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Emerging Trends in Consumer Behavior

Metrosexual —
Straight urban man
who enjoys shopping
and using grooming
products
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Apa yang Mempengaruhi Perilaku

Konsumen?

» ( Faktor Budaya ,
( Fakor Sosial ’
o\

( Faktor Personal ’
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4 N

Determinan dasar dari keinginan dan
perilaku seseorang yang diperoleh
dari proses sosialisasi dengan
keluarga dan institusi kunci lainnya

< 4
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Sub budaya

( Nasionalitas ’

( Agama ’
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Kelas Sosial

Upper uppers
Lower uppers
Upper middles
Middle class
Working class
Upper lowers
Lower lowers

hitp:ww
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http://factfinder.census.gov/

Karakteristik dari Kelas Sosial

« Memiliki perilaku yagn cenderung sama

* Menentukan posisi yagn superior atau
Inferior

* Bisa dikategorikan ke dalam suatu
kelompok atau variabel (pekerjaan,
penghasilan, kemakmuran)

* Berubah sepanjang waktu
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Faktor Sosial

Kelompok Keluaraa
Referensi J
PEIEL Status

Sosial
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Kelompok Referensi

( Aspirational groups ’
| "3,'3,;% (  Dissociative groups ’
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Keluarga

« QOrientasi Keluarga
— Agama
— Politik
— Ekonomi

« Kebiasaan Keluarga

— Perilaku Pembelian
Harian
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Peran dan Status

Sejauhmana status
seseorang dikaitakan
dengan berbagai pekerjaan
yang berbeda?
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http://rds.yahoo.com/S=96062857/K=President/v=2/SID=w/l=II/R=1/SS=i/OID=c16fb183d86d5c6a/SIG=1nr8bq8fm/EXP=1112293733/*-http%3A//images.search.yahoo.com/search/images/view?back=http%3A%2F%2Fimages.search.yahoo.com%2Fsearch%2Fimages%3Fp%3DPresident%26ei%3DUTF-8%26fr%3DFP-tab-img-t%26fl%3D0%26x%3Dwrt&h=360&w=282&imgcurl=www.immigrantsforamerica.com%2Fimages%2FUS%2520President%2520George%2520W.%2520Bush.jpeg&imgurl=www.immigrantsforamerica.com%2Fimages%2FUS%2520President%2520George%2520W.%2520Bush.jpeg&size=19.3kB&name=US%20President%20George%20W.%20Bush.jpeg&rcurl=http%3A%2F%2Fwww.punt.nl%2Fcount_url.php%3FUrl%3Dhttp%253A%252F%252Fpuntjepuntjepuntje.punt.nl%252Findex.php%253Fgr%253D39554&rurl=http%3A%2F%2Fwww.punt.nl%2Fcount_url.php%3FUrl%3Dhttp%253A%252F%252Fpuntjepuntjepuntje.punt.nl%252Findex.php%253Fgr%253D39554&p=President&type=jpeg&no=1&tt=1,831,044

Faktor Personal

Usia
Konsep Si-lk-ﬁjhsal?l?dnup
Gaya Hidup Pekerjaan
Nilai Kemakmuran

Kepribadian
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Model Perilaku Konsumen

Consumer
Psychology

Marketing Other
Stimuli Stimuli
Products & services | Economic
Price Technological
Distribution Political
Communications Cultural

Motivation
Perception
Learning
Memory

Consumer
Characteristics

Cultural
Social
Personal

Buying Purchase
Decision Process Decision
Problem recognition Product choice
Information search Brand choice
Evaluation of Dealer choice

alternatives
Purchase decision
Post-purchase

behavior

Purchase amount
Purchase timing
Payment method
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Proses Kunci Psikologis

Motivasi Percepsi

Pembelajaran Memori
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Motivasi

Maslow’s
Freud’s Hierarchy

of Needs
Theory

Perilaku dipacu

oleh kebutuhan

yang terendah,
dan tidak
terpenuhi

Perilaku didorong
oleh motivasi
dibawah alam

sadar

Herzberg's
Two-Factor
Theory

Behavior is
guided by
satisfiers and
dissatisfiers
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Maslow’s Hierarchy of Needs

5

Self-
actualization
Needs
(self-development
and realization)

4 Esteem Needs
(self-esteem, recognition, status)

Social Needs
(sense of belonging, love)

2 Safety Needs
(security, protection)

1 Physiological Needs
(food, water, shelter)
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Herzberg's Two-Factor Theory

AT Ay =

Dissatisfaction Employees not Positive
and dissatisfied, but satisfaction and
Demotivation not motivated motivation
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Perception

Selective Attention

Selective Retention

Selective Distortion

Subliminal Perception
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Figure 6.3 Dole Mental Map

Upbeat
Colorful Sunshine
A
Singles Fun
Nutritious Fruits
Healthy |- DOLE »| Female
Freshness Contemporary
Pineapple Innovative
Y
Hawaii/Vacation/Escape Useful
Refreshing
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Encoding Brand Associations
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Figure 6.4 Consumer Buying Process

Problem Recognition

= Information Search

— Evaluation

Purchase Decision

Postpurchase
Behavior
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Problem Recognition




Sources of Information

Personal Commercial

Public Experiential
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Figure 6.5 Successive Sets

Total Set = Awareness Set — Consideration Set — Choice Set > Decision

IBM

Apple

Dell
Hewlett-Packard
Toshiba
Compaq

NEC

Tandy

BM

Apple

Dell
Hewlett-Packard
Toshiba
Compagq

IBM
Apple
Dell
Toshiba

IBM
Apple
Dell

6-24




Evaluation of Attributes

Table 6.3

Computer Attributs
Memory Graphics Size and
Capacity Capability Weight Price
A 10 & E q
B B g g 3
" E g 10 5
D 4 3 T 8
Mota: Bach athibute (& rated from D o 10, whare 10 rapreeanie the highas! ievel on thal stiibute. Price, hrssee, (B
indexed In a revares manner, wih a 10 repressning e lomset price, bacaUEs 2 conaUmE prERMEa Iy pice D A
high price
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Figure 6.6 Stages between Evaluation of

Alternatives and Purchase

Purchase
decision

T

Attitudes of
others

Unanticipated
situational factors

1‘

T

urchase G
Iian'cenhtion @
1 @

Evaluation of
alternatives

6-26



../../../../../content/chapter_06/Present/PowerPoint/Media/Subaru.wmv

Non-compensatory Models of Choice

e Conjunctive

— Each brand must meet minimum cutoff
standard on attribute A and attribute B and
attribute C, etc.

« Lexicographic
— Chose brand that has the best performance on
most important criterion.
« Elimination-by-aspects
— Eliminate brands that do not meet minimum
standards of performance.
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Perceived Risk

( Functional )
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Figure 6.7 How Customers Use and

Dispose of Products

Get rid of it
temporarily

Rent it

Give it
away

To be
(re)sold

Product

Get rid of it
permanently

Lend it

Trade it

To be
used

Use it to serve
original purpose

Sell it

Keep it

Direct to
consumer

Convert it to serve
a New purpose

Throw it
away

Store it

Through
middleman

To
intermediary
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Other Theories of

Consumer Decision Making

Involvement Decision Heuristics

« Elaboration  Availabllity
Likelihood Model » Representativeness

* Low-involvement - Anchoring and
marketing adjustment
strategies

» Variety-seeking
buying behavior
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Mental Accounting

« Consumers tend to...
— Segregate gains
—Integrate losses
— Integrate smaller losses with larger gains
— Segregate small gains from large losses
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Marketing Debate

@ 2

v' |s Target Marketing Ever Bad?

Take a position:

1. Targeting minorities Is exploitative.
2. Targeting minorities Is a sound
business practice.

Q€ 4
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Marketing Discussion

@ 2

v' What are your mental accounts?

Do you have rules you employ In
spending money?

Do you follow Thaler’s four principles
INn reacting to gains and losses?

Q€ 4
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