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Cultural
•Culture
•Subculture
•Social Class

Social
•Family
•Reference groups
•Roles & status

Psychological
•Motivation
•Perception
•Learning (memory)
•Beliefs & attitudes
•Personality & 

self-concept

Personal
•Age & lifecycle stage
•Occupation
•Education
•Economic situation

BuyersBuyers’’ responsesresponses
•Product service &     
category selection
•Brand selection
•Reseller selection
•Purchase timing & 
repurchase 
intervals
•Purchase amount

Marketing programs
•Marketing objectives
•Marketing strategy
•Marketing mix

Environmental influences
•Economic
•Technological
•Political

Consumer

BUYER DECISION PROCESSBUYER DECISION PROCESS

Lifestyle
ExperiencesExperiences
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Self-Esteem

Belongingness

Safety

Physiological

Self
Actualization
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FamilyFamily

Reference GroupsReference Groups

Roles and StatusRoles and Status



Family InfluencesFamily Influences

Age and Life Cycle StageAge and Life Cycle Stage OccupationOccupation

Economic SituationEconomic Situation
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Lifestyle IdentificationLifestyle Identification

ActivitiesActivities OpinionsOpinions

InterestsInterests
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High Resources High Innovation

AchieversAchievers

ActualizersActualizers

StrugglersStrugglers

StriversStrivers

FulfilledsFulfilleds

BelieversBelievers

ExperiencersExperiencers

MakersMakers

SRI Values & Lifestyles (VALS2)

Low Resources Low Innovation
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ComplexComplex
BuyingBuying

BehaviorBehavior

DissonanceDissonance--
Reducing BuyingReducing Buying

BehaviourBehaviour

VarietyVariety--
SeekingSeeking

BehaviourBehaviour

HabitualHabitual
BuyingBuying

BehaviourBehaviour

High
Involvement

Significant
differences

between
brands

Few
differences

between
brands

Low
Involvement
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购买者

Initiator

Influencer User

Decider

KeyKey
FamilyFamily
DecisionDecision
RolesRoles

Buyer

Consumer Buying RolesConsumer Buying Roles



Need RecognitionNeed Recognition

Information SearchInformation Search

Evaluation of AlternativesEvaluation of Alternatives

Purchase DecisionPurchase Decision

Postpurchase BehaviourPostpurchase Behaviour
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IV. The Buyer Decision ProcessIV. The Buyer Decision Process
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AwarenessAwareness

InterestInterest

EvaluationEvaluation

TrialTrial

AdoptionAdoption
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Time of Adoption
Early Late

Early 
Adopters

Early Majority

2.5%

13.5%

34% 34%

16%

Laggards

Late Majority
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Innovators

Adoption of InnovationsAdoption of Innovations
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Communicability
Relative Advantage
Divisibility
Compatibility
Complexity

Influences on Rate of Adoption



Questions

1.  Which age-group, to your mind, is the 
major segment of Chinese cell-phone 
market?

2.  Which first three attributes do Chinese 
college students are after in selecting 
cell-phone models?

3.  Observe and describe the buying process 
of the college students, pointing out 
some helpful implications to the cell-
phone marketers. 
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