motivation will arise by convincing the consumer to purchase the firm products from a specific retailer.
Field 4: Feed back

This model  analyses  the feedback of  both  the firm and the consumer  after  purchasing the product. The firm will benefit from its sales data as a feedback, and the consumer will use his  experience with the product affects the individuals’ attitude and predisposition’s concerning future messages from the firm.

The Nicosia model offers no detail explanation of the  internal factors, which may affect the personality of the consumer, and how the  consumer  develops  his attitude  toward  the  product. For example, the  consumer  may  find  the firm’s message very  interesting,  but  virtually  he  cannot  buy  the  firm’s  brand  because  it  contains  something  prohibited  according  to  his beliefs.  Apparently  it  is  very  essential  to  include  such  factors  in  the  model,  which  give  more  interpretation  about  the attributes affecting the decision process.

The model proposed by  Francesco Nicosia in the 1970s, was one of the  first models of consumer behavior to  explain the complex  decision  process  that  consumers  engage  in  during  purchase  of  new products.  Instead  of following  a  traditional approach  where  the  focus  lay  on the  act of  purchase,  Nicosia  tried  to  explain  the dynamics  involved in  decision making. Presenting his model as a flow-chart, he illustrated the decision making steps that the consumers adopt before buying goods or services, decision aiming was presented as a series of decisions, which follow one another. The various components of the model are seen as interacting with each other, with none being essentially dependent or independent, they are all connected through direct loops as well as feedback loops. Thus, the model describes a flow of influences where each component acts as an input to the next. The consumer decision process focuses on the relationship between the marketing organization and its consumers,  the  marketing organization  through its  marketing  program  affects  its customers,  the customers  through  their response to the marketer’s actions affect the subsequent decisions of the marketer and thus the cycle continues. 
