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* Situational Effects on 
Consumer Behavior 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Issues Related to 
Purchase and Postpurchase Activities

Antecedent 
States 

• Situational 
Factors 

• Usage Contexts 
• Time Pressure 
• Mood 
• Shopping 

Orientation

Purchase 
Environment 

• The Shopping 
environment 

• Point-of-
purchase Stimuli 

• Sales Interactions

Postpurchase 
Processes 

• Consumer 
Satisfaction 

• Product Disposal 
• Alternative 

Markets



* Shopping Orientation

* General attitudes about shopping 

*shopping is how we acquire for products and services 
but social motives for shopping are also important 

* Shopping is as activity that we can perform for either    
    utilitarian (functional or tangible)  
    or hedonic (pleasurable or intangible) reasons 

*Running shoes VS High heel shoes 
*  quick lunch at work VS dinner with lover 

* It could depends on product category and store types
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Thrill of  
the Hunt

Social 
Experiences

Share Common  
InterestsInstant  

Status

Interpersonal  
Attraction

Shopping Orientation-Hedonic motive
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* Shopping Orientation
Hedonic Shopping Motive: 

1. Social Experience 
*  ex. New department store opening 

2. Sharing of common interests 
*  ex. Golf equipment store, INDY music store, Baby and Kid store 

3. Interpersonal attraction 
*  ex. hangout places 

4. Instant status 
*  ex. Dressed up for shopping, feeling good when people treat you 

as an important person 

5. The thrill of the hunt 
*  some people pride themselves on their knowledge of the 

marketplace 

*  ex . I know that vintage market, let me lead you there
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*The Shopping Environment

2



* Retailing as Theatre

*Retail Theming: many stores seek to create imaginative 
environments that transport shoppers to fantasy worlds or provide other 
kinds of simulation. 

*  Basic of theming techniques: 
1. Landscape themes 
* nature, Earth, animals, physical body 

2. Marketscape themes 
*man-made places ex. Venetian Hotel in Las Vegas  

3. Cyberspace themes 
* Image of information and communication technology ex. eBAY interface , 

I-studio of Apple,  
4. Mindscape themes 
* Abstract ideas and concepts, introspection and fantasy, and often 

possessed spiritual overtones ex. Spa, boutique hotels
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* In-Store Decision Making

*Spontaneous Shopping: when a shopper suddenly decides to buy 
something in the store, one of two different processes explains this: 
1. Unplanned Buying 
* Seeing items on a store shelf and reminding to the needs 
*Mostly, unplanned buying occurs because a shopper recognises a 

new need while they are in the store 
2. Impulse Buying 
*A sudden urge they simple can’t resist 
* Ex. Candy, gum 

*Point of Purchase Stimuli: A POP can elaborate product display 
or demonstration, a coupon machine, or an employee who gives out free 
samples of a new cookies 
*Product samples, package displays, place-based media, in-store 

promotional material, shelf talkers
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Reference Group

Why we need…..?

What is reference group…..?
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• Humans are social animal 
• We belong to group  

• try to please others 
• look to others’ behavior for clues about 

what we should do in public setting 

• So, our desire to “fit in“ with desirable 
groups is the primary motivation for many of 
our consumption behavior. 

because………..



3 Why reference groups are so 
persuasive? 

Social power 
“The capacity to alter the actions 

of others”
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Why Reference Groups Are Important

• Social power: capacity to alter the actions of 
others

Information power

Legitimate power Expert power

Reward power Coercive power

Referent power
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 Power Classifications (type) are as follows: 
  

1. Referent power: if a person admires qualities of a 
person or group, he tries to copy the referent’s 
behaviors 
*  ex. If you admire someone, you may copy his choice of 

clothing, cars 

2. Information power: a person can have power simply 
because she knows something others would like to 
know 
*  ex. I know your BF’s secret… and you wanna know that. 

3. Legitimate power: sometimes we grant power by 
virtue of social agreements (legal) 
*  ex. Authority of police officers, soldiers
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Power Classifications are as follows:  

4.  Expert power: Showing that you are expert in that topic 
* ex. to attract the women consumer, I hired Miss Ploy Chava to be an 

endorser of Milin women clothing brand. 

5.  Reward power: a person or group with the means 
to provide positive reinforcement 
*  ex. Tangible – money, award 
*  ex. Intangible – comments or the approval from judges on 

American Idol/the Voice 

6.  Coercive power: we use coercive power when we 
influence someone because of social or physical 
intimidation (force) 
*  ex. Threat, hard sell or use fear appeal
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* Types of Reference Groups

 Brand Communities VS Consumer Tribes 
* Brand Communities: is a group of consumers who share 

a set of social relationships based on usage or interest in 
a product 

* unlike other kinds of communities, these members don’t 
live near each other, but only they will meet and join in 
events or brandfests 
* people who participate in these events feel more positive 

about products 

* Ex. Mini Cooper lovers, Apple Communities
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* Types of Reference Groups

Brand Communities and Consumer Tribes 
* Consumer Tribes: is a group of people who share a 

lifestyle and who can identify with each other because 
of a shared allegiance to an activity or a product 

* these people share emotions, moral beliefs, style of life 
and of course the products they jointly consume as part of 
their tribal affiliation 

* ex. Students who live in the same apartment 

* ex. ABAC students and teachers
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Types of Reference Groups

Positive VERSUS Negative Reference Groups 
*  reference groups impact our buying decisions both positively 

and negatively 

*  sometimes we do the opposite if we want to distance ourselves 
from avoidance groups 
*  ex. Nerd, druggies 

*  Avoidance group : Motivation to distance from negative reference 
group
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* Types of Reference Groups

 Membership VERSUS 
Aspirational Reference Groups 

* Membership Reference Group: 
People or a group of people we 
admire. They consists of people 
we actually know each other
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* Types of Reference Groups

 Membership VERSUS 
Aspirational Reference Groups 

* Aspirational Reference Group: 
People or a group of people we 
admire. We don’t know them 
but we admire them anyway 
*  ex. Successful business people, 

athletes, performers, or 
whoever rocks the world

3
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Factors Predicting  
Reference Group Membership

Propinquity

Mere exposure

Group cohesiveness

3



How can we predict which people you know will be part of 
your membership reference group? 

1. Propinquity: Physical nearness 
* as physical distance between people decrease and opportunities for 

interaction increase 

2. Mere exposure: Mere exposure phenomenon 
*We come to like persons or things if we see them more often 
*  greater frequency of contact, even if unintentional, may help to 

determine one’s set of local referents 
3. Group cohesiveness:  
*Cohesiveness refer to degree to which members of a group are 

attracted to each other (How much you close to each other) 
*  Smaller group tends to be more cohesive
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Group Shopping

*Deindividuation: a process where individual identities 
become submerged within a group 

* Social loafing: a process where individual don’t devote 
as much to a task because contribution is part of a 
larger group effort  

*Risky shift: group members show a greater willingness 
to consider riskier alternatives following group 
discussion than if members made their own decisions
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Conformity
* Conformity: is a change in beliefs or actions as a 
reaction to a real or imagined group pressure. 

* Simply say that we change the behavior in order to be consistent with 
what others do. 

*We conform in many small ways every day – even though we 
don’t realize it 

* In order for a society to function, its members develop norms, 
or informal rules that govern behavior. 
*  Norms: 
*  ex. Gift-giving: We expect birthday presents from loved ones 
*  ex. Personal hygiene: our friends expect us to shower regularly
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3 Conformity
Conformity Issues: 

1. Cultural pressures 
* different cultures encourage conformity to a greater or lesser 
degree 

2. Fear of deviance 
* the individual may have reason to believe that the group will 
apply sanctions to punish nonconforming behaviors (you follow 
what others’ do coz you fear to look strange) 

3. Commitment 
* the more people are dedicated to a group and value their 
membership in it, the greater their motivation to conform to the 
group wishes. (More dedication, stronger group belief) 

4. Group unanimity, size, and expertise 
*As groups gain in power, compliance (agreement) increases. 
(More people = high power = stronger voice) 

5. Susceptibility to interpersonal influence 

* Individual’s need to have other think highly of him/ her



Collective Decision 
Making
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Collective Decision Making

*Organization Decision  
*Family Decision



* Organizational buyers: are people who purchase goods and 
services on behalf of companies for their use in manufacturing, 
distribution, or resale.  

 

* Business-to-business (B2B) marketers: are people who must 
satisfy the needs of organizations such as corporations, 
government agencies, hospitals, and retailers. 

4

Buy



B2B E-Commerce: internet interactions 
between two or more businesses or 

organizations. This includes exchanges of 
information, products, services, or 

payments.
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Decision	making	Roles 

GATEKEEPER
INFLUENCER

BUYER

USER
INITIATOR
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* Initiator: the person who brings up the idea or identifies a need 
4

* Gatekeeper: The person who conducts information search and 
controls flow of information available to the group. In 
organizational contexts, the gatekeeper identifies possible 
vendors and products for the rest of the group to consider

* Influencer: The person who tries to sway the outcome of the 
decision. Some people may be more motivated than others to 
get involved, and participants also possess different amount of 
power to get their point across

* Buyer: the person who actually makes the purchase  
 

* User: the person who actually consumes the product or service  
 



 How does organizational decision making 
compare to consumer decision making 

1.  Purchase decisions companies make frequently involve many people 
*  actual buying, direct and indirect influencers, employees who use 

products 

2.  Organizations use precise technical specifications that require a lot of 
knowledge about product category  

3.  Impulse buying is rare. Buyers are professionals, they base their 
decisions on past experience and they carefully weigh alternatives 

4. Decisions often are risky 
5. Business-to-business marketing often involves more on personal selling 

than advertising or other forms of promotion. 
6. Big volume of purchase
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“Buyclass Theory of Purchasing”4

Straight 
rebuy

Modified 
rebuy

New task

• Level of information

• Seriousness for 
alternative 
considerations

• Degree of familiarity 
of purchase

3 Types of Organizational Buying Decision Strategies



3 Types of Organizational Buying Decision Strategies4

Straight 
rebuy

Modified 
rebuy New task

• Repurchase a product 
or service with minor 
modifications 

• Limited decision 
making 

• Limited search for 
information 

• Occurring when 
inventory level reaches 
a pre-established 
reorder point 

• Automatic choice 

• Little or no ongoing 
information search or 
evaluation 

• Habitual decision 

• Extensive problem 
solving 

• No similar decision on 
this product or service 

• A lot of information 
searching and gathering 

• High risk 
• Buying center with 

specialist to evaluate 
the purchase
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Family 
Decision 
Making 
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* Family and Modern Family

* Intentional family: groups of unrelated people who meet 
regularly for meals and who spend holidays together 

* Extended family: consists of three generations who live together 
and it often includes grandparents, aunts, uncles, and cousins. 

*Nuclear family: consists of a mother, a father, and one or more 
children.
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Family	Lifecycle 5



Factors in FLC
Age

Children in the Home

Marital Status

Ages of Children in the Home
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* Family Decision Making

Families make two basic types of decisions:  
*Consensual purchase decision: all members agree on the desired 

purchase; they disagree only in terms of how they will make it 
happen 
* Family will most likely engage in problem solving and consider 

alternatives until they find the way to satisfy everyone in the group 

* Accommodative purchase decision: group members have 
different preferences or priorities and they can’t agree on a 
purchase to satisfy everyone’s needs 
* They use bargaining and compromise to achieve agreement on what to 

buy or who gets to use it 
* Conflict occurs when there is incomplete agreement in family 

members’ needs and preferences
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Resolving Decision Conflicts in 
Families

*Interpersonal need 

*Product involvement and utility 

*Responsibility  

*Power



* Family Decision Making

Specific factors on how much family decision conflict:  
*Interpersonal need: a person’s level of involvement in the 
group 

*Product involvement and utility: the degree to which a 
person will use the product to satisfy a need 

*Responsibility: for procurement, maintenance, payment and 
so on 

*Power: the degree to which one family member exerts 
influence over the others
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Any 
Questions??


