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Consumer buyer behavior :

- Refers to the buying behavior of
final consumers—individuals and
households — who buy goods and
services for personal consumption.

- Consumer market : refers to all of
the personal consumption of final
consumers.



Model of Consumer Behavior
- It consists of three Iinterrelated activities:

a) Input: Environment (number of variables
iInternally & externally).

b) Processing: Black box (number of
processes performed by the actual customer
mentally whether to make the purchase
decision or not).

c) Output: Preferences, purchase decision
and evaluate whether satisfaction is
obtained or not.



Characteristics Affecting Consumer
Behavior

Cultural Factors

a. Culture i1s the most basic cause of a
person’s wants and behavior.

b. Subcultures are groups of people with
shared value systems based on common
life experiences and situations.

c. Social Classes are society’s relatively
permanent and ordered divisions whose
members share similar values, interests,
and behaviors. ex: ClassA,B, C




Social Factors
a. Groups and Social Networks







