schiffman and kanuk consumer behaviour

Schiffman and Kanuk consumer behaviour has become a foundational topic in the field of marketing
and consumer psychology. Their work has provided valuable insights into how consumers make
purchasing decisions, the factors influencing their choices, and the overarching patterns that can be
observed in consumer behavior. This article will delve into the theories proposed by Schiffman and
Kanuk, explore the various elements that constitute consumer behaviour, and discuss their significance

in the modern marketing landscape.

Understanding Consumer Behaviour

Consumer behaviour is the study of how individuals make decisions to spend their available resources
(time, money, effort) on consumption-related items. Schiffman and Kanuk define consumer behaviour

as the study of individuals, groups, or organizations and the processes they use to select, secure, use,
and dispose of products, services, experiences, or ideas. This definition emphasizes the complexity of

the decision-making process, which can be influenced by various internal and external factors.

The Importance of Studying Consumer Behaviour

The study of consumer behaviour is crucial for several reasons:
e Marketing Strategy Development: Understanding consumer behaviour helps marketers create
products and campaigns that resonate with their target audience.

e Predicting Market Trends: By analyzing consumer preferences and buying patterns, companies

can anticipate future trends and adapt accordingly.



¢ Enhanced Customer Satisfaction: Insights into consumer behaviour allow businesses to tailor

their offerings to meet the specific needs and desires of their customers.

e Competitive Advantage: Companies that understand their consumers better than their

competitors can position themselves more effectively in the marketplace.

Theoretical Frameworks by Schiffman and Kanuk

Schiffman and Kanuk have proposed various models that explain consumer behaviour. Among the

most notable are the decision-making process model and the consumer behaviour model.

Decision-Making Process Model

The decision-making process model outlines the stages that consumers go through when making a
purchase decision. This model includes the following steps:
1. Problem Recognition: The consumer identifies a need or problem.
2. Information Search: The consumer seeks information about potential solutions or products.
3. Evaluation of Alternatives: The consumer compares different options based on various criteria.
4. Purchase Decision: The consumer makes a final decision regarding which product to purchase.

5. Post-Purchase Evaluation: The consumer reflects on their purchase decision, which can

influence future behaviour.



This model highlights the importance of understanding each stage to effectively engage consumers

and influence their decisions.

Consumer Behaviour Model

The consumer behaviour model proposed by Schiffman and Kanuk incorporates various factors that

affect consumer decisions. These factors can be categorized into four main areas:
o Cultural Factors: These include the beliefs, values, and customs that influence consumer
preferences. Culture plays a significant role in shaping consumer behaviour.

» Social Factors: Social influences such as family, friends, and reference groups can impact

buying decisions. Consumers often look to their social circles for guidance.

¢ Personal Factors: Individual characteristics such as age, gender, income, education, and lifestyle
also affect consumer behaviour. Understanding these factors helps marketers segment their
audiences effectively.

» Psychological Factors: These include motives, perceptions, attitudes, and beliefs. Psychological

factors can drive consumer behaviour in profound ways, influencing how they perceive brands

and products.

Factors Influencing Consumer Behaviour

Understanding the various factors influencing consumer behaviour is paramount for marketers.



Schiffman and Kanuk highlight several key influences that shape how consumers make decisions.

Cultural Influence

Culture is one of the most significant factors affecting consumer behaviour. It encompasses the values,
beliefs, and norms shared by a group of people. Marketers must understand cultural differences when
designing campaigns. For instance, what resonates with consumers in one culture may not have the

same effect in another.

Social Influence

Social influences encompass the interactions and relationships individuals have with others. These

include:

e Family: Family members often have a strong influence on purchasing decisions, especially in

categories like food, clothing, and household items.

* Reference Groups: Friends and peers can impact consumer preferences and choices, especially

among younger demographics.

¢ Social Media: The rise of social media has transformed how consumers interact and share

opinions about products and services, often affecting buying decisions.

Personal Influence



Personal factors also play a crucial role in consumer behaviour. These include:

e Demographics: Age, gender, income level, and education can significantly influence buying

habits.

o Lifestyle: A consumer's lifestyle reflects their interests and activities, which can dictate their

preferences for certain products.

¢ Personality: Individual personality traits can influence how consumers respond to marketing

messages and which products they prefer.

Psychological Influence

Psychological factors are essential in understanding consumer motivations and perceptions. These

include:

e Motivation: Understanding what drives a consumer to make a purchase, whether it’s a need,

desire, or impulse.

* Perception: Consumers' interpretations of marketing messages and product attributes can

significantly influence their decisions.

o Attitudes and Beliefs: Pre-existing attitudes towards brands or products can shape consumer

behaviour, often leading to brand loyalty.



Implications for Marketers

The insights provided by Schiffman and Kanuk regarding consumer behaviour have profound
implications for marketers. By understanding the intricacies of consumer decision-making, businesses

can formulate effective strategies that resonate with their target audience.

Segmentation and Targeting

One of the key applications of consumer behaviour theories is market segmentation. By identifying
distinct consumer segments based on cultural, social, personal, and psychological factors, marketers

can tailor their messages and offerings to meet the specific needs of each group.

Product Development

Understanding consumer behaviour can guide product development by identifying gaps in the market
or unmet consumer needs. Marketers can create products that align with consumer desires, leading to

higher satisfaction and loyalty.

Marketing Communication

Effective marketing communication relies on understanding how consumers perceive and respond to
messages. By crafting messages that resonate with consumers' motivations and values, marketers can

enhance engagement and increase the likelihood of conversion.



Conclusion

In conclusion, the study of Schiffman and Kanuk consumer behaviour offers invaluable insights into the
complex processes that drive consumer decision-making. By understanding the various factors that
influence consumer behaviour, marketers can develop strategies that not only attract but also retain
customers in an increasingly competitive marketplace. As consumer preferences continue to evolve,
ongoing research in this field will remain essential for businesses aiming to succeed in today’s

dynamic environment.

Frequently Asked Questions

What are the key components of consumer behavior according to

Schiffman and Kanuk?

Schiffman and Kanuk identify key components of consumer behavior including psychological factors,
social influences, cultural influences, and individual characteristics that affect how consumers make

purchasing decisions.

How do Schiffman and Kanuk define the decision-making process in
consumer behavior?

They define the decision-making process in consumer behavior as a series of steps including problem
recognition, information search, evaluation of alternatives, purchase decision, and post-purchase

behavior.

What role does perception play in consumer behavior according to
Schiffman and Kanuk?

According to Schiffman and Kanuk, perception plays a crucial role in consumer behavior as it



influences how consumers interpret information and make choices based on their experiences, beliefs,

and attitudes.

How do Schiffman and Kanuk categorize consumer products?

Schiffman and Kanuk categorize consumer products into four main types: convenience products,
shopping products, specialty products, and unsought products, each differing in consumer buying

behavior and decision processes.

What is the significance of understanding consumer behavior for
marketers as per Schiffman and Kanuk?

Understanding consumer behavior is significant for marketers as it helps them tailor their marketing
strategies, improve product offerings, enhance customer satisfaction, and ultimately drive sales by

better meeting consumer needs.
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