Consumer Behaviour Schiffman And Kanuk

Consumer behaviour Schiffman and Kanuk is a foundational concept in marketing that explores how individuals and groups
select, purchase, use, and dispose of products and services. Understanding consumer behaviour is vital for businesses aiming to
develop effective marketing strategies, enhance customer satisfaction, and foster brand loyalty. Schiffman and Kanuk's model
provides a comprehensive framework that helps marketers analyze the complex processes influencing consumer decisions,
combining psychological, social, and cultural factors.

Introduction to Consumer Behaviour

Consumer behaviour encompasses the actions and decision-making processes of individuals and households when they buy
goods and services. It involves examining motives, perceptions, attitudes, and influences that drive purchasing decisions. By
understanding these elements, marketers can better tailor their offerings to meet consumer needs and preferences. Why is
studying consumer behaviour important? - It allows businesses to predict how consumers will respond to marketing strategies. - It
aids in designing products and services that align with consumer desires. - It helps identify the factors influencing purchase
decisions. - It enhances customer satisfaction and loyalty.

Schiffman and Kanuk’s Model of Consumer Behaviour

The model developed by Levy Schiffman and Leslie Kanuk is one of the most widely used frameworks in marketing. It integrates
psychological, social, and environmental factors that influence consumer decision-making processes. The model emphasizes that
consumer behaviour is a dynamic process influenced by internal and external stimuli. Core Components of the Model 1. Stimuli 2.
Black Box (Consumer’s Internal Process) 3. Response
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Stimuli
Stimuli are external factors that influence consumer behaviour. They include:

1. Marketing stimuli: Product, price, promotion, place (distribution channels).
2. Other stimuli: Economic conditions, social influences, cultural factors, technological advances.

The Black Box: Internal Consumer Processes The "black box" refers to the consumer's internal thought process, which is
influenced by: - Perception: How consumers interpret information from stimuli. - Motivation: The underlying needs and desires
prompting purchase. - Learning: Past experiences shaping future behaviour. - Attitudes and beliefs: Consumers’ evaluations about
products or brands. - Personality and self-concept: Individual traits influencing preferences. Responses The output of the black box
results in: - Purchase decision: Whether or not to buy. - Brand choice: Which brand to select. - Purchase timing: When to buy. -
Post-purchase behaviour: Satisfaction, loyalty, or complaints.

Factors Influencing Consumer Behaviour

Schiffman and Kanuk highlight several factors that impact consumer decision-making, categorized into internal and external
influences.

Internal Factors

These originate within the consumer and include:

1. Motivation: Driven by needs and wants, identified through theories like Maslow’s Hierarchy.

2. Perception: The process by which consumers interpret stimuli, influenced by selective attention and perception biases.
3. Learning: Changes in behaviour resulting from experience or information.

4. Attitudes: Overall evaluations that influence preferences.



5. Personality and self-concept: Traits that determine individual choices.

External Factors
These are environmental influences, including:

1. Cultural influences: Values, beliefs, and customs shared by a group.

2. Social influences: Family, friends, social class, and reference groups.

3. Situational factors: Physical environment, time constraints, and purchase occasion.

4. Marketing mix: Product features, pricing strategies, promotional activities, and distribution channels.

The Consumer Decision-Making Process

According to Schiffman and Kanuk, the decision-making process involves several stages:

1. Problem Recognition

The process begins when a consumer perceives a gap between their current state and a desired state, triggering the need for a
purchase.

2. Information Search

Consumers seek information to address their problem, which can involve internal search (memory) or external sources like
advertising, friends, or online reviews.
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3. Evaluation of Alternatives

Consumers compare options based on attributes such as price, quality, brand reputation, and features.

4. Purchase Decision

The choice is made based on evaluation outcomes, influenced by factors like store environment, salesperson, or promotional
offers.

5. Post-Purchase Behaviour

After buying, consumers evaluate their satisfaction, which affects future purchasing decisions and brand loyalty.

Applying Schiffman and Kanuk’s Model in Marketing Strategies

Marketers utilize this model to craft targeted campaigns by understanding the factors that influence consumer behaviour. Here are
some practical applications: Segmentation and Targeting By analyzing internal and external influences, marketers can segment
consumers based on their needs, preferences, and behaviours, allowing for personalized marketing. Product Positioning
Understanding consumer perceptions helps in positioning products effectively, emphasizing features that resonate with target
audiences. Promotional Strategies Insights into decision-making stages inform the design of promotional activities, such as
advertising, discounts, or experiential marketing, to influence consumer choices. Customer Relationship Management Post-
purchase behaviour insights help in developing loyalty programs and after-sales services to retain customers.

Challenges and Limitations of the Model

While Schiffman and Kanuk’s model offers a comprehensive framework, it has some limitations: - Complexity of human behaviour:



Not all decision processes follow a linear path; some are impulsive or habitual. - Cultural variability: The model may not fully
account for cultural differences influencing behaviour. - Rapid technological changes: The advent of digital media has transformed
information search and decision-making processes. - Individual differences: Personal traits can lead to diverse responses to the
same stimuli. Despite these limitations, the model remains a valuable tool for understanding consumer behaviour in various
contexts.

Conclusion

Understanding consumer behaviour through the lens of Schiffman and Kanuk’s model offers valuable insights into the multifaceted
nature of purchasing decisions. By analyzing the interplay of stimuli, internal processes, and responses, marketers can develop
strategies that effectively influence consumer choices and foster brand loyalty. As markets evolve with technological advancements
and cultural shifts, continuous research and adaptation of these models are essential for businesses aiming to stay competitive and
meet consumer expectations. In essence, mastering the principles outlined by Schiffman and Kanuk equips marketers with the
tools needed to navigate the complex landscape of consumer behaviour and create meaningful, impactful marketing campaigns.

Consumer Behaviour Schiffman and Kanuk: An In-Depth Examination Understanding consumer behavior is fundamental for
marketers aiming to develop effective strategies that resonate with their target audiences. Schiffman and Kanuk's seminal work on
consumer behavior offers comprehensive insights into the psychological, social, and cultural factors that influence purchasing
decisions. This detailed review explores the core concepts, frameworks, and applications outlined by Schiffman and Kanuk,
providing a deep dive into the multifaceted nature of consumer behavior.

Introduction to Consumer Behavior

Consumer behavior refers to the study of individuals, groups, or organizations and the processes they use to select, secure, use,
and dispose of products, services, experiences, or ideas to satisfy needs and desires. Schiffman and Kanuk's approach
emphasizes understanding the decision-making process and the various internal and external factors that influence it. Key
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Objectives of Studying Consumer Behavior - To understand why consumers purchase certain products - To identify the factors
influencing purchase decisions - To develop effective marketing strategies - To enhance customer satisfaction and loyalty - To
predict future buying behaviors

Foundational Theories and Models

Schiffman and Kanuk build upon various psychological and economic theories to explain consumer decision-making. Their models
serve as tools for marketers to interpret and anticipate consumer actions.

Consumer Decision-Making Process

The core model outlined by Schiffman and Kanuk delineates a series of stages: 1. Problem Recognition: The consumer identifies a
need or desire. 2. Information Search: Gathering information about potential solutions. 3. Evaluation of Alternatives: Comparing
options based on attributes like price, quality, and features. 4. Purchase Decision: Choosing a product or service. 5. Post-Purchase
Behavior: Assessing satisfaction and potential future actions like repurchase or advocacy. This linear process, while simplified,
highlights the importance of each stage and the factors influencing movement from one phase to another.

Types of Consumer Decisions

- Routine Response Behavior: Habitual purchasing with minimal effort (e.g., everyday groceries). - Limited Decision-Making:
Moderate effort in decision processes (e.g., choosing a new restaurant). - Extensive Decision-Making: Significant effort, research,
and evaluation (e.g., buying a car or house). Schiffman and Kanuk emphasize that the decision type influences marketing
strategies, communication channels, and messaging.



Internal Factors Influencing Consumer Behavior

Understanding internal psychological factors helps marketers craft messages that connect on a personal level.

Motivation

- Driven by needs, which can be classified as biological (e.g., hunger) or psychological (e.g., self-esteem). - The Maslow Hierarchy
of Needs is pivotal, ranging from basic physiological needs to self-actualization. - Marketers target specific needs to motivate
purchasing behavior, such as luxury brands appealing to esteem needs.

Perception

- The process of selecting, organizing, and interpreting sensory information. - Consumers form perceptions based on their senses,
prior experiences, and expectations. - Perceptual biases (e.g., halo effect, selective perception) can significantly influence how a
product is viewed.

Learning and Memory

- Consumers learn through experiences, advertising, and word-of-mouth. - Repetition, reinforcement, and associations help embed
products into consumers' memory. - Brand loyalty often hinges on positive learning experiences and strong memory cues.

Attitudes and Beliefs

- Attitudes are rooted in beliefs and influence future behavior. - Marketers aim to shape or change attitudes through persuasive
communication. - The Theory of Reasoned Action suggests that intentions, shaped by attitudes and subjective norms, predict
behavior.
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Personality and Self-Concept

- Consumers' personalities influence their preferences and choices. - Self-concept (how consumers perceive themselves) impacts
brand selection aligning with their identity. - Marketers often target specific personality segments to create tailored campaigns.

External Factors Affecting Consumer Decisions

External influences include social, cultural, and situational factors that shape consumer behavior.

Social Factors

- Reference Groups: Family, friends, colleagues that influence opinions and decisions. - Roles and Status: The position within
social groups affects preferences. - Word-of-Mouth: Recommendations impact trust and credibility. - Social Media: Platforms
significantly sway opinions and facilitate peer influence.

Cultural Factors

- Culture encompasses shared values, beliefs, customs, and traditions. - Subcultures (e.g., regional, ethnic) have unique
consumption patterns. - Cultural norms influence perceptions of products and acceptable behaviors.

Personal Factors

- Age, gender, income, education, occupation, and lifestyle shape preferences. - Life cycle stages impact needs and consumption
patterns. - Personal values and interests also steer choices.



Situational Factors

- Purchase environment, time constraints, and physical surroundings. - Special occasions or events can trigger specific buying
behaviors. - Temporary factors like sales or promotions influence decision urgency.

Psychological Processes and Consumer Behavior

The interplay of psychological processes determines how consumers interpret information and make decisions.

Motivation and Needs

- Drives are internal states prompting action. - Marketers tap into underlying needs to motivate purchases (e.g., security,
belonging).

Perception and Exposure

- Consumers are exposed to numerous stimuli; perception filters relevant information. - Effective marketing ensures product
visibility in the right context.

Learning and Conditioning

- Classical Conditioning: Associating products with positive stimuli. - Operant Conditioning: Reinforcing behaviors through rewards
or penalties.

Attitudes and Persuasion

- Attitudes are learned predispositions. - Persuasive communication aims to alter or reinforce attitudes via messages, source
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credibility, and emotional appeals.

Consumer Buying Behavior and Segmentation

Understanding different consumer segments allows marketers to tailor efforts effectively. - Behavioral Segmentation: Based on
purchase behavior, loyalty, usage rate. - Demographic Segmentation: Age, gender, income, education. - Psychographic
Segmentation: Lifestyle, personality, values. - Geographic Segmentation: Location, climate, urban vs. rural. Schiffman and Kanuk
advocate for integrating multiple segmentation bases for precise targeting.

Emerging Trends and Practical Applications

The landscape of consumer behavior is continually evolving, influenced by technological advances and societal shifts.

Digital and Social Media Influence

- Consumers rely heavily on online reviews, social media influencers, and digital advertising. - Data analytics and Al enable
personalized marketing.

Ethical and Sustainable Consumption

- Growing awareness about environmental and social issues influences purchasing. - Brands adopting sustainable practices
appeal to conscientious consumers.

Experiential Marketing

- Creating memorable experiences enhances brand engagement. - Consumers seek value beyond product features, emphasizing
emotional connections.



Consumer Empowerment

- Access to information empowers consumers to make informed choices. - Transparency and authenticity are critical for building
trust.

Conclusion: Applying Schiffman and Kanuk’s Framework

Schiffman and Kanuk’s comprehensive approach offers a robust foundation for understanding consumer behavior. By examining
internal psychological factors, external social and cultural influences, and situational contexts, marketers can craft strategies that
align with consumer needs and preferences. Their models facilitate a systematic analysis of the decision-making process, enabling
businesses to anticipate behaviors, foster loyalty, and gain competitive advantage. In essence, grasping the intricacies delineated
by Schiffman and Kanuk is essential for any marketer seeking to navigate the dynamic and complex landscape of consumer
behavior. As markets evolve, their frameworks remain pertinent, guiding practitioners to develop more targeted, ethical, and
impactful marketing initiatives that resonate with consumers at every stage of their journey. In Summary: - Consumer behavior is
multifaceted, influenced by psychological, social, cultural, and situational factors. - The decision-making process encompasses
recognition, search, evaluation, purchase, and post-purchase. - Internal factors like motivation, perception, learning, and attitudes
drive individual choices. - External influences include reference groups, culture, personal attributes, and situational contexts. -
Marketers must analyze these elements holistically to develop effective strategies. - Evolving digital trends and societal values
demand adaptive approaches rooted in a deep understanding of consumer behavior as outlined by Schiffman and Kanuk. By
employing their insights, marketers can better predict consumer responses, tailor messages, and create meaningful relationships
with their audiences, ensuring sustained success in an increasingly competitive environment.
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Questions & Answers About consumer behaviour schiffman and kanuk

No

Question

Answer

1

What are the key components of consumer
behavior according to Schiffman and
Kanuk?

Schiffman and Kanuk identify key components of consumer behavior
including the decision process, consumer environment, and individual
factors such as motivation, perception, learning, and attitude that influence
purchasing decisions.

Schiffman and Kanuk’s framework of
consumer behavior?

2 How does Schiffman and Kanuk’s model Their model outlines a series of stages—problem recognition, information
explain the consumer decision-making search, evaluation of alternatives, purchase decision, and post-purchase
process? behavior—that consumers go through when making buying decisions,

emphasizing the influence of psychological and social factors at each stage.

3 What role does perception play in Perception acts as a filter through which consumers interpret information,
consumer behavior according to Schiffman | affecting their attitudes and buying behavior. Schiffman and Kanuk highlight
and Kanuk? that perception can be shaped by sensory stimuli, prior experiences, and

individual biases, impacting how consumers respond to marketing
messages.

4 How do Schiffman and Kanuk explain the They emphasize that culture provides the underlying values, beliefs, and
influence of culture on consumer behavior? | customs that shape consumer preferences and behaviors. Cultural norms

influence perceptions, attitudes, and buying patterns, making it a vital factor
in understanding consumer behavior.

5 What is the significance of learning in Learning is crucial as it involves changes in consumer behavior resulting

from past experiences, information acquisition, and environmental stimuli.
Schiffman and Kanuk suggest that learning influences future purchasing
decisions and can be shaped through marketing strategies such as
advertising and personal selling.

consumer behavior, Schiffman and Kanuk, consumer decision making, purchase patterns, marketing strategies, buyer psychology,




consumer research, buying motives, decision process, marketing mix
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