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Abstract: It is not conceivable to anticipate and interact with customers’ needs and wants without a comprehensive 

understanding of the consumer buying behavior. The buying behavior of consumer is the ultimate definitive 

buying behavior the consumer does, many aspects, factors and characteristics influence the individuals face during 

the process of decision making, the purchasing habits, shopping behavior, the brands or retailers that the 

consumer is attracted to. in results of these factors each one of them affects the purchasing buying decision on each 

and every consumer differently, however , it depends on the factors which led the consumer and the individuals to 

do so , consumers are led by the cultures , subculture , social class they belong to , membership groups , family , 

personality , psychological factors , etc. nevertheless , individuals are influenced by the culture trends close by with 

social and societal environment . identifying and understanding the core factors which influence the consumers 

buying behavior brands have the ability to develop sophisticated strategy, a marketing message (unique 

proposition) and more efficient advertising campaigns which line up directly to achieve and exact targeted 

consumers to meet their needs and eventually increase the sales of the brand which is the real asset.  

Keywords: consumer behavior, purchase decision making, membership groups, marketing message, social class, 

societal environment. 

1.   INTRODUCTION 

Consumer buying behavior is the study on the customer traits and how the customer behaves while purchasing and 

selections process to fulfill his needs or wants and what motivate the consumer to buy a certain product, consumer 

behavior is influenced by different factors which includes environmental and marketing factors, social situation, personal 

and psychological factors, family, and culture.  

It‟s hard to not to exaggerate and spotlight the importance of the hand issue to the world of shopping. A store can be the 

grooviest place ever, offering the finest/cheapest/sexiest goods to be had, but if the shopper can't pick them up, it's all for 

naught.so,every rack, shelf, counter and table display of merchandise, every sign, banner, brochure, directional aid and 

computerized interactive informational fixture, the entrances and exits the windows and walls, the elevators and. 

escalators and stairs and ramps, the cashier lines , teller lines , counter lines , restroom lines  and every inch of every aisle 

is very crucial , in short,· every nook and cranny from the farthest reach of the parking lot to the deepest penetration of the 

store itself, if anthropology had already been studying all that no market nor store would ever would close , thereby their 

greatest goods and services will be sold out within short time  

Upcoming companies try to figure out new trends so they can reach the prospective buyers who most likely to purchase 

their products in the most cost-effective way possible. Businesses consistently try to dominate a consumer‟s behavior with 

factors they can have power to control such as the layout of a store, music, grouping, and availability of products, pricing, 

and advertising. But let us not forget these factors are affected on the demand of the consumer , some influences factors 

may be temporary and others are long-lasting effect, unlike factors can impact how buyers behave in such a way , its 

whether they influence you to make a purchase, or may be buy additional products which you don‟t even need, or leave 

empty handed and  buy nothing at all.  



ISSN  2349-7831 
    

International Journal of Recent Research in Social Sciences and Humanities (IJRRSSH)  
Vol. 7, Issue 3, pp: (14-21), Month: July - September 2020, Available at: www.paperpublications.org 

 Page | 15 
Paper Publications 

To be such a up growing company and to maintain success for current or upcoming lunched products or lines  its very 

essential for companies to understand their consumers behaviors, each and every consumer has his own different attitude 

and processes towards buying a particular product , unfortunately if companies fails to fulfil the gab of understanding the 

consumer actions there might be high risk on the product itself which reflects the company as whole in market share . 

Why consumers make the purchases that they make? What factors influence consumer purchases?  Many factors, 

specificities and characteristics influence the individual during the final decision-making process, the brands which 

consumers or the retailers are attracted to which might been referenced by a family member or a group member. However, 

there are many different factors which have significate impact on consumers purchasing decision and behavior, 

individuals are led by the culture, subculture, social class, membership groups, family, personality, psychological factors, 

these leading factors are the main reasons led the consumers to develop products and brand preferences by their demands. 

However, not all of these factors are directly controlled by markets, thereby, understanding the impact is critical in order 

to develop marketing mix strategies which can appeal to the preferences of the target market.   

2.   CONSUMER DECISION PROCESS 

While purchasing any type of product, consumers goes through a decision process This process consists of up to six 

stages, before discussing and explaining these stages there is some critical points to understand, the actual purchasing is 

solo stage of the whole process ,not all the decisions in the process eventually lead into buying the product , not all the 

purchasing which consumers buy include all stages , the purchasing of any product is determined by the degree of 

complexity.  

The 6 stages are: 

Stage 1: problem recognition  

In this stage which the first stage the consumer acknowledges a problem or a situation (being aware of the need) by 

realizing that there is a difference in internal desire state and the actual condition, not meeting the expectation of the 

desired product because of the shortness in the variety. 

Stage 2: information search  

Two different types of information‟s, internal research – based on memory and experience, external search – collecting 

data and information from others experience or from a references group such as friends and family member maybe even 

by a stranger (word of mouth), accurate information search leaves the buyer which possible and usable alternatives.   

Stage 3: evaluation of alternatives 

setting an accurate important measurement and criteria to evaluate all possible vailed alternatives, bringing the pros and 

cons of each product, examining the features of each alternative which based on what the consumer real aim to find in this 

product and what does not want, rank, weight, quality.  

Stage 4: purchase decision Stage  

Choosing the best alternative, purchasing the product according to the package, store, method of purchase. 

Stage 5: The purchase 

May differ from decision because of the time lapse between the two stages of 4 & 5 due the product availability.  

Stage 6: post purchase behavior 

Final stage is after purchasing the product and evaluate it in real which might lead to only two possible behaviors, being 

satisfy or dissatisfy. 

Factors influence the buying behaviors of consumers  

Consumers buyer behaviors and the final resulting purchase decision are both significantly influenced and effected by 

cultural, social, personal and psychological characteristics around and in the consumer. in order to develop an exceptional 

strategy to attract the right and exact audience marketers should have a deep knowledge and understand what exactly 

influenced the behavior of consumer and how they have made their brand preferences.  
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3.   PSYCHOLOGICAL FACTORS 

It affecting our purchase decision includes motivation (Maslow's hierarchy of needs), perception, learning, beliefs and 

attitudes. Other people often influence a consumer s purchase decision. The marketer needs to know which people are 

involved in the buying decision and what role each person plays, so that marketing strategies can also be aimed at these 

people. Among the factors influencing consumer behavior, psychological factors can be divided into 4 categories: 

motivation, perception, learning as well as beliefs and attitudes. 

3.1 Motivation  

Motivation is the internal force of energy that direct and orient the person activities to achieve and fulfill the needs and 

goals, In the mid of 1900s, an American psychologist, Abraham Maslow, have developed the well-known hierarchy of 

needs ,For example, during grade school and secondary school, the social needs probably become the main leading 

concurrences, looking to have friends and companions to get a date, the need to feel that you excited , Perhaps this 

promoted you to buy particular types of clothing or following some new trends or purchasing some electronic devices. 

Period following the high school, you began thinking about how other individuals would see you in your “station” in 

everyday life, so you take the decision to get a professional degree, thereby fulfilling your need for self – steam. If you‟re 

lucky, at some point sooner or later you will realize Maslow‟s state of self-actualization. You will believe you have 

become the person in life that you feel you were meant to be. 

3.2 Perception  

Perception is the producer which an individual selects, organizes and interprets the world around you through the 

information which been received in order to do something that makes sense. How individuals act at certain period of 

given time is decided by the perception of a situation, Selecting, organizing and interpreting the information in a way to 

construct a meaningful sense and experience , individuals tend to interpret with information which they already have or 

familiar with , To understand individuals, own perception we should know the three different perceptual processes which 

people experience, selective attention, selective distortion and selective retention. with the understanding of selective 

attention, marketers will try to develop strategies to attracts and spotlight the customer attention. However, in selective 

distortion process, customers are interpreting the information in a way that will support the market in what the customers 

already believe and wants. 

3.3 Learning  

Learning refers to the process by which consumers change their behavior after they gain information or experience. It‟s 

the reason you don‟t buy a bad product twice because of bad results from the consequences. Learning doesn‟t just affect 

what you buy; it affects how you shop. People with limited experience about a product or brand generally seek out more 

information than people who have used a product before. Companies try to get consumers to learn about their products in 

different ways. Learning always go through actions. When we take actions, we learn. Learning imply a change in the 

behaviors resulting from a certain experience. The learning reshapes the behaviors of an individuals by acquiring the 

information and living the experience. For example, if you got sick after eating a fish, you would have a negative 

experience, you will associate that eating fish will state a discomfort and eventually you will learn that you should not eat 

fish. Therefore, you will not be going to eat fish one more time due the bad experiences. However, if you had a great 

experience with the product, you will have continued desire to purchase it again next time. learning theories are extremely 

crucial and can be used in marketing by brands. 

3.4 Attitudes and beliefs  

A belief is a conviction that an individual‟s have on particular thing. Beliefs are obtained through the experience along 

with the learning and the external influencers and with interaction with other people such as (family, friends, etc..), beliefs 

and attitudes are influenced by consumers personality and lifestyle, through beliefs and external influences our buying 

behaviors change and develop through time. Customer owns a specific belief, possesses and attitude regarding different 

products. Beliefs and attitudes have strong ability to sustain, make and affect consumer buying behavior, the behaviors 

and attitudes which consumer have towards the market or firm shows and influence the degree of success of even failure 

of the firms marketing strategy, therefore marketers are interested in them. Marketers on other hand play big role in 

changing the beliefs and attitudes of customers for instant launching a special campaign or changing the brand marketing 

message and adjusting its position might change the consumer brand perception in this regard.  



ISSN  2349-7831 
    

International Journal of Recent Research in Social Sciences and Humanities (IJRRSSH)  
Vol. 7, Issue 3, pp: (14-21), Month: July - September 2020, Available at: www.paperpublications.org 

 Page | 17 
Paper Publications 

4.    SOCIETAL ENVIRONMENT FACTORS 

It includes groups (reference groups, aspirational groups and member groups), family, roles and status. This explains the 

externals influences of others on our purchase decisions either directly or indirectly. Social factors are among the factors 

influencing consumer behavior significantly. They fall into three categories: reference groups, family and social roles and 

status. 

4.1 Reference groups  

Reference groups are groups (social groups, work groups, family, or close friends) a consumer identifies with and may 

want to join. They influence consumers‟ attitudes and behavior. Memberships group are social groups to which 

individuals belongs and influence to each other, the membership groups often related to certain social origin, age, place or 

residence, work, hobbies, leisure, etc. references groups play a huge role in forming the attitude or the behavior on person 

within same membership group, the degree of impact that reference groups have on each other is vary across the products 

and brands the influence of reference groups will be high when the product is visible such as dress , shoes , car , etc.  

Opinion leader is also included in reference groups (a person with special skills, knowledge and other characteristics and 

have the ability to influence others) .When Individuals are by influenced by another group which they do not belong to 

but though wishes to be part of it we call them aspirational groups , this type of group is influenced directly due the need 

to feel that they belong to the group which they wish to be in , The degree to which a reference group will affect a 

purchase decision depends on an individual‟s susceptibility to reference group influence and the strength of his/her 

involvement with the group, individuals within this group will try to buy same products just to give the idea that they 

belong to certain group and get closer even if they do not want it nor need it , for example, teenager may want to buy 

advanced shoe or up to date smart phone used by certain popular guys in same school just to feel that he is accepted by 

this certain group ..same brands took advantage and understood this very well and communicated these ideas over their 

promotion campaigned 

4.2 Family   

Family is the most basic group a person belongs to and might be the most influencing factor for an individual , it‟s a form 

an environment of socialization in which individuals shape their personality , learn values and evolve , families have 

major impact on developing attitudes and opinions in different matters such as politics , society , social relation or even 

effecting the inner desire, study have shown that buying behavior is strongly affected and influenced by the members of 

the family , therefore marketers are trying to know each role of each member in the family the husband, wife and children 

as well knowing the degree which each member have to influence the other and check who is the real decision maker , if 

the final buying decision of product is controlled and influenced by the wife then the whole concertation would be 

targeting the women in their advertisement , however , we should note out that buying roles and degree of influencing 

change with the change which occurs in consumer lifestyle, for example , if your family forbid you to drink coke when 

you used to be a kid due the high amount sugar intake and bad influence in your health there would be far less chance to 

go and buy it when you grow up at the same time kids who got used to drink coke since their childhood will have less to 

zero changes in their life style  

4.3 Social roles and status   

A social role is a set of attitudes and activities that an individual is supposed to have and do according to his profession 

and his position at work, his role in the family, gender, etc. and expectations of the surrounded others , these factors can 

defined the individual roles and their social status , For example, a consumer may buy a Ferrari or a Porsche for its quality 

however there is external reason is the desire of looking socially successful which these expensive kind of cars represent 

to other and society in general . Moreover, if the CEO of a company is driving a small car or even cheap there is a big 

chance that people, business partners and customers might likely take him less seriously because his car doesn‟t show any 

power or sign of succus in comparing to the other business partner or even competitor. as these kinds of behaviors occur 

the influences started to reach to every level and for each role in social status, Again, many brands have understood it by 

creating an image associated with their products reflecting an important social role or status to attract consumers. 
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5.    CULTURAL FACTORS 

5.1 Culture 

Culture is the set of values, ideas, and attitudes that are accepted by a homogenous group of people and transmitted to the 

next generation, Culture is crucial and prime aspect understand the needs and behaviors of an individual. Basically, 

culture is connected every society and plays major important role in effecting the wants and the behaviors of individuals 

within the society and culture , and it is a major influence when it comes to determining what people wear, eat, reside and 

travel ,The influence and cause of culture which it put in consumers and any the way it effects the buying behavior varies 

from country to country , while analyzing the cultures , countries , regions and different groups marketers have to be very 

careful each culture has it owns roles and lines , Throughout the human existence, an individual will be influenced by the 

family, friends, cultural environment or even society all of these aspects will help and teach consumers the values of 

things and products and the common preferences behaviors within their own culture. it is important to understand and take 

into account the cultural factors inherent to each market or to each situation for the branded products in order to adapt its 

product and its marketing strategy within the culture. As these will play a role in the perception, habits, behavior or 

expectations of consumers in order to determine what is acceptable to advertise to certain culture 

5.2 Sub Culture  

A society is composed and collection of several sub- cultures in which people can have their own identity within the 

culture. Subcultures are groups of people who share the same values constructed from common experience or a similar 

lifestyle in general. Not all cultures have the same exact subculture each culture contains various subcultures such as 

religions, nationalities, geographic regions, racial groups etc. segmenting the market and these subcultures into small 

different portions is the method which marketers use for such a groups , For example in recent years, the segment of 

ethnic cosmetics has greatly expanded however these products are more suitable to non-Caucasian citizen due to their 

type of skin and it fits the types of pigmentation skin such as African, Arab or Indian populations for example. Only real 

brand with a well- defined target in sector offered makeup products to a Caucasian target until now (with the exception of 

niche brands) and with all of this it was then receiving critics from consumers from different origin. Brands often try to 

communicate in different strategy, if needed they create a specific product (sometimes without significant intrinsic 

difference) for the same type of product in order to specifically target different age group, a gender or a specific sub-

culture. Consumers are usually more receptive and attracted to products and marketing strategies which are specifically 

targeting them (niche strategies)   

5.3 Social Class  

Social classes are groups which are more or less homogenous and ranked against each other according to a form of social 

hierarchy. Though it might be very large groups, however we usually find some similar values, lifestyles, interests and 

behaviors in individuals which belonging to the same social class within the culture. Family, reference groups and social 

classes are all social influences on consumer behavior. In order to understand the buying behavior of people in a given 

society it‟s important to the marketers to understand the form of social class which every society possesses because all the 

buying behavior within same social class are similar, in this way marketing functions and activities could be tailored 

according to various social classes. Some research has also suggested that the social perception of a brand or a retailer is 

playing a huge role in the buying behavior of consumers might also change according to social class. Different types of 

buyers and consumers and different classes in society have certain concerns when it comes to buying for example lower 

class consumers would focus on the price of the product on the other hand shoppers and upper classes who focus and 

attracted to the elements of the product such as quality , features , how innovated the product is benefits that he can obtain 

from the same product. 

6.   PERSONAL FACTORS 

Personal factors also influence buyer behavior. The important personal factors, which influence buyer behavior, are a) 

Age, b) Occupation, c) Income and d) Life Style 

6.1 Age  

Age of a person is one of the important personal factors which influence the buyer behavior. People purchase various 

products at their different stages of their life cycle. As cycle change, their taste, preference, wants and needs also change, 

logically speaking consumer does not consume the same products or services in his 20s or 70s. the life style. value, 
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environment, activities and hobbies evolve and rapidly changes throughout the life cycle, buying behavior is potential 

influenced by the age and life cycle of the consumer , as the passage of time goes its very clear that the consumer change 

the purchase of goods and services , in order for marketers to develop the appropriate product for consumers they need to 

understand the family life cycle and in which cycle the targeted consumer is from, single, married couples, unmarried 

couple etc. , the buying decision process is also changed by the factors which influence it , for example , the social value 

of a brand mainly differ when the buyer is 25 years old than the one who is in his late 60s the taste , needs and wants are 

somehow differ , the individual family life cycle also will be influenced and it will change rapidly according to your status 

, buying behaviors of singles are way different than couples who are in relationship as well the value of things influence 

you and your lifestyle if you have a kid would for sure differ, brand and retailers should identify, understand, measure and 

analyze the personal factors and the criteria which influence and affect the purchasing shopping behavior of their own 

targets in order to adept and fulfill their consumers needs and wants which eventually will lead the company to have a 

loyal consumers which lead to have higher market share for companies .  

6.2 Occupation  

Occupation or profession of individuals influence and have significant impact on the buying behavior. Consumers 

purchasing consideration, buying decisions and our lifestyle widely vary according to the nature and cope of the 

occupation. For instance, the buying of a market manager can be easily differentiated from that of a level worker in same 

company when it comes to clothing and lifestyle, as well with another different occupations such as doctors, teachers, 

clerk businessmen, landlords, etc. Therefore, the marketing managers have to design different marketing strategies to suit 

the buying motives of different occupational groups. 

6.3 Income  

The level of income for individual is another factor which can influence and determine the consumption level pattern for 

individuals, purchasing power importance came from the income source, therefor, the buying pattern of individuals differs 

with different level of income and sources, the economic situation of consumer has significant influence and effects on the 

purchasing behavior, more clearly , consumers with low incomes and savings will probably purchase inexpensive 

products due to their economical situation ( income level ) , however, consumers who have higher incomes and savings 

they tend to buy more expensive products due to their purchasing power abilities .  

6.4 Life style  

All activities, interest, values, opinions and all consistent patterns which an individual‟s follow in their lives called and 

known as a life style, the life style components and patterns influence the behavior of purchasing decision individual‟s go 

through, for example , consumers who are athletics or who follows a healthy and balanced life style will choose to 

purchase more organic products , shop in specific stores , will maintain regular body workout in order to fulfill his interest 

, what he actually value and belief . marketing managers should make research to maintain a workable marketing strategy 

to suit different life styles on the consumers.  

7.   CONCLUSION 

Consumer buying behavior is the study on the customer traits and how the customer behaves while purchasing and 

selections process to fulfill his needs or wants and what motivate the consumer to buy a certain product. In order to 

purchase consumers goes through the process of making the decision which includes identifying the needs and wants, 

collecting accurate information about desired product, searching for other alternatives, evaluate all possible alternatives 

and choosing the best suitable one , making the buying decisions and evaluate the product in real to see whether the 

product give full satisfaction or high dissatisfaction , to be a successful customer – oriented company service providers 

should have a background on psychology keeping in mind to have an additional knowledge about the factors which affect 

the consumer satisfaction and how it can be achieved in order to procure the right consumers, consumers buying 

behaviors and the final resulting purchase decision are both significantly influenced and effected by the cultural, social, 

personal and psychological characteristics around and in the consumers, identifying and understanding the core factors 

which influence the consumers buying behavior brands have the ability to develop sophisticated strategy , it is important 

to study the consumer buying behavior because it is a ticket to successful in the market . 
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