cConsumer &

Organizational Buying
Behavior
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e |t refers to the buying behavior of final consumers —

individuals and households who buy goods and services for

personal consumption
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es in the Consumer Buving/ Decision-

Making Process (Individual Buyer)

Problem/ Information Alternative Purchase Post-
Need Search o e Decision Purchase
Recognition / Evaluation




Types of Buying Decision Behaviour

Significant
Difference
Between
Brands

Few
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Complex Buying Variety-Seeking’
Behavior Buying Behavior
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Types of Buying Decision Behaviour
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e Habitual Buying Behavior/ Routinized Response
- Straight Rebuy Situation(FMCG)

- occurs when consumers have low involvement and there is little
significant brand difference




Types of Buying Decision Behaviour
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Variety-seeking buying behavior
Modified Rebuy (Cloths/ Accessories)

occurs when consumers have low involvement and there are
significant brand differences




Tvpes of Buying Decision Behaviour

e Dissonance-reducing buying behavior

- New task (Electronic Goods)

- occurs when consumers are highly involved with an expensive,
infrequent, or risky purchase but see little difference among
brands




Tvpes of Buying Decision Behaviour

e Complex buying behavior
- Big Task (Car/ House)

- occurs when consumers are highly involved with an expensive,

infrequent, risky purchase and perceive significant differences
among brands




Roles in Consumer Decision-Makin

Process

e [nitiator
e Influencer
e Decider

e Buyer

e User




Factors affecting Consumer Decision-

Making Process

« Economical
- Income
- Price
- Marginal Utility
 Psychological
- Motivation
- Learning (from the past experience)
- Perception
e Cultural
- Buyer's culture
- Buyer's social class



Factors affecting Consumer Decision-

Making Process

e Social

- Reference groups

- Family

- Roles and Status
 Personal

- Age

- Occupation

- Life Style
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anizational/ Industrial Buvin

Behaviour

e |t is the decision making process by which formal
organizations establish the need for purchasing products &
services and identify, evaluate & choose among alternative

brands and supplies.
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Recognition
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Organizational Markets

Institutional
markets

Large
organizational
markets

Small
business
market

Organizational
markets

Government markets




Factors Influencing Organizational

Buying Decisions

e Purchase Policy & Rules
e Group Decisions

e Buying Situations

e Personal Factors

e Environmental Factors
e External Regulators

e Negotiations & Contracts




