Zﬂ turnitin Page 1 of 35 - Cover Page

BBSN Unit 1 V3.docx

B Behaviour based Selling & Negotiation_MBA_2
&3 Behaviour based Selling & Negotiation_MBA_2
]

ATLAS SkillTech University

Document Details

Submission ID

trn:oid:::3618:127174729

Submission Date

Jan 30, 2026, 11:22 AM GMT+5:30

Download Date

Jan 30, 2026, 1:31 PM GMT+5:30

File Name

BBSN Unit 1 V3.docx

File Size

509.2 KB

z"j turnitln Page 1 of 35 - Cover Page

33 Pages

9,496 Words

Submission ID trn:o0id:::3618:127174729

58,052 Characters

Submission ID  trn:o0id:::3618:127174729



z'l-.l turnitin‘. Page 2 of 35 - Al Writing Overview Submission ID  trn:oid:::3618:127174729

*% d e-l-ecnl-ed as A I Caution: Review required.

Al detection includes the possibility of false positives. Although some text in It is essential to understand the limitations of Al detection before making decisions
this submission is likely AI generated, scores below the 20% threshold are not about a student's work. We encourage you to learn more about Turnitin's Al detection
surfaced because they have a higher likelihood of false positives. e iies eitor s die dell

Disclaimer

Our Al writing assessment is designed to help educators identify text that might be prepared by a generative Al tool. Our Al writing assessment may not always be accurate (i.e., our Al models
may produce either false positive results or false negative results), so it should not be used as the sole basis for adverse actions against a student. It takes further scrutiny and human
judgment in conjunction with an organization's application of its specific academic policies to determine whether any academic misconduct has occurred.

Frequently Asked Questions

How should I interpret Turnitin's AI writing percentage and false positives?

The percentage shown in the AT writing report is the amount of qualifying text within the submission that Turnitin’s Al writing

detection model determines was either likely Al-generated text from a large-language model or likely Al-generated text that was '
likely revised using an Al paraphrase tool or word spinner.

False positives (incorrectly flagging human-written text as Al-generated) are a possibility in Al models.

Al detection scores under 20%, which we do not surface in new reports, have a higher likelihood of false positives. To reduce the
likelihood of misinterpretation, no score or highlights are attributed and are indicated with an asterisk in the report (*%).

The Al writing percentage should not be the sole basis to determine whether misconduct has occurred. The reviewer/instructor
should use the percentage as a means to start a formative conversation with their student and/or use it to examine the submitted
assignment in accordance with their school's policies.

What does 'qualifying text' mean?

Our model only processes qualifying text in the form of long-form writing. Long-form writing means individual sentences contained in paragraphs that make up a
longer piece of written work, such as an essay, a dissertation, or an article, etc. Qualifying text that has been determined to be likely Al-generated will be
highlighted in cyan in the submission, and likely Al-generated and then likely Al-paraphrased will be highlighted purple.

Non-qualifying text, such as bullet points, annotated bibliographies, etc., will not be processed and can create disparity between the submission highlights and the
percentage shown.

Z'l-.l turnitin Page2of 35- Arwriting Overview Submission ID _ trn:oid::3618:127174729



z'l_.l turnitin  Page 3 of 35 - Arwriting Submission Submission ID _ trn:oid::3618:127174729

Unit 1: Introduction to Consumer Behavior

Learning Outcomes:

1. Analyze the foundations of consumer behavior by identifying key concepts,
definitions, and their significance in marketing decision-making.

2. Examine psychological influences on consumer decision-making such as motivation,
perception, learning, personality, and attitudes, and evaluate their impact on purchasing
behavior.

3. Interpret the consumer buying process model by outlining its stages and assessing
how consumers progress from need recognition to post-purchase evaluation.

4, Differentiate between types of consumers (individual, organizational, etc.) and
explain how varying levels of involvement influence consumer decisions.

5. Apply theoretical insights from consumer behavior to real-world marketing caselets
and case studies, enhancing problem-solving and decision-making skills.

6. Synthesize key concepts and terminology from consumer behavior to effectively
articulate and discuss marketing strategies and consumer insights.

Content:

1.0 Introductory Caselet

11 Foundations of Consumer Behavior

1.2 Psychological Influences on Decision-Making
1.3 Consumer Buying Process Model

1.4 Types of Consumers and Levels of Involvement
1.5 Summary

1.6 Key Terms

1.7 Descriptive Questions

1.8 References

1.9 Case Study
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1.0 Introductory Caselet

“The Coffee Conundrum — The Subconscious Buying Behaviours of the Customer”

Riya is a 27-year-old marketing professional living in a cosmopolitan city who likes to drink
her cup of coffee first thing in the morning. At home during the week, Ms. Vain uses a
popular instant-coffee brand to make her own cup. But on the weekends, she enjoys
frequenting specialty cafés that serve handcrafted blends and interesting brewing tactics.
For the higher price, she appreciates the experience, atmosphere and variety these cafes
offer.

A new café chain has recently arrived in the city, and they’re offering all-you-can-drink
coffee memberships. Customers will be able to get unlimited cups all over the chain for a
monthly fixed fee. Riya is interested but doesn’t want to commit, thinking about her erratic
weekend availability and desire for variety. And her favorite instant coffee brand has
introduced a more premium line promising deeper taste and ethical sourcing, tapping into a
growing worry she has about sustainability.

Riya’s dilemma is not unique. Today’s consumers have a variety of decisions to make within
the context of convenience, price, quality and lifestyle aspirations and social values.
Economic motives are involved - how could they not be? - but so too are psychological ones,
such as the desire for indulgence and luxury-as well as what we believe quality to mean and
our attitudes towards sustainability. Then there’s the difference in levels of involvement —
buying coffee during the week is routine, low-involvement; going to a café for coffee on
weekends is more involved, high-involvement.

The consumer’s mind, thus, needs to be known well by marketers. The purchase decision
process lightly touched upon the problem recognition and post-purchase evaluation to the
psychological, social influence and hidden motives that help to steer actions. Through the
analysis of these patterns, enterprises can create more targeted offerings, tailor experiences
and develop relationships that last for life.

Critical Thinking Question:
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If you were the marketing head of the new café chain, how would you plan your strategy in
order to appeal to consumers such as Riya while taking into account convenience, price and
the psychological need for variety and experience?

1.1 Foundations of Consumer Behavior

The foundation of modern marketing is Consumer behavior, namely how individuals,
households or organizations make decisions to select, buy, use and dispose of goods and
services. And not just to the point of sale, this includes identifying needs, exploring options,
making the purchase and satisfaction (or dissatisfaction) after the purchase. “On a whole,
businesses can’t thrive without understanding how consumers think, feel and act in the
modern economy -- with technology innovation, globalization and changes in lifestyle on
overdrive,” Donnal said. Marketers learn the reasons for purchasing decisions, influences of
psychological and social factors on choices, and long-term consequences of satisfaction and
brand loyalty.

1.1.1 What is Consumer Behavior?

Consumer behaviour is the sum total of what consumers do when deciding, purchasing and
using products to satisfy their needs or desires. It incorporates the cognitive (thinking),
affective (feeling), and behavior (acting) aspects into three dimensions.

The decision-making model highlights that consumer behavior starts before actually making
a purchase. For instance, in the case of a car purchase, an individual may search for brands
online, compare them with friends as well find reviews and finally go to showroom for
making the purchase. The journey later continues after purchase with satisfaction, service
feedback or regret.

THE ELEMENTS First, there are many elements and they are humans (individuals, families
and organizations). Parents shop for food in the household, while production for
organizations depends on producer orders or long-run contracts. For instance, a firm
purchasing laptops weighs warranty, price and service contracts differently than would an
individual consumer.

Consumption can have functional and psychological motives and purpose. When people
buy an enegy-efficient fridge, itds done to help dsave some money on electricity bills (
functional ) When purchases are made (for instance) from a luxury fashion brand, such as
Gucci or Louis Vuitton; people tend to be more engaged in psychological desire for social
acceptance.
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The cognitive dimension reflects the way consumers commit cognitive resources to interpret
information, process ads and compare brands in a rational manner. For example, a student
comparing online MBA programs might consider faculty quality, accreditation, costs and
career results before deciding where to enroll.

The affective factor emphasizes how feelings drive decisions. A customer might order
Starbucks instead of going to another coffee shop, not necessarily because they think the
bean qualities are better there, but rather because the brand represents something:
belonging, familiarity and comfort.

Finally, the behavioral level is linked to observable behaviors including shopping in stores,
buying online or subscribing to a service. Consider a user who signs up for a trial of Spotify
Premium and then becomes a paying customer—this is how consumption behavior fulfills
the cycle.

1.1.2 Importance of Studying Consumer Behavior

Understanding the consumer behavior is of utmost importance to business, as it helps
building products and strategies that cater to customers.

Why to Study Consumer Behavior?

PN
L)
A\ _1J

AN /4

Globalize
Sensltlvny Understanding
Adapting to diverse consumer desires
cultural contexts and requirements
Enhance Design
Satisfaction Strategles
Improving customer Creating marketing
experience and plans to meet needs
loyalty
Develop
Predict Trends Products

Anticipating future Innovating to satisfy
market changes consumer demands

Figure 1.1

* Tapping consumer needs and desires helps companies innovate in ways that matter. For
example, Fitbit recognized heath-conscious people wanted to track fitness in devices they
could wear and went on to create wearables that ended up being a worldwide fad. Without
that eyesight and wisdom businesses are bound to enter markets with irrelevant products.
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* Marketing success is about understanding what the audience wants. Luxury carmakers
such as BMW engage in aspirational advertising that emphasizes status, while budget brands
like Hyundai dwell on affordability and pragmatism. The logic of both is that they are based
on consumer psychology.

* Product development and innovation are behaviourally informed. Dyson transformed
vacuum cleaners by focusing on consumer frustrations about clogged bags, and Netflix
turned itself into a business based on its realisation that consumers craved streaming
entertainment they could access when they wanted — without ads.

* Being able to forecast trends keeps a business competitive. The increase in demand for
plant-based diets, for instance, was foreseen by Beyond Meat and Impossible Foods,
affording them a head start on traditional meat companies that have now followed suit.

® Boosting customer satisfaction and loyalty is key to sustained growth. Amazon uses
personalized recommendations, frictionless checkout and easy return policies to make sure
its consumers are happy, converting them from one-time buyers into loyal Prime
subscribers.

e Consumer behavior matters for success around the world because of globalization and
cultural sensitivity. McDonald’s tailors its menus regionally — serving vegetarian burgersin
India and teriyaki items in Japan — to better connect with local consumers.

1.1.3 Interdisciplinary Nature of Consumer Behavior

Consumer behavior as interdisciplinary field Borrowing theories and ideas from multiple
disciplines in order to understand the complexity of human actions.

eEconomics offers a toolkit for describing how consumers allocate the scarcity of resources
across competing needs. Price elasticity also helps us understand why consumers reduce
luxury spending during recessions despite continuing to buy necessities. Sales of luxury
vehicles, for instance, dropped during the 2008 recession, while demand at low-priced
retailers like Walmart rose.

* Psychology describes motivation, perception and attitudes as internal processes. Maslow’s
pyramid of human needs shows why, when no toilet is in sight, we act like animals. For
instance, life insurance ads appeal to the consumer desire for security; premium watch
makers cater to esteem and self-actualization.

* Sociology emphasizes the influence of family, social class and peer groups on behavior. A
teenager purchasing a pair of sneakers typically relies on peers or influencers for
recommendations. These pressures are then magnified by platforms such as Instagram,
rendering trends into overnight international phenomena.
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e Anthropology is concerned about cultural traditions and symbolic meanings. Gold
Ornaments at Indian Weddings: In an Indian wedding, there is much more to Gold jewelry
than in mere monetary worth. The cultural link between diamonds and eternal love just like
De Beers itself was a creation of advertising.

® Behavioral economics — the melding of psychology and economics to explain why people
make irrational financial decisions. Many consumers like “Buy 1 get 1 free” offers for the
same reason — there is a perceived value over and above that of a straight out 50% discount,
although financially it is just the same. Retailers exploit these biases in order to sell more.

1.1.4 Relevance of Consumer Behavior in Marketing

Consumer behavior is useful for real-world applications of marketing.

Applications of Consumer Behavior in Marketing

Segmentation, Product Design
Targeting, and —— and Branding
Positioning

o Retail and

Advertising and Y «—

Communication o ‘ ggg?::iles

N _ —8 Public Policy and
Digital and Social AL N Consumer
Media Marketing S Welfare

Figure 1.2

e STP — segment, target and position depends on consumer insights in order to segment the
markets and deploy resources wisely. Netflix divides viewers by taste and makes
personalized recommendations for shows to promote engagement and retention.

e What consumers want influences product design and branding. Coca-Cola’s “Share a
Coke” initiative, which printed names on bottles of soda, played into the consumer demand
for personalization and emotional relationships.

¢ Advertising and communication work when they connect on an emotional level. Apple’s
“Think Different”
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campaign motivated the audience to consider themselves innovators while establishing an
emotional connection with the brand.

e Retail and channel strategies are strengthened by knowledge of in-store activity. IKEA’s
design encourages its shoppers to wander like showroom zombies from one fully set-up
room to the next, collecting items of which they hadn’t even been aware.

e Digital and social media relies on behavioral data to flourish. Amazon uses browsing and
purchase behaviour to recommend products while Instagram influencers influence
purchases through affiliation with consumer lifestyle.

e Public policy and consumer welfare are also affected by the behaviour of consumers. Anti-
smoking adverts emphasise the health hazards of tobacco and government nutrition
labelling regulations help consumers make healthier choices.

1.2 Psychological Influences on Decision-Making

Consumers don't think rationally at all times. Hence, psychological factors play a significant
role in affecting consumers' evaluation of the options at hand, as well as determining their
valuation and selection among competing product/services. Psychological factors include
motives, perception, learning, personality, self-concept, attitudes, beliefs and values. The
reasons behind such attitudes offer part of the explanation for why one person happily
embraces new technologies while another holds back, or why some consumers adhere
stubbornly to particular brands, even in the face of cheaper options. Developing strategies
based on these elements will help marketers discover the secret motivators of consumption,
and develop tactics that resonate with consumers' rational and emotional minds.

1.2.1 Motivation and Needs (Maslow’s Hierarchy, Etc.)

Motivation is the inner power that pushes you toward taking action. It is the result of
unmet needs, which motivates people to behave in certain ways to “correct” this imbalance.
In consumer behavior, motivation is the force that drives people to buy certain goods or
services instead of others and motivates them to focus on their needs with changing
priorities across life stages.

Maslow’s Hierarchy of Needs

The pyramid listed five levels of human needs that determine consumption.
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Maslow's Hierarchy of Needs

Figure 1.3

Basic Needs — The lowest rung of the ladder is made up of need such as food, clothing and a
place to sleep. Realtors respond by providing affordable necessities like discount food stores
or cheap housing. For instance, small sachets of shampoos by Unilever in rural India is

serving low-income populace cost effectively addressing their physiological grooming needs.

Safety Needs — When basic survival is no longer threatened, they shift their attention to
security and safety. These needs are met by insurance, health supplements and security
systems. They obviously look to families when it comes to marketing, and make a big deal of
safety features (this is how their cars take care of your family) so people who value security
tend towards Volvo.

Social Needs — We all crave to belong, be accepted and loved. This informs purchases such
as social media subscriptions, dating apps or group travel offerings. Starbucks is not just
selling coffee; it sells a “third place” experience where people socialize, meeting the need
for social motivations.

He Esteem Needs — Here, the buyers seek acknowledgment and respect. Luxury brands
thrive here.
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Owning a Rolex, a Louis Vuitton purse or a super-fast sports car is about status and keeping
up with the Joneses.

accomplishment. Professional certifications, such as CFA and PMP, also cater to the need of
esteem by providing them with a sense of accomplishment and recognition.

Needs for Self-Actualization — These are the needs for personal development and realizing
one’s potential. Here, consumers spend on hobbies, learning, adventure or altruism.
Examples would be signing up for Coursera for self-improvement, climbing Mount Everest
for self-achievement or saving the environment by making eco-friendly purchases from
brands like Patagonia.

Nike in one fell swoosh encompasses much: its shoes are serving physiological and safety
needs, its communities of runners satisfy social needs, brand equity develops the respect
and it’s slogan “JUST DO IT” encourages self-actualization.

Other Theories of Motivation
Herzberg’s Two-Factor Theory

This (needs) theory separates: hygiene factors (which are preventing dissatisfaction),
motivators (satisfiers/satisfactors — which, per se, will result in satisfaction). 4For the end
consumers, hygiene factors are shown to be good product quality and cheap price. A
defective washing machine creates negative emotions, but power-saving options can
provide delight. Focusing on innovations such as Al-based washing cycles, which turns
hygiene into a source of motivation, is something Samsung does often.

McClelland’s Theory of Needs
McClelland identified three learned needs:

e Achievement (nAch) : The high need for achievement involves purchasing objects that
reflect outstanding success, such as top-notch performance lap-tops or the best running
shoes. An Apple MacBook Pro can be used to make little bit of a perfect and successful
project.

e Power (nPow): Consumers high in need for power may be attracted to symbols of
dominance or power. Mahindra Thar and Toyota Fortuner, marketed as these heavy-duty
SUVs represents control and power on Indian roads. Their slogans and iconography are all
about dominance, roughness and power.

» Affiliation (nAff): People with a high need of affiliation will prefer products that associate
them with other people and the sense of belonging. Thus, Amul’s “Utterly Butterly
Delicious” campaign is one that uses humor and togetherness to generate a feeling of
mutual culture and belonging.
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Drive Reduction Theory

Buying can also be an effort to diminish natural impulses. Hunger pushes people to food
stands, thirst to beverages and fatigue traction towards energy drinks or coffee. Red Bull is
marketed as countering drive-reduction by illustrating an increase in energy following
consumption.

Expectancy Theory

Consumers behave when they anticipate that outcomes will accomplish goals. Fitness
enthusiasts buy supplements to get in shape, students sign up for MBA programs to
advance their careers. Such is the case for advertising that shows stark outcome benefits —
like a skincare ad displaying visible before-and-after transformations —and builds on
expectancy theory.

1.2.2 Perception and Consumer Learning

Perception is the process of translating sensory input—what we see, hear, touch, taste and
smell—into something meaningful. Learning, by contrast, is the gaining of knowledge and
experience that causes a permanent change in future behaviour. Both perception and
learning account for how consumers digest marketing stimuli, create brand associations, and
develop long-term habits.

Perception in Consumer Behavior

Selective Exposure — People screen out most information they are exposed to while paying
attention to that which is relevant. As an example, someone in the market for a new car is
likely to see car ads more than others. This is something digital marketing platforms
capitalize on as well, serving ads to users based on searches they performed lately.

Selective Attention —Even when they are exposed, people pay attention to what appeals to
them. A health-conscious buyer, for example, might pour over nutrition labels and ignore
price tags while another consumer may pay attention only to markdowns.

Selective Perception — The tendency of individuals to construe stimuli based on their beliefs.
To an apple fanboy a little iPhone upgrade may be the next big thing, to an android fan it's
nothing.

Selective Retention — People retain only that information that supports their attitudes. For
example, an individual might not remember anti-smoking messages but may recall
advertisements that suggest smoking is fashionable.

Haldiram’s uses brilliant red and yellow packaging for their snacks, connecting the colors
with energy, celebration and a healthy appetite in Indian culture. The Hyderabad-based
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Karachi Bakery, well-known for its biscuits and fruit cake, uses the smell of freshly baked
cookies as an effective branding tool to improve recall and preference for their brand.

Marketers create sensory triggers to shape how we perceive. McDonald’s has a red-and-
yellow identity that transcends international borders and is used to trigger hunger pangs,
while Abercrombie & Fitch stores are sprayed with so much cologne and blared with such
constant house music that they become branded experiences.

Consumer Learning

¢ Pavlovian Conditioning Consumers connect products with emotions or stimuli. Coca-Cola
associates itself with happiness through consistently pairing its brand with happy, social
images. With time, just seeing a Coke logo brings you joy.

* Operant Conditioning — Behavior is strengthened with rewards. Starbucks’ loyalty
program, in which the more you buy, the more free drinks you get later on — has trained
people to keep buying. On the other hand, lousy customer service can penalize behavior
and prevent a second visit.

e Learning by observation — People build their knowledge by copying behaviors of other
people. This is where the social media influencers come in. A teenager might purchase
sneakers after he sees his favorite athlete wearing them on Instagram.

e Cognitive Learning: This type of learning is characterized by active processing of the
material. A consumer shopping for insurance can review products, compare options and
choose the plan that best fits his or her needs. This logical learning curve applies to
considered purchases such as cars, homes or degrees.

* Brand Learning and Psychology of Habit — With time, consumer’s habitual buying is
shaped. Those who are repeatedly buying Colgate toothpaste or Tide laundry detergent are
less likely to do so, because the brand has been embedded into their learned behaviors.

1.2.3 Personality and Self-Concept

Personality can be defined as stable predispositions that impact an individual's reactions to
the environment. Self-concept is how we think about and evaluate ourselves. These have
profound impact on consumer decisions.

Personality and Consumer Behavior
Personality characteristics are associated with different consumption types.

» Extroverts — Sociable and gregarious shoppers enjoy the entertainment aspect of
shopping such as clubs, concerts and bright fashions. They tend to purchase things that
signal group visibility or enhance interaction with the group, such as fancy cars and cool
clothing.
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e Introverts — Quiet customers enjoy alone-time, doing things such as reading and watching
Netflix. Kindle, as well as Netflix and Spotify resonate with introverted users.

e Conscientious Consumers — They place a premium on reliability and predictability. And
Toyota cars along with Whirlpool appliances appeal to them due to the durable and
consistent nature of the product.

* Openness to Experience: These individuals look for the new and different. They
experiment with exotic foods, adventure travel and new gizmos. This group is the target
audience for Airbnb’s experiential stays.

Brand and Consumer Personality Marketers match brand persona to consumer personality.
Harley-Davidson embodies rugged independence and appeals to the adventurous, while
Dove reflects genuineness and choice; it’s going to resonate with consumers who value
authenticity.

Self-Concept in Consumer Behavior
Self-concept has three dimensions:

* Real Self —The person the consumer thinks they are. A practical person spends money on
inexpensive products — say unbranded clothes or dependable kitchenware.

e Perfect self —Who the consumer wants to be. A young executive who dreams himself
into profession may start buying designer suits.

¢ Social Self — How the consumer wishes to be perceived by others. A fresher would take to
buying the latest smartphone in order to look up-to-date and tech-friendly.

Products are extended self. A yoga mat is a commitment to wellness, Tesla is innovation
and eco-mindedness, and Chanel is sophistication. Consumers tend to choose brands that
are congruent with their attempts to defines themselves.

Marketers take advantage of this by branding products as identity signs. Apple products are
aimed at creative, forward looking people, while Patagonia draws the environmentalist
tourist-signature.

1.2.4 Attitudes, Beliefs, and Values

Attitude An attitude is a learned predisposition to respond in a consistently favorable or
unfavorable manner with respect to an object. Beliefs are what one holds as truth about the
nature of the product whereas values are basic convictions that underlie behavior. Together,
they have impact over the consumer choices by creating illusion on brands and product.

Components of Attitudes

Cognitive Component
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The cognitive aspect of an attitude involves a consumer’s beliefs, thoughts and knowledge
that he or she possesses towards a particular product, brand or service. It has been formed
by history, advertising, hearsay or culture. For instance, if a consumer believes hybrid cars
are ecofriendly and save on fuel costs then this belief would be part of their cognitive
appraisal of the product. The consumers also hold the perception of apple's quality and
reliability showing, their cognitive model in regards to attitude toward brand is strong.

Affective Component

The affective part of attitude is emotional and feeling connected to product/brand, which
can be observed well in the example campaigns where emotion is taken beyond reason
level. The fun and warmth evoked by iconic cartoons and smart ads that everyone can relate
to across generations in Amul, or the brand image of joy, celebrations and get-togethers in
festivals, family moments epitomized by “Kuch Meetha Ho Jaaye” campaign for Cadbury
Dairy Milk stand testimony to such. The Tata Safari has been developed not just as a car but
to inculcate pride and aspiration by exciting its customers with the thrill of adventure and
the discovery of themselves. Similarly, Surf Excel’s “Daag Achhe Hain” revolves around love,
sacrifice and values to project stains as the mark of good deeds. Now, that’s where all of
these moments of happiness, satisfaction, nostalgia and camaraderie start to play a
tremendously effective role as driving forces behind both brand loyalty. ones frequently
stronger than rational product attributes.

Behavioral Component

That’s the behavioral piece, which enables us to see how younger consumers are converting
views and feelings into real-world behavior in a digital-first economy. For example, lots of
Gen Z consumers say sustainability (cognitive) is important to them and they feel good
about supporting eco-friendly brands (affective), so they actually shop from brands like
Fablndia’s sustainable clothing line or boAt’s headphones made from recycled material
(behavioral). The same is the case with food-delivery apps like Zomato and Swiggy that
trigger good vibes with pithy push notifications or festival offers, and it’s this emotive nudge
that translates to eating out instantly. The swift scale at which consumers have embraced
UPI payments offered by PhonePe, Paytm and Google Pay also illustrates this: People believe
in the convenience and security of digital payments, draw satisfaction and a sense of
empowerment from using them -and over time bubble up into action by ditching cash in
favour of QR code-based payment options in their everyday life.

These three structures combined-belief, affect, and behaviour—describe a full consumer
attitudinal construct. Marketers typically try to affect all three factors by offering facts
(cognitive), induce strong feelings using personal stories (affective), and motivating
trial/purchase through promotions (behavioral).

Formation of Beliefs and Values
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Beliefs come from all three sources: experience, culture and marketing. A baby raised in a
vegetarian home may firmly believe that plant based diets are healthier. It’s because long-
term decisions are based on values, and values last longer. For example, a buyer that values
sustainability will always buy only ecologically-safe brands even if they are more expensive.

Influence on Consumer Decisions
* Positive Attitudes Drive Loyalty

The more favorable their attitudes are toward a brand, the more likely customers will
repeatedly make purchases and even recommend a brand to others. But this loyalty is often
beyond price sensitivity or access. For instance, Nike’s consumers are not buying shoes;
they’re buying into a whole lifestyle of empowerment and athletic achievement. Likewise,
Apple users are highly loyal as they not only have the right attitudes but those attitudes are
continually reinforced by product reliability, design good looks and attractive crossover from
one device to another. The brand creates trust, that trust makes us less willing to switch to
competitors even if those are cheaper.

¢ Belief Reinforcement

And brands often create marketing messages based on the beliefs they believe consumers
already have, reinforcing those perceptions as opposed to trying to change them. It’s
prompted by a type of reinforcement, which makes the consumer feel more correct about
what he thinks and increase his confidence in his choices. Cavity protection and fresh
breath are benefits consumers already identified with dental care, for example, so you see
toothpaste brands touting those features. By making such assertions again and again,
brands like Colgate and Sensodyne aren’t just shoring up confidence in their products; they
also keep themselves top of mind for consumers. Likewise, car makers often emphasize fuel
efficiency or safety — virtues consumers already care about — in order to reinforce
attitudes that are already held.

e Value-Based Marketing

Meaningful marketing We are entering a time where value-brand connects are more
important than ever as consumers want to be associated with brands that share their values
and identity. Tata Group has maintained the brand as ethical, trustworthy and nation-
building brand which resonates with consumers who appreciate good karma (integrity and
responsibility). Fablndia caters to those that are committed to sustainability and tradition
with its handloom, organic, eco-friendly products for the local artisans in the villages. Amul
has always been about being cooperative and empowering farmers, so every time you buy
an Amul product it is a sign that you are supporting Indian Dairy Farmers. Like wise Paper
Boat brings out the memories of traditional Indian drinks and childhood, appealing to
consumers who appreciate culture and emotional story-telling. In all of these cases, buying
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is not only about making use but also signaling belonging, ethics and alignment to one’s
individual and social values.

Did You Know?

“Studies reveal that consumers who strongly identify with brand values remain loyal even
during economic downturns. For example, Tesla owners often continue purchasing despite
high prices, as their belief in sustainability and innovation aligns with the company’s values.”

1.3 Consumer Buying Process Model

The consumer purchasing process model describes the movement of an individual from an
acknowledgement of a need to their evaluation of satisfaction post-purchase. It offers
marketers a structured model of the steps that consumers go through, enabling them to
implement strategies that result in a decision. This journey is not always strictly sequential,
as already mentioned consumers can leap forward or back into the previous stages e.g. of a
funnel process, but its usefulness remains to describe common path. For example,
purchasing a pack of chewing gum may require little consideration, while buying a car
typically requires considerable pre- and post-purchase information search. Knowing and
understanding this process can help you craft your marketing efforts according to consumer
expectations for each phase, thus improving the likelihood of success.

1.3.1 Stages of Buying Process (Problem Recognition to Post-Purchase Behavior)

The consumer purchasing cycle is made up of approximately five stages — recognition,
information search, evaluation of alternatives, purchase decision and subsequent
behaviour. External and internal factors interplay for every phase, which characterize the
consumer path.

* Problem Recognition

The process starts with a consumer experiencing a problem or need. This absence results in
a need or desire that calls for action. For instance, knowing that an old laptop is slow leads
you to the recognition of a need for a new one. Interpersonal and intrapersonal processes
Problem recognition may be stimulated by internal cues (hunger, thirst, personal
dissatisfaction) or external ones such as advertising, peer reference group effects of fashions
or the introduction of new products. For example, a customer may not have been in the
market for a smartwatch but might covet one after seeing another person wearing it.
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¢ Information Search

And when a problem is identified, consumers want to know how to fix it. There is both
internal and external search in this stage. Internal search is based on previous experience
and memory External search in form of other people - friends/family, advertisements, online
reviews, expert opinions etc. For instance, some one thinking about vacation may try to
remember earlier travels they had while browsing websites such as TripAdvisor. Search
varies according to involvement: purchase of toothpaste, for example, may require very
little search while that for a car may involve an extensive decision process.

e Evaluation of Alternatives

The consumers then compare their available alternatives (level 2) based on characteristics
such as cost, quality, style, brand image and post-purchase service. A case in point is
smartphone selection: Bob may prefer a better quality camera on his phone, while Alice
might be more interested in the battery. Logic used by consumers here is being explained
through decision models such as compensatory (weighting the pros and cons) and non-
compensatory (rejecting alternatives on must-have aspects). Marketer impact At this stage,
the marketer has an influence by emphasizing distinctive characteristics.

¢ Purchase Decision

The consumer now is just making a decision. Although simple, the study found that it could
still be influenced by situational factors such as the presence of a promotional offer or lack
of stock available, or social pressures. For instance, a shopper may have planned to purchase
one laptop only to switch to another model if the first is not available, or if a rival brand
offers a deeper discount. This space between intention and decision is one that marketers
need to capture with timely offers.

¢ Post-Purchase Behavior

This step consists on satisfaction evaluation post-consumption. A satisfied customer will be
more likely to become a repeat-customer, and spread word-of-mouth. Unfortunately
grievances may arise in cases of discontent and,

returns, or negative reviews. For example, if a customer purchases shoes that are later
uncomfortable, that can result in an unfavourable online rating. The post purchase
experience should be managed by the marketer and that may/free follow-up services as
well as warranties and customer service. Amazon is really good at this part of the
experience, adding in frictionless returns and recommendations for keeping customers
smiling.

1.3.2 Factors Affecting Each Stage
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A variety of factors — both personal (like beliefs) and social, as well as psychological and
situational influences consumer behavior through each step of the purchase process.
Marketeers need to address these influences in order to lead their consumers through the
path effectively.

Problem Recognition Factors
e Internal Stimuli

Problem recognition can be initiated by the consumer for example through biological or
psychological needs. Hunger, thirst, tiredness or dissatisfaction with a you already have
brings about a natural sense of need. For example, when we’re thirsty, our body sends a
signal that it is in need of water or liquid refreshment. Marketers exacerbate these internal
cues with well-timed blocks. In between, fast-food ads appear on menus at mealtimes and
coffee on a screen in the morning take advantage of those biological urges to speed
recognition along.

e External Stimuli

A large percentage of the time, outside stimuli generate new, or artificial wants. Through
advertising, social pressure or coming trends habits can be created even when there is no
special need. For instance, prior to the iPhone launch, people were content with their then
current mobile phone. The marketing of Apple, assisted by incremental technological
advances introduced a new “common sense” surrounding phones, forcing consumers to
replace functional devices. And seeing a co-worker with a smartwatch can make other
people want one as well.

Information Search Factors
® Product Complexity

Research depth depends on the complexity of a product. Stereotypical high-involvement
purchases of mortgages, cars, or health care take a lot of effort as consumers compare
multiple attributes and consequences over time and see experts. Small things on the other
hand, like snacks or bottled drinks for example are easy. For instance, on the purchase of a
home appliance such as a

washing machine by considering energy ratings, service contracts, and brand reliability
before entering a purchase.

* Risk Perception

When consumers perceive higher risks, they will try more to search for information. These
risks are financial (large sums of money), functional (risk of product failure) and social (fear
of peers disapprobation). And a family buying a house spends months researching, seeing
lots of homes and consulting with agents, because the financial stakes are high. In the same

Z"—.I turnltln Page 19 of 35 - Al Writing Submission Submission ID  trn:oid:::3618:127174729



z'l_.l turnitin  Page 20 of 35 - Al Writing Submission Submission ID _ trn:oid::3618:127174729

way, when an executive is purchasing a suit for an important meeting, brand and fit matters
most; the social reputation of the individual is at stake.

e Access to Information

Accessibility to credible information determines the course of consumer query. In the digital
age of today, online reviews and blogs, and influencer suggestions are powerful guides. A
student who's considering a laptop might do some of the following: watch YouTube reviews,
look at ratings on e-commerce sites and ask around for recommendations from friends or
peers. Transparent websites, including customer endorsements and comparison tools
Streamlines the process Boon Lean decision cycles.

Evaluation of Alternatives Factors
e Consumer Priorities

Tactility weight by consumers varies based on individual importance of product attributes. A
case in point is that a student purchasing a laptop may value affordability and portability,
while a graphic designer will want processing power and screen resolution. You might think a
traveler booking flights will always look for the lowest price, but a business traveler surely
values convenience and flexibility. These varying mandates steer the evaluation process of
alternatives.

¢ Decision Rules

Consumers employ decision rules as shortcuts for evaluation. NB. In comp rules, if you are
weak in one stat, you can be strong in anotherensual> For instance, a phone with not so
good battery life can still be selected if it has great camera. Strict thresholds rule in non-
compensatory models: every candidate with a score below the threshold, gets removed
from the list. All phones with less than 4000mAh battery, irrespective of any other features,
are “not-considerable” as per a consumer. It is interesting to note that the rules correspond
to the trade-offs consumers make when triangulating.

* Brand Loyalty

A High Brand Loyalty cuts down the option stage considerably. Those who are loyal to a
product don’t often compare options for purchase and will preference purchasing the same
brand over and over again based on trust and positive experiences previous. For example,
an Apple loyalist

may want to consider. Likewise, those faithful to Nike can look past other sports shoe
brands. That loyalty provides for easy decision-making and low cognitive effort.

Purchase Decision Factors

Z"—.I turnltln Page 20 of 35 - Al Writing Submission Submission ID  trn:oid:::3618:127174729



z'l_.l turnitin  Page 21 of 35 - Al Writing Submission Submission ID _ trn:oid::3618:127174729

* Promotions and Discounts

Promotional tactics become a turning point even in the purchase phase. Last-minute deals,
discounts or combining offers can nudge the decision to buy now. For example, Black Friday
sales prompt consumers to purchase goods they had not been considering in the first place,
but could buy at an attractive discount for a limited period.

And buy-one-get-one-free deals often prod shoppers into spur-of-the-moment purchases,
as well.

® Peer or Family Influence

At the purchase stage, social influences are likely variables. A teenager might decide to
switch to a different brand of sneaker after seeing that everyone else was wearing them,
even though he had preferred another. Family members, too, can influence purchase
decisions. A parent may overrule a child’s desire for a cool, but unsafe bicycle by insisting on
a safer model.

e Situational Variables

Purchase decisions are frequently modified by unforeseen factors. Shortages can steer
consumers toward substitutes, urgency can prompt quicker decisions and convenience can
trump previous preferences. If, for instance, a consumer's favourite laptop brand is not
available they may choose another. Likewise, a commuter may prefer to take a cab rather
than a bus because of time constraints, whether or not there is also the cost factor.

Post-Purchase Behavior Factors
¢ Product Performance

Satisfaction is a function of how well the product meets, falls short, or exceeds
expectations. A product of good quality creates customer loyalty and dissatisfaction is
caused by poor performance. For example, if a handset offers great speed and long battery
life, the consumer is more likely to recommend it. Conversely, if it’s slow or falls apart right
away, frustration and bad reviews ensue.

¢ Cognitive Dissonance

Post-purchase dissonance is the anxiety or doubt that a shopper feels after completing a
purchase. "For instance, a consumer who has just purchased an expensive TV might start to
guestion whether he or she needed the pricier model after all. Good after-sales
communication - brand reassurances, warranties and thank-you statements can help
alleviate this uneasy feeling. Automakers commonly then call to follow up, or otherwise
invite owners for complimentary service checks as a way to reassure the buyer.”

¢ Feedback and Social Sharing
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Word-of-mouth and internet sharing of consumer experiences are quite common. Good
reviews are brand equity; bad ones are a blow to the effectiveness of that brand. For
instance, satisfied Amazon customers leave five-star ratings that prompt others to purchase.
Unhappy airline passengers, on the other hand, share complaints about their flight
experience on social media to tens of potential customers. Feedback loops influence not
just future consumer behavior but also broader market sentiment.

1.3.3 Marketing Stimuli and Consumer Response

Marketing Stimulus are engineered elements created by companies to evoke consumer
interest and action. Such cues include the 4Ps—product, price, place and promotion—as
well as broader environmental stimuli. Consumer reactions are the results which can be
cognitive (thinking), affective (feeling)or behavioral (doing).

Product Stimuli

And perception is highly correlated with the product itself—features, design, packaging,
quality. For instance, Apple highlights the sleekness of its design and how user-friendly it is
in vying for demand among consumers who want something innovative. Packaging is also a
silent salesperson — cosmetic presentation can be so appealing that it can inspire a purchase
on the spot.

Price Stimuli

Price communicates value and positioning. Premium pricing helps luxury brands signal
exclusivity and value-conscious consumers flock to discount retailers like Walmart for
bargain prices. Prices that end in.99—another form of psychological pricing—appeal to
consumer biases.

Place (Distribution) Stimuli

Products drive buying preferences based on availability and accessibility. Online platforms
such as Amazon cater to convenience-minded consumers, and exclusive boutiques add
cachet. Starbucks capitalizes on locations in prime locations for visibility and accessibility.

Promotion Stimuli

Awareness and persuasion are generated through advertising, sales promotions and selling.
For example Nike leverages emotional advertising featuring athletes to motivate, Coca-Cola
nurtures sponsorships that tie the brand with joyful and memorable experiences. Offers
such as “Buy One Get One Free” also act as strong nudges.

Consumer Response

e Cognitive: Consumers form attitudes, opinions, beliefs and feelings about products. For
example, an advertisement could inform listeners about the gas mileage of a hybrid vehicle.
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¢ Affective Response: Emotions shape attitudes. A commercial depicting a happy family
eating a meal is likely to engender positive emotions toward a food product.

» Behavioral Response: This is the final action — purchase, trial or rejection. A shopper might
be enticed by a free sample tasting at an in-store supermarket promotion to purchase the
product.

Problems don’t happen in a vacuum of stimulus, either. They are related to cultural, social
and psychological dimensions. A promotion can lead to awareness, but it's ultimately based
in personal beliefs and values as well. Great marketers know this, and create campaigns that
bridge the gap between rational messaging (information) and emotional triggers
(storytelling).

“Activity: Mapping the Buying Journey”

Imagine you are planning to purchase a new smartphone. Trace your journey from the
moment you recognize the need for a phone to the stage where you evaluate your
satisfaction after using it. Identify what factors influence you at each stage—problem
recognition, information search, evaluation, purchase, and post-purchase behavior. Reflect
on how marketing stimuli like advertisements, promotions, or peer recommendations
affected your decisions. Share your observations in a short write- up to highlight the
complexity of consumer buying behavior.

1.4 Consumer and involvement types

Not only do consumers vary in what they are (individuals, families, companies), but they
also differ in how they buy (low versus high involvement). These differences should be
considered by increased marketers when they create products, campaigns and
communication measures. A student purchasing crisps, a family buying a fridge, and a
hospital acquiring MRI machines are all consumers - but they behave very differently. In the
same vein, the level of involvement — routine, high-stakes or identity-based — determines
how comprehensive decisions are and how we behave after the purchase.

1.4.1 Consumers [Types (Individual, Household, Organizational) P Individual Consumer

Individual consumers are individuals buying commodities and services for their personal use
A single consumer would be a. They are driven by an individual hunger, want and ambition.
For instance, a freshly graduated young careerist buying the smartphone may want
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economy, practicality on one hand while another might buy the same phone for its status
and social appeal.

e Decision Complexity: Decisions are less complex than organizational purchases but could
have some involvement. A pack of gum is not something you think twice about when
making the purchase, yet a personal laptop is.

e Examples:
o A fitness fanatic becoming a member of a health club for health sake.
o A teen purchasing fashionable clothes inspired by social media influencers.

o A tourist or someone taking a trip on their own buying a cheap ticket (such those offered
by budget airlines).

* Marketing Implications: Individual-level marketing often features emotional appeals,
personal relevance and identity-related positioning. For example, Apple promotes
individuality and creativity with a call to consumers to “think different.”

Household Consumers

Families have shared decision making, managing desires and needs of different family
members. Such transactions are not easy, metastasizing and complex, as different brothers
can have competing requirements.

¢ Decision Attribute of the DMs: Usually, household decisions tend to be slower and more
multifaceted since they are taken by several members. The roles may vary: parents are the
buyers, kids are influencers and adults as final consumers.

e Examples:

o The family’s idea of a vacation spot. The children may want entertainment, while the
parents are thinking about budget and safety.

o A partner couple looking to purchase furniture when one cares more about design and
the other, durability.

o Grocery selection choices including the needs of elderly, kids and adults all to be
managed.

e Marketing Implications: Marketing to households frequently reflects themes of closeness,
trust and caring. Procter & Gamble has a tendency to massage campaigns around family
well-being, with an eye toward shared values.

Organizational Consumers

Institutional buyers are organizations such as businesses, government agencies, and schools
that buy goods and services specifically to use in the operations of their organization. In
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contrast to personal or household consumers, such decisions are business-like and
structured and high-value.

Decision Characteristics: Organization decisions It is not only agencies that have multiple
stakeholders and long terms but also very rational in decision making like cost, reliability
and supplier reputation. Emotions are not nearly as important to society as people.

e Examples:

o A hospital buying CT scanners after review by physicians, finance directors and
procurement managers.

o A school engaging an IT provider to provide classroom software and hardware.
o A production company buying raw material under long term contracts.

¢ Implications for Marketing: B2B marketing strategies are based on personal selling,
demoing and the use of case studies and relationship building. Firms like IBM concentrate
on solutions, post sales support and cost- benefit analysis.

Additional Insights

e Cultural and social milieux change the forms consumers play. Household decision making
in collectivist societies reflects, more than in individualistic ones, extended family input into
the process of decision making.

* Hybrid consumers are emerging. Freelancers or small business owners often straddle the
line between personal and institutional consumers when they buy products like laptops or
software subscriptions.

1.4.2 Types of Consumer Involvement (Low, High, Complex)

Consumer involvement is a measure of the amount of time, thought and energy that
consumers invest in a purchase. It is all a function of how important, risky, costly and
personally relevant is the product.

Low Involvement

Routine, low risk and relatively inexpensive purchases are considered as low involvement.
Consumers devote little time considering options, leaning instead on habit or recognition of
a brand.

e Examples: Toothpaste, soaps, snacks, soft drinks.

e Attributes: Decisions take place effortlessly; they are easy. The Decision: Consumers shop
by convenience, availability and past experience as opposed to extensive analysis.

* Marketing Implications:
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o Repetition and visibility matter. Coca-Cola secures 24/7 visibility via signage and other
sponsorships.

o Price promotions and deals are attention getters, e.g., buy-one-get-one-free on chips.
o Presentation is one of the major driving factor at purchase point.
High Involvement

High involvement purchases are large, expensive or risky. Consumers are more likely to
consider other options before deciding.

e Examples: Cars, computers, college, home appliances.

e Attributes: Longer decision making, with feature and brand comparisons; side-by-side
warranty considerations, review browsing. The procedure implies craniotomy with more
profound assessment of functional and emotional components.

* Marketing Implications:

o Give informative brochures, demos, and clear comparisons. For cars, Toyota highlights
crash-test scores and service reliability.

o Develop trust through guarantees, free trials or good customer service.
o Promote peer and expert endorsements -Eg Dell promote laptop reviews by experts.
Complex Involvement

“Complex involvement” occurs when a product is linked not only to cost and benefit but also
to identity, values, and symbolism. They invest a hell of a lot of emotional and cognitive
labor.

e Examples: Luxury vehicles, branded jewelry and Tesla electric cars, eco-friendly goods.

e Attributes: The decision reflects expression of self, lifestyle and values. Purchasers
experience pride/fear of failure or regret, depending upon the outcome of the purchase.

* Marketing Implications:

o Emotional storytelling, exclusivity and identity-based campaigns work. Rolex is about
achievement; Tesla about sustainability and innovation.

o Adding benefits benefits involvement, ex., H.0.G. (Harley Owners Group) by Harley-
Davidson .

Group) creates belonging among owners.

o Premium shopping experiences such as personalized services and after-sales support
builds loyalty.
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Additional Insights

e Whether somebody is in fact involved depends on the individual and the situation.
Purchasing knives is high involvement for a professional chef, and low-involvement for a
casual cook.

* The internet increases involvement levels. Even for low-engagement products, reviews
and influencer content can lead to further consideration.

1.4.3 Impact of Involvement on Decision-Making

The extent of consumer involvement has great bearing on the way buyers approach the
purchase decision, from problem recognition through post-purchase behaviour. Involvement
influences the level of time and attention and cognitive resources that a customer is willing
to allocate to make decision. There is a range of involvement with products and services,
and what constitutes high or low involvement can depend upon lifestyle and cultural
influences as well as context.

Low Involvement Decisions
¢ I[mpact:

Low involvement decisions are those, which do not involve much thought, effort or in
processing of information.

Most consumers shop on the basis of habit, short-cuts and brand recognition rather than
cost-benefit analysis. The hazards are less for purchases than for other types of decisions,
which are often routine or impulsive.

e Examples:

Things we use everyday — toothpaste, chips, soaps are example of such a decision. A
consumer may choose Colgate in place of Pepsodent for no other reason than that they
have used it previously or that it happens to be the first alternative available in the store.
The same goes for a bag of Lay’s; you might buy it in two seconds due only to the fact that its
positioned at the register or promoted on sale.

¢ Implication:

In low-involvement categories, marketing success is a function of visibility, availability and
repetition. Shelf positioning, appealing packaging and formulaic jingles help keep brands
top-of-mind. After a decent exposure to the public, most advertising will tend to support
brand recall in order to increase market share precisely because few if any ads can do more
than encourage trial; usually only price promotion or free sampling can induce purchase. In
these cases, the aim is not to overwhelm the consumer with so much information that he’s
forced to PAY ATTENTION (!).
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High Involvement Decisions
¢ I[mpact:

High-involvement decisions require a lot of effort, thought and problem-solving. These
purchase decisions are often expensive, long term or fraught with high personal or social
risk.

Consumers invest time into searching, comparing alternative and consulting different
information sources before they make up their mind.

e Examples:

When purchasing a washing machine, consumers may consider LG, Samsung and Whirlpool
in terms of service reliability, energy efficiency, warranty coverage and price. Now, you have
to admit that even selecting a laptop for professional purpose needs some comparisons of
specifications, opinion on the brand name, after-sales service and word from friends.

e Implication:

Uncertainty and risk are tackled by marketers with detailed product descriptions,
demonstrations, authoritive endorsement and peer reviews. All warranties and guarantees
are reassuring for customers and will reduce any reluctance. After-sale service guarantees
are also important, since high involvement decisions are more likely to produce cognitive
dissonance. Car dealerships, for instance, often make personalized calls to buyers and offer
free service checkups to reassure them and keep the trust.

Complex Involvement Decisions
¢ I[mpact:

Investment decisions are more complicated than analytical comparisons of features and
price; they are infused with emotion, identity, and values. Those choices become who one
is or who one wants to be, symbolic and heartfelt.

e Examples:

You do not buy a Tesla just to have a car, and as so much as it’s about making the world
believe that you are environmentally responsible and fresh. Purchasing a Gucci handbag, by
the same token, may have less to do with utility than with conveying status and cachet. This
is a lifestyle and the value of symbolism.

e Implication:

Marketing plans need to hit people from both the head and the heart. The key is sanctifying
storytelling, an aspirational brand pitch, exclusivity campaign and influencer affiliation.
High-end brands count on legacy and status, sustainable brands favor alignment with
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consumer values. Take Tesla, which fancies itself a visionary that is changing the future of
transportation and turning ownership into an act of self-expression.

Additional Insights
¢ |nvolvement and Effort:

The level of involvement is the degree to which consumers spend time; consult different
sources and invest cognitive effort to make decisions. Minimal involvement may require
nothing more than a look, while with high or involving involvement could require from
weeks to months of consideration.

e |Inertia vs. Advocacy:

Low level of involvement can also provoke brand inertia, where customers keep buying the
same brand without actual loyalty in a kind of reflex purchase behavior. In the vast end of
this spectrum, consumers advocate for the brand by purchasing more than once and telling
others about and defending their favorite brands.

e Strategic Fit:

Marketers need to be sure they are correctly measuring levels of engagement as they
develop strategies. If you overwhelm the person who doesn’t care that much about what
they’re buying with the tech specs and overhead of your product, you alienate them; if you
underwhelm the high-involvement or luxury purchase prospect with trivial advertising, your
marketing comes off as empty. For instance, positioning chips with detailed charts won't do
the job, any more than a catchy jingle would sell the driver of a luxury car.

Knowledge Check 1

Choose the correct option:

1. Which type of consumer involves collective decision-making?
a) Individual
b) Household
c) Organizational

d) None
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2. Buying toothpaste usually reflects which level of involvement?
a) Low
b) High
c) Complex
d) Symbolic
3. Organizational consumers usually base decisions on:
a) Habit

b) Price only

c) Rational criteria
d) Peer influence
4, A Tesla car purchase reflects which involvement level?
a) Low
b) High
c) Complex

d) Routine

5. Which factor helps reduce post-purchase dissonance in high involvement?

a) Shelf space

b) Discounts
c) Warranties
d) Social media

1.5 Summary
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Consumer behavior Consumer behaviour is the study of individuals, households, and
organizations and how they make purchase decisions to buy goods and services.
Among core psychological influences on consumer decisions-making are motivation,
perception, learning, personality, attitudes, beliefs and values.

Motivation theories such as Maslow’s hierarchy consist of needs for consumption
priorities from physiological to self-actualization.

Consumers are selective in their attention to information, and past experience
influences future consumer behaviour.

Pressing: Personal characteristics and self-identity have a powerful impact on brand
choices and symbolic consumption.

Tastes, salaries and ethos shape preferences and may further be influenced or adjusted
in due course by advertising campaigns.

The process of consumer purchases in general can be shown, as follows: need
recognition information search evaluation and selection purchase post-purchase
behavior.

The levels of involvement-low, high and complex-influence both the extent of decision
influences as well as some positive or negatives impact of emotions or rationality.
Types of consumers are people, families and firms with different needs and buying
processes.

Influence of marketing stimuli on consumer responses in the dimensions of cognition,
affect and behavior including product design, price, promotion and place.

When looking at long-term brand success, post-purchase satisfaction, and loyalty are as
important as the original purchase decision.

Various cultural, social and situational elements compound the complexity of consumer
behaviour, which means marketers must be constantly responsive in their strategies.

1.6 Key Terms

1.

Consumer Behaviour — Analysis of the choices consumers make in the purchase of
products and services.

Motivation — The internal urge that moves consumers towards fulfilling their unmet
needs.

Maslow’s Hierarchy — Model that places human needs ranging from the physical to self-
actualization.

Perception — The process by which an individual selects, organizes, and interprets stimuli
to identify a meaningful picture.

Learning - Change in behaviour as a result of experience or information.

Personality — Long lasting individual psychological characteristics that lead to consistent
response to stimuli from the environment through time.
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7. Self-Concept — The consumer’s view of the self, which could be actual, ideal and social
selves.

8. Attitude —Positive or negative feeling toward an object or idea.

9. Belief — Confidence that a product or brand truth is valid.

10. Value — The timeless value or principle that forms the base of a person’s long-term
behaviors and consumption.

11. Engagement — The level to which a consumer is involved in, and effort that they place
into making a purchase decision.

12. Cognitive Dissonance — After the purchase second guessing.

1.7 Descriptive Questions

1. Discuss the importance of understanding consumer behavior for contemporary
marketing.

2. Explain Maslow’s hierarchy of needs with examples of how marketers address each
level.

3. Explain how perception and learning influence consumer behaviour.

4. What is the impact of personality and self-concept on product and brand decisions?

5. Consider the elements of attitudes, and describe how marketers try to change them.

6. Explain all five stages of the consumer buying process with examples appropriate for
that stage.

7. Distinguish among low-, high-, and complex-involvement purchases, and provide an
example of each.

8. Explain the major differences between consumers at the individual, household, and
organizational levels.
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Answers to Knowledge Check

Knowledge Check 1

1. b) Household

2. c) Soap

3. c) Rational criteria
4, c) Complex

5. c) Warranties

1.9 Case Study

Consumer Behaviour and Market Strategy: The Smartphone Stimulus Game

Introduction

There are few more competitive businesses out there than making smartphones, with
people globally clamouring to own the latest handsets from Apple, Samsung, Xiaomi and
OnePlus. For the consumers, there is a lot more to choose from—right from budget models
with working features to luxurious devices depicting status and personality. This case study
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investigates the role of types of consumers, levels of involvement and psychological
influence in making smartphone purchases decisions. A useful conceptual tool in which
theories of consumer behavior can be used to examine real-world marketing problems.

Case Narrative

Rohit, a 25-year-old software programmer from Ahmedabad, has had a low-cost Android
phone for the past three years. But in recent times, the phone is begins to show its ageing,
much to my frustration. He starts looking for another replacement. His friends recommend
the iPhone, mentioning its cachet and safe, integrated ecosystem. But he’s reluctant, due to
the more expensive price tag. Meanwhile his family members sway his preference, as his
little brother is trying to lead him toward a gaming-geared Android phone.

At the same time, Apple’s ads aimed at young professionals who “aspire” to live upwardly
mobile lives resonate with him, while Samsung hypes advanced features like camera quality
and durability. The world of online reviews muddies the water further, with some praising
the iPhone for reliability and others suggesting that Android offers a better bang for your
buck thanks to customization. Rohit also sees the big picture in terms of brand loyalty,
resale value and customer service.

At last, Rohit buys himself an iPhone, driven a bit by peer pressure and largely because he
feels an iPhone is ambitious and modern. But when it’s time to take out the wallet his mind
goes through cognitive dissonance and he asks himself if that price was really worth paying
against Android alternatives. Then the life of Nikola in the Apple Ecosystem- where they are
able to track him, and then his post-purchase experiences with apple — which pay dividends
over time for support, updates and MacBook integration erodes dissatisfaction.

Problem Statements and Solutions
Exercise 1: What kind of effect psychological stimuli may have at Rohit’s end?

* Solution Some of the factors in play: Motivation (a desire for a faster phone), perception
(advertising emphasizing Apple’s dependability) and self-concept (wanting to project an
image of success). Brand Managers have to address the rational and emotional needs
through targeted marketing collaterals such that messages hit a chord with consumer
persona.

Issue 2: How much value did participation have in his purchase journey?

e Solution:This was a low-involvement purchase that carried both financial and social risk.
Rohit went the research route and dug deep, looked at options and heard from peers before
making a decision. For high-involvement buyers, the marketers must provide thorough
information and reviews to reduce perceived risk.

3: How do companies deal with post-purchase dissonance?
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e Solution: Apple minimizes dissonance by offering easy software updates, excellent
customer service and complementary devices. Marketers need to build warranties, after-
sales services, and loyalty programs in spirit to reassure customers and gain long-term trust.

Reflective Questions

In irrespective of his involvement being high or low, would the decision still be different
towards Rohit?

How do consumer behavior of individual, household and organizational users differ with
regard to smartphone buying?

What effect do peer influence and social value have on Rohit’s purchase decision?

Would Samsung or OnePlus have been able to get the customer in Rohit, with a different set
of marketing triggers?

How should advertising for high involvement products use both rational and emotional
appeals?

Conclusion

In the following sections we show how consumer behavior theories can be directly related
to marketing problems. Motivation, perception, attitude, involvement level and social
influence were the factors which led Rohit to select an iPhone. The case is also an example
of how the consumer journey does not end with the purchase — post-purchase experiences
and brand support are important in developing loyalty. For marketers, the takeaway is
obvious: to win in this war of attrition, you need to know how consumers think and adjust
your strategy accordingly.
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Unit 2: Cultural, Social, and Situational Influences

Learning Outcomes:

1. Analyze the role of cultural factors in shaping consumer values, preferences, and
purchase behavior across different markets.

2. Examine social influences such as family, reference groups, and opinion leaders, and
evaluate their impact on consumer decision-making.

3. Assess situational factors including physical environment, time, and context, and
explain how they alter consumer choices and behavior.

4, Differentiate between cultural, social, and situational influences and explain their
combined effect on consumer behavior.

5. Apply theoretical concepts of cultural, social, and situational influences to real-world
marketing caselets and case studies.

6. Synthesize key terms and frameworks to effectively interpret and communicate
insights on external influences in consumer behavior.

Content:

2.0 Introductory Caselet

2.1 Cultural Influences on Consumer Behavior
2.2 Social Influences on Consumer Behavior

2.3 Situational Influences on Consumer Behavior
2.4 Summary

2.5 Key Terms

2.6 Descriptive Questions

2.7 References

2.8 Case Study
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2.0 Introductory Caselet
“The Coffee Culture Around the World — One Drink, So Many Meanings”

Ravi, a 29-year-old Indian consultant working on temporary assignment in Paris. At home, his
coffee is generally a fast, cheap cup from the side of the road or a chain while he is en route
to work. It works, costs nearly nothing and is part of his daily routine. But he is struck, when
he arrives in Paris, by how differently coffee is treated there. Cafés are not only about coffee,
but social environments where you talk, while away the time and even network. There he
slowly sips a single espresso, for which he pays more than Ravi does in India.

Ravi also notices variations in how his colleagues view coffee. To his French teammates,
coffee is a part of culture and tradition, not something that can be had in the United States
like at Starbucks. His American co workers, however, tend to favor takeout coffee that comes
in a larger cup which matches their lifestyle now. There are even preferences for different
types of coffee within the same place of work due to habits, cultural aspects and situations.

Ravi comes to understand that in what appears to be a simple consumer decision —
purchasing a cup of coffee — there are assorted layers at work, including culture, social groups
and situations. Culture conditions the significance of coffee, social norms decide where and
with whom it is consumed and situative aspects (time pressure, context) restrict its form. The
diversity complicates life for global marketers: Do they standardize their offerings or
customize them to local tastes and customs? Players like Starbucks aim for a mix of both,
providing global uniformity while adding local menu anomalies — such as the green tea latte
in Asia.

Critical Thinking Question:

You are the marketing manager for an international coffee shop (or any int'l brand) - how do
you reconcile a global brand of your company with cultures, social habits and situational
habits affecting consumption and purchase behaviour?
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2.1 Cultural Influences on Consumer Behavior

Culture is one of the main factors in consumer behavior — it dictates the values and attitudes,
customs and beliefs, norms and practices both conscious and unconscious learned behaviors
that shape how we think feel and act as buyers. Economics and mind games are important,
but culture is the lens through which consumers perceive products, brands and advertising.
Given the variety of consumer markets that a multinational firm faces in today's global
business environment, culture is especially relevant. A fast-food chain like McDonald’s (one
that can’t serve the same menu everywhere) adapts to local tastes — McAloo Tikki in India,
Teriyaki Burgers in Japan, and beef-heavy ones in the United States. Culture is therefore a
guide and hinder to the consumer decision process.

2.1.1 Definition/Meaning of Culture in Consumer Behavior

Culture in consumer behavior Culture may be conceptualized as that complex whole which
includes knowledge, belief, art, morals, etc as well as any other capabilities and habits
acquired by man as a member of the society. A language/culture that is taught which teaches
rules and norms for socializing, eating, and living. Culture is not biologically inherited but
socially transmitted — parents, schools, peers, media and institutions all play a part in the
cultural learning process.

Foundations of Consumer Culture

Cultural Values and
Learning Beliefs
Process of acquiring Core principles that

cultural knowledge
affecting behavior

guide consumer
choices

Symbols and
Rituals
Established

practices influencing
consumer habits

Cultural expressions
that shape
consumer actions

Figure 2.1

A Theorizing Wheel on the Role of Culture in Consumer Behavior

e Values: ‘Culture’ and values largely influence consumer preferences such as a series of
beliefs being reflected on buying for the family and tradition. Tanishq Jewellery is frequently
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purchased for occasions like weddings and festivals as a symbol of well-being and unity, that
shows the significance of honor in a family to follow certain practices. Emboldening
individualistic dreams can also be seen among the youth, as for many of them it is a
manifestation of personal accomplishment, liberty and prestige to possess a Royal Enfield.

¢ ( Symbols and rituals: Culture is communicated by using symbols like logos, colors, objects
as well as through rituals such as giving gifts or celebrating festivals/ceremonies ) For
Analyzing Organizational Culture Authors 2003. Red packaging, for example, symbolizes
prosperity in Chinese culture and is therefore used frequently during Lunar New Year.

* Norms and Traditions- These are norms that regualte what is accepted and what is no. For
instance, advertising of alcohol is limited or discouraged in Islamic cultures, affecting both
marketing communications and consumption habits.

e Cultural Partaking: Kids watch their families, schools and communities and see what is
deemed okay to eat, wear or use. This molds lifelong purchasing patterns, which might
include habits around food preferences or fashion.

Examples in Practice

¢ InIndia, where vegetarianism is based on cultural and religious beliefs, fast-food chains like
Domino’s offer extensive vegetarian menus.

* In Western cultures that esteem independence, goods designed to emphasize personal
identity — a car with customizable features or fashions taken off the rack — are more popular.

Consequently, culture is the deepest determinant of consumer behavior and it also
determines all kinds of purchase not only what you buy but why you buy it and how you buy
them.

2.1.2 Characteristics of Culture

Culture is characterized by multiple dimensions, some of which may help to shed light on its
relation with consumer behavior.

Culture is Learned

Culture is not part of human nature, people are born either talented or not. It is something
thati.e.: Subconsciously absorb from family, peers, schools and institutions alike aswell as the
media. For instance, French kids are taught to enjoy wine with meals, Japanese children are
also taught etiquette around tea ceremonies. Marketing practices, often indicate this to be
true by targeting young audience to endorse habits at early age.

Culture is Shared
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There exist elements of culture that are shared by all members of a group and which establish
common understanding and predictable behavior among those people. Americans, for
example, have cultural practices around Thanksgiving that make turkey and pumpkin pie
more traditional, influencing food buying during that season. Cultural commonalities help
marketers predict demand at festivals, or on religious holidays.

Culture is Transmitted

Formal and informal socialization transmit culture from one generation to the next.
Grandparents can pass on attitudes about thrift and have influenced how much their
grandchildren spend. Festivals, customs and religions too convey cultural values that influence
the way consumers buy.

Culture is Adaptive

Culture changes as circumstances of society, economics, and technology change. For
example, the emergence of digital culture has changed the way people communicate,
entertain and shop across the globe. Online shopping celebrations, such as Black Friday or
Singles’ Day, are a cultural event.

Culture is Pervasive

Culture can influence every aspect of life — food, clothing and language as well as play and
technology use. For instance, the focus on health and fitness in developed nations has driven
the need for gym memberships, organic foodstuffs, and wearable fitness monitors.

Examples

e Starbucks tailors its outlets in various countries to fit the cultural aesthetics of local
communities, including creating tea-inspired environments in China.

e When Disney brings movies to other countries, it alters the characters and the story in order
to fit cultural values.

By knowing these traits marketers can learn more about how culture affects what consumers
want, accept, and stay loyal to.

2.1.3 Subcultures and Cross-Cultural Consumer Behavior

Culture offers wider boundaries, but in all cultures there are subcultures and these are groups
of people with different values (value systems), lifestyles or identities that affect their
purchasing decisions. Subcultures can form around certain religions, racial/ethnic groups,
social classes (or socioeconomic status), geographical areas or other factors.

Subcultures in Consumer Behavior
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» Religious Subcultures: A religion influences food customs, clothes, and holidays. Another
example is Islamic consumers who do not consume pork and alcohol which affects the food
& beverage markets. Hindus likely to shun beef, as a result there may be scope for 'healthy
veggies' (vegetarian alternatives) in India.

e Ethnic Subcultures: Ethnic subcultures influence consumer decisions because many
companies customize their products to local preferences and practices. For example,
Domino’s India serves Paneer Pizza and Corn n Cheese Pizza to cater to the demand of North
Indians for vegetarian options; McDonald’s India has created the McAloo Tikki Burger that
caters not only to Indian flavours but also Indian values of not eating beef. These tweaks
explain how India's marketing strategies and product line ups are influenced by ethnic
diversity.

e Generation Subcultures: Generations also behave like subcultures. For millennials, it’s
about experience and that has driven growth in travel and lifestyle brands; for Gen Z, it is
sustainability and inclusivity which we are seeing being reflected in eco and socially conscious
products.

e Geographic Subcultures: Cultural influences of a region affect demand. In the South of India,
people eat more rice-based food whereas in the North, wheat is a popular grains; this directly
influences FMCGs.

Cross-Cultural Consumer Behavior

Cross-Cultural Consumer Behavior Cross-cultural consumer behaviour is the study of how
cultural differences influence global marketing. Should marketers standardize campaign
strategies or should they modify them?

e Standardization: Some products, such as smartphones or luxury brands are attractive
globally with uniform branding. Apple’s spare design is universal throughout different
cultures, as it appeals to shared values of innovation and prestige.

e Adaptation: Many products require localization. McDonald’s localizes its menu around the
world, serving shrimp burgers in Japan and halal-certified options in Middle Eastern
countries.

* Challenges: Language barriers, cultural taboos and symbolic meanings can appear to be
obstacles, but they can also encourage brands to be more creative and contextually
appropriate. For example, Maggi in India

converted the problem of varying food habits into an advantage by introducing region-specific
flavors such as Maggi Masala-ae-Magic and Maggi Special Masala to cater to local tastes.
When Zomato was going global, it adapted the interface of its app into local languages and
payment systems, in the service of making it more appealing to more people. Tata Motors also
modified its cars for African consumers as they expanded on this continent, turning cultural
and geographic challenges into design opportunities.
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Did You Know?

“Studies reveal that nearly 70% of new product failures in international markets occur due to
cultural misunderstandings. Misinterpreting language, values, or consumer rituals often leads
to misaligned strategies, showing why cultural adaptation is critical for global brands.”

2.1.4 Cultural Values and Buying Patterns

Cultural values are a fundamental set of deeply held beliefs and attitudes about what is right,
good, or appropriate in a culture. These attributes heavily impact purchase behaviors, as they
define the consumers values, preferences and aspirations.

Core Cultural Values Influencing Consumption
Individualism vs. Collectivism

o Consumers in individualistic cultures such as those in the United States value choice, self-
expression and being different. It explains why custom-anything in fashion or gadgetry is so
hot.

o In collectivist cultures such as China and India, purchases are often based on family
requirements or group acceptance, where purchasing of big family car/household products
happen.

Materialism vs. Simplicity

o Materialistic societies associate success with possession. Such markets are where luxury
brands, from Louis Vuitton to Rolex, have had a field day.

o Buddhism-based Simplicity-centred cultures prefer minimalistic living, resulting in demand
for modest lifestyles and products that can be sustained.

Tradition vs. Modernity

o Festive rituals like the ritual of giving gifts are often codified in traditional values. Jewelry is
still bought and sold at Indian weddings For example, gold jewelry is one of the wedding gifts
in India.

| o Contemporary values promote seeking to try new lifestyles, This results in uptake
technology ease products and fast fashion.

Long-Term vs. Short-Term Orientation
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o- Coulture with Long-term Orientations such as Japan that focus more on savings, education
and durable goods.

o When culturally short-term oriented, people look for immediate rewards and this helps us
understand why fast fashion or consumption-on-credit is so appealing in the West.

Masculinity vs. Femininity

o Masculine societies value material success and status, and competition drives demand for
luxury cars or branded watches.

o Women’s culture centers around nurturing, harmony, and a good life, driving demand for
wellness products, natural foods, and family-type consumer goods.

Cultural Values and Their Influence Upon Buying Decisions Examples

¢ In South Korea, where looks and beauty are of paramount cultural importance, there is a
high demand for cosmetic and skin care items.

* In Germany, a culture that values precision and quality underpins consumer preference for
engineering-driven products such as BMW and Siemens.

* |In Scandinavia, IKEA's popularity is easily explained culturally as the style of furniture IKEA
offers can be best described by the cultural and societal values in that region:
Equality/Simplicity.

functional, minimalist furniture.

Marketers not only can predict but also can guide buying patterns by fitting the offerings to
culture values.

2.2 Social Influences on Consumer Behavior

Societal forces are potent and elusive determinants of consumers’ behavior, typically
functioning beneath the surface via norms, expectations and contacts with others. Cultural
aspects create the big picture, social factors from immediate surroundings (social class;
family; peer groups; opinion leaders) constitute this tapestry of synergies. These

forces nudge us as consumers about what to buy, how much to pay, where to shop and even
how to use products. For instance, a person might purchase a luxury handbag not for his or
her own use but because friends, social groups or role models indicate that it is an attractive
possession. Marketers analyze these influences to determine communication approaches
that match consumer social environments.

2.2.1 Definition of Social Class and Its Influence on Purchase.
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Meaning of Social Class

Social class is a division of a society based on social and economic status. Social class, which
gives people a sense of identity and connection with others, shapes peoples’ aspirations,
preferences and the kind of goods they consume. People can move up or down in class
through mobility, but there are still unique and recognizable consumption patterns within a
class.

Impact on Consumer Behavior
Product Choice

The rich folks may buy stuff that is exclusive, wealth-signaling and prestigious: imported cars,
designer dresses or fancy gadgets. The middle class, in contrast may "optimize for
functionality" and most value-for-money, buying brands based on quality for price. The less
well-off choose based on what they can afford, and is readily available (limited choices), i.e.
basics.

Shopping Preferences

Elite social classes may rather enjoy exclusive venues for shopping like a luxury boutiques,
private shopping clubs or high-end malls. Middle-class shoppers also visit discount chain
supermarkets, department stores or internet platforms that offer variety and deals. Working-
class people frequently use cornershops, charity shops or budget chains.

Consumption Aspirations

Many consumers strive to eat like their social betters. This aspirational purchasing drives
demand for branded products among the middle classes, sometimes even beyond their
means to purchase status items such as iPhones or Nike shoes.

Communication Styles

Marketing messages vary across classes. Luxury brands insist on their ancestry, expertise and
exclusivity; mass market ones emphasize low prices, convenience or performance.

¢ In India, luxury carmakers like Mercedes or BMW chase the high-flying professionals in upper
classes as Maruti Suzuki has its sights set on middle class families for whom a car is more
about need and value.

¢ In the United States, Walmart pitches to working- and middle-class shoppers with “Everyday
Low Prices,” as brands like Gucci target wealthy consumers interested in exclusivity.

The effects of these interpretations are conditioned by social class and thus, not only what
consumers buy but also how they make sense of products is determined to some extent by
status.
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2.2.2 Family as a Decision-Making Unit
Role of Family in Consumption

One of the most critical reference groups shaping consumer behavior is family, which acts as
a consumption unit and provides common values. Aftershocks and Repercussions Members
of a family play multiple roles as initiators, influencers, deciders, buyers and users in the
purchase process. In contrast to personal buying, family decision-formation is characterized
by compromise and shared obligations.

Types of Family Decisions

Consensual Decisions

It is unanimous, we buy after discussion. For instance, a family may collectively agree the
vacation spot, where you cater to everyone!

Accommodative Decisions

Members compromise to resolve differences. Things may be different with a family purchasing
a TV, and finding compromise between something affordable but still having all the bells and
whistles.

Role-Based Decisions

Specific roles guide decisions. Education comes down to a parents’ decision, while toys or
snacks are children’s decision influence. Spouses can even jointly assume responsibility over
big financial decisions, such as mortgages on a new home.

Influence of Family Life Cycle

Consumption is highly related to where couples are in the family life cycle (young singles,
recently wedded couples, families with young children, empty nesters). Furniture, electronics
and vacations are the primary spending areas for young couples, while families with children
pay more attention to education, groceries and healthcare. Empty nesters usually have more
to spend on entertainment, travel and saving for retirement.

¢ Kids also influence fast food buys: McDonald’s, for one, makes “Happy Meals” to target
them.

e Extended families in Asian cultures are a factor when it comes to decision-making about
home buying or weddings, illustrating how broader family networks underpin consumption.

Implications for Marketers

Marketers frequently collaborate with other members of the family for a campaign. For
example, car commercials often feature safety to attract parents, design and performance for
young adults, etc.

Z"—.I turnltln Page 12 of 26 - Al Writing Submission Submission ID  trn:oid:::3618:127174725



z'l_.l turnitin  Page 13 of 26 - Al Writing Submission Submission ID _ trn:oid::3618:127174725

2.2.3 Reference Groups: Types and Influence
Meaning of Reference Groups

A reference group is simply a group of people that you use as a standard to compare yourself,
your behavior or consumption decision. They also offer scripts, values, standards and
behavioural expectations that guide the decisions made.

Types of Reference Groups
Primary Groups

These are family, friends and close contacts with whom consumers have the mostinteraction.
Their impact is immediate and powerful. For instance, a teenager might purchase the same
smartphone of his or her best friend.

Secondary Groups

These are organizations and groups that are larger and less personal, such as clubs, religious
institutions, or the workplace. They exert influence indirectly through common activities or
roles.

Aspirational Groups

Descriptive term for the groups which one desires to join (but is not already a member of).
For example, aspiring to become part of a luxury living community is destined to stimulate
consumers into buying quality brands such as Rolex or Chanel.

Dissociative Groups

Groups people don't want ro be affiliated with. For example, a user may decline to accept a
budget

brand, just because it’s so “cheap” or not in style.
Influence Mechanisms

e Conformity: Group members practice the values of the group to be accepted by others.
University student may follow up with their fellow friends the fashion they are in presence
of.

¢ Informational Consumers depend on members for knowledge or information. For instance,
a tech-savvy friend can help with laptop shopping.

e Value-Expressive Influence: Consumers choose brands or products that express values of the
desirable groups. For example, becoming part of a yoga community could lead to buying eco-
conscious attire.
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Examples

* People who love to exercise frequently belong to reference groups that are cheerleaders for
brands such as Lululemon or Adidas.

Online gaming communities can persuade people to buy certain gaming machines or
accessories.

Reference groups, therefore, are set up as standards that not only determine what consumers
will purchase but why they make those purchases.

2.2.4 Influence of Opinion Leaders on Consumer Decision Making
Who are Opinion Leaders?

Opinion leaders are people who influence the buying decisions of others due to their product
knowledge, credibility or status. While celebrities impact upon the masses via broad visibility,
opinion leaders are respected within certain markets or communities.

Characteristics of Opinion Leaders

* They have experience or knowledge in an area of skills.

* They are social-dealing and open to other.

* They are trusted and credible to recommend, so they have “recommend value.”

How Opinion Leaders Influence Consumers

How to leverage opinion
leaders to influence
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Product Endorsement

Review: Influencers swoon over products they actually use and love. For example, a reputable
doctor recommending a certain health supplement can impact its consumer purchases.

Trend Creation

But they are liable to dabbling in avant-garde experimentation and being trendsetters. The
tech geeks, for instance, affect others by taking a peek and picking up the new toys.

Reducing Perceived Risk

Opinion leaders diminish uncertainty for others by sharing experiences. For example, a
fashion blogger demonstrating how to style the latest luxury handbag model can reassure
would-be purchasers.

Two-Step Flow of Communication

Advertising messages frequently effect consumers indirectly via opinion leaders. Advertisers
cherry pick and instigate influencers, who consequently broadcast messages to their followers
in a domino effect.

Examples

* YouTube influencers who review beauty and cosmetics products act as strong opinion
leaders.

e Community leaders or teachers, for instance, often play the role of opinion leader in rural
markets when it comes to buying fertilizers or seeds and even healthcare goods.

Implications for Marketers

Brands proactively seek, find, and work with opinion leaders to propagate messages.
Instagram micro-influencers might, for instance, have smaller but more trusting and engaged
audiences than celebrities. In specific niche markets, reaching out to opinion leaders will add
credibility and authority.

“Activity: Mapping Social Influences on Your Purchase”

Think of a product you recently purchased, such as clothing, electronics, or food. Reflect on
how social influences shaped your decision. Did family members play a role? Were you
influenced by peers, social class expectations, or an opinion leader? Write a short analysis
(150-200 words) mapping the role of social class, family, reference groups, and opinion
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leaders in your decision-making process. Share insights on which influence was strongest and
why.

2.3 Situational Influences on Consumer Behavior

Situational factors are temporary conditions or circumstances that consumers face such as
moon light, when shopping for products but do not necessarily influence their preferences.
Situational Factors Unlike the cultural, social and psychological factors that are relatively
permanent, situational influences are generally associated with particular circumstances and
tend to either assist or deter from the purchase. Take a bargain hunter, for example who is
very sensitive to price but ends up buying more than they intended under a temporarily
advertised price promotion in an enjoyable shopping environment. Knowing how the situation
impacts consumers enables marketers to create environments, promotions and experiences
that lead to desired consumer behavior.

2.3.1 Types of Situational Factors (Physical, Social, Temporal, Task-related and Antecedent
States)

* Physical Factors

Behavior is heavily shaped by the environment in which a shopper is purchasing. Moods and
decisions depend on lighting, store layout, music, colors and bright lights versus dimmers and
air conditioning. Luxury stores for example, create exclusivity with soft lighting, and elegant
design. Supermarkets signal efficiency with bright lights and wide aisles. Even such seemingly
tiny thing as arranging baking sections at the entrance stimulate customer demand by
satiating hunger.

¢ Social Factors

Others can change what you buy or don’t buy. Peers can drive individuals to purchase more,
out of a sense of social approval, or simply to choose something different by virtue of being
watched. For example, a person might select healthier food when shopping in the company
of friends as a way to impression manage, but eat unhealthy food when alone. Young
children accompanying parents also exert an influence on the purchase of snacks, as well as
toys.

e Temporal Factors

Decisions are subject to considerations concerning time, such as hour of the day, time of year
or length of available shopping time. Those who shop mornings in grocery stores are more
likely to buy the basics, while those who pop by in the evenings may grab a prepared meal.
Seasonal factors such as holidays, festivals or back-to-school periods generate demand
spikes. The constraints of time matter as well: a fast shopper will make faster choices, and
those are usually based on familiarity or brand recall.
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¢ Task-Related Factors

Choices are influenced by the purpose of a purchase. Gift purchases imply different decision
making than personal ones. For instance, at time of buying birthday gift, customers take into
account the.

recipient’s preferences and how items were packaged or presented, and less on price. On the
other hand, pragmatic buys such as office supplies capitalize on functionality and value.

e Antecedent States

These are temporary mental states, conditions or psychological-like actions that affect what
we decide to purchase. The same consumer, when she is feeling stressed may buy comfort
items like chocolates, whereas she may spend more on luxury goods in a celebratory
situation. Psychological states, including hunger or fatigue, also underlie impulse purchases
like purchasing snacks while standing in line.

e Additional Insight

These situational factors are often targeted by marketers. Some include holiday packaging,
family sales promotions or customizing store playlists by customer base.

2.3.2 Store Environment and Store Atmospherics 34
Meaning of Atmospherics

Atmospherics is the intentionally arranging of spaces to produce certain emotional effects in
consumers. Retailers manage sensory signals to make the shopping environment 'interesting'
and promote purchasing.

Key Elements of Store Environment
Visual Factors

o The layout of the store, lighting and appearances of merchandise impact ease of navigation
and attractiveness. Supermarkets direct end-of-aisle displays to entice impulse purchases,
while upscale boutiques all but spotlight each product to make them seem more elite.

Auditory Factors

o Onset music affects rhythm and atmosphere. Fast tempos turn over tables in quick-service
restaurants, while soft music dining in fine-dining spaces results in longer stays and more
money spent.

Olfactory Factors
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o Scents trigger emotions and memories. Bakers’ mists of fresh bread scent fills the air, to
encourage appetite. Signature fragrances have also become synonymous with luxury stores.

Tactile and Experiential Factors

o When consumer can touch, feel or sample product, purchase frequency is a prominent
factor. Places to put your hands on stuff: Electronics stores as Apple is now down with showing
off gadgets, a good way to make them seem desirable.

Crowding and Space

o Store density affects comfort levels. Modest crowding gives you the feeling of popularity,
high density does nothing else but make you feel stressed and urge not to buy anything at all.

Examples

¢ |KEA has an experiential approach, encourages customers to wander through model rooms
and then be inspired to make last-minute purchases.

e Starbucks designs its lighting, seating and even music to foster a “third place” between home
and work in which it can encourage customers to stay awhile.

Implications for Marketers

A well-conceived store environment not only drives sales but also fosters future loyalty
through memorable experiences. Atmospherics are also replicated online via the design and
architecture of websites, their ease of use, and personalization.

2.3.3 Time Pressure and Purchase Decisions
Role of time in consumer behavior

How much time is available and what decision pressure? Distrbutional repsentation depends
strongly on it. In situations of time scarcity consumers can simplify decisions, employ
heuristics or use brand loyalty. After all, if you have lots of time, you consider options —weigh
up attributes, handle with care.

Impact of Time Pressure
Reduced Information Search

Time-pressed consumers skip extensive research. For instance, a traveler passing through an
airport might buy snacks from the closest shop without taking time to compare prices.

Reliance on Brand Familiarity
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Under time pressure, well-known brands have the advantage because they save consumers
the trouble above all of trying to avoid risk.” When shopping with limited time, a busy parent
may grab trusted food brands by default.

Impulse Purchases

Ironically, time pressure might actually lead to more impulsive purchases as consumers are
forced into making on-the-go choices. For instance, harried shoppers tend to buy things that
are placed near checkout lines.

Post-Purchase Effects

Fast decisions under time constraints can cause disgruntlement if items don't meet hopes.
Marketers can mitigate this with convenient returns and post-purchase reassurance.

Examples

e Flash sales on e-commerce players — known limited-time offers create artificial time
pressure, pushing consumers to buy fast.

e Supermarkets put prepared-food counters at the front of their stores, in hopes of attracting
time-stressed shoppers in need of convenience.

Implications

The knowledge of time pressure can assist marketers in designing promotions. Follow-up
“urgent” tactics such as “low stock” or

“offer ends tonight” can effectively drive urgency, but overuse can result in trust being
eroded.

2.3.4 Impulse vs. Planned Buying Situational Roles
Planned Buying

If consumers predetermine what they need in advance of their purchase and take a
sequential decision process on the.EXPO-J particular buying decision, this is called planned
purchasing.

information search, evaluation, and decision. Take buying a refrigerator, for instance — you
pore over the specs and prices for weeks before finally making your decision. Systematic
buying is rational and reduces risks — it gets you to where you want to be in the long run.

Impulse Buying

Impulse purchase Impulse purchasing is something that takes place without any prior
planning and it goes along with changing conditions of feelings, situations or environment. It
is manipulated by store atmospherics, sales promotions, or dispositions. For example, a
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customer might reach for chocolates or magazines at checkout counters without prior
planning.

Situational Roles in Impulse Buying

Stored Stimulus: They include attention-grabbing presentations or sale offers which prompt
immediate decisions.

Mood Effects: Positive moods may drive indulgence, while negative moods can motivate
comfort purchasing.

Peers: The presense of friends can lead to spontaneous spending, particularly amoung teens.
Contextual Timing: More vacation or birthday or payday purchases were made on impulse.
Situational Roles in Planned Buying

Budget Issues: Not very budget friendlylf you factor this into financial planning.

Time Pop in: So there is enough time on hands to gather data and analyze.

Risk Perception: Products with a higher level of risk such as cars or houses need more careful
planning.

Task-Specific Motives: When the consumer has a specific purchase in mind, such as shopping
for office supplies, the decisions are made by structured procession.

Examples

e Impulse: The consumer who stops by Starbucks for a seasonal drink after seeing advertising
signs.

* Planned: A family choosing home renovation after working with professionals and planning
for months.

Implications for Marketers

Having a balance of both purchasing forms is vital. Retailers use promotions and placement
to stimulate impulse purchases as well as the opportunity for planned purchases with
extensive educational information, product knowledge and individualized advice.

Knowledge Check 1

Choose the correct option:
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Which situational factor relates to moods and temporary conditions?

a) Physical
b) Social
c) Temporal

d) Antecedent

Which element of atmospherics uses scent to influence buying?
a) Visual

b) Auditory

c) Olfactory

d) Tactile

Under time pressure, consumers often rely on:
a) Peer input

b) Brand familiarity

c) Price comparison

d) Social approval

Impulse buying is often triggered by:
a) Risk analysis

b) Store stimuli

c) Budget planning

d) Long research

Which type of buying involves structured evaluation of alternatives?

a) Impulse

b) Planned

c) Social
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d) Emotional

2.4 Summary

% Culture affects consumer values, beliefs, and traditions and such influence is ventured
into product perceptions and purchasing behaviour.

% Religious, ethnic, age and even geographic sub culture give us different consumer profile
with their specific need.

% Cross-cultural practice involves to the tension between global standardization and local
adaptation of marketers.

+¢ Cultural values like collectivism vs. individualism or tradition vs. modernity accounts for
different purchasing behaviors in societies.

+» Class structures aspirations, consumer choices, the field of consumers and interpretation
of consumption.

% Families are important role set and life cycle in decision making for purchasing.

¢ Reference group help to translate consumers by reference normative, informational and
value-expressive.

% Opinion leaders influence consumer preferences by recommending products, eliminating
risks and setting trends.

¢+ Situational factors, including physical, social, temporal and task-related circumstances as
well as antecedent causes lead to immediate effects on outcomes.

< Store environment and atmospherics can influence consumer moods, perceptions, and
impulse purchase.

% Schedule pressure alters the depth of decision making, and instead people tend to
depend more on brand reputation and short cutting choices.

% Planned buying and impulse purchase hit two different extremes in the perspectives of

consumer activities, the dominance of the two depending on the situation.

2.5 Key Terms

Culture — Shared values, traditions and norms influencing consumer behavior.
Subculture -Separate group of culture with its own consumption behaviors.

3. Cross-Cultural Behavior — Consumer behaviour that is influenced by variations between
[15])national or cultural settings.

4. Cultural Values — Core values which are passed on from generation to the next shaping
buying behaviour.

5. Social Class — Division of people based on income, education, and occupation which
influences consumption.

6. Family Decision Making — Process in which family members participate as users or
initiators.
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10.
11.

12.

Reference Groups — Group that individuals use as a point of reference when forming
behavior and consumption.

Opinion Leader — Someone influential that leads others in their buying decisions through
a reputation of trust.

Situational — Temporary influences such as surroundings, time of day or year and mood
on decision making.

Atmospherics — Planned designs of retail environments to affect consumer reaction.
Time Pressure — The pressure to make decisions resulting in decision-making by short-
hand.

Impulse Buying —Unplanned, spur-of-the-moment purchases induced by situational cues.

2.6 Descriptive Questions

i kW

Describe the impact of culture on consumer behavior and provide appropriate examples.
Explain how subcultures can affect marketing strategy.

What does social class influence consumer taste and aspirations?

Discuss family members as units of consumer decision-making.

Distinguish between primary, secondary, aspirational and dissociative reference groups
with an example of each.

Discuss the significance of opinion leaders in influencing consumer attitudes and
decisions.

Explain how the various types of situational influences affect purchasing behavior.
Distinguish between impulse and planned purchasing, and give examples of situational
triggers.
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Answers to Knowledge Check

Knowledge Check 1

1. d) Antecedent

2. c) Olfactory

3. b) Brand familiarity
4. b) Store stimuli

5. b) Planned

2.8 Case Study
the humble mall: What can we learn from both?
Introduction

UrbanEdge A mid-range fashion retail chain whose markets include several cities and focus
on sales to young professionals and college students. While the retailer continues to sell
cheap-chic attire, management observed a different style of spending. Some customers arrive
with shopping lists in mind, carefully picking out work or event outfits. Then there are those
who make an impulse buy, spurred by an attractive store display, a sale or their friends’
presence.

This case study explores the ways in which individual and situational factors influence
UrbanEdge customers’ opportunities to change, the barriers they experience, and their
perceptions of service quality decisions and identifying some challenges and opportunities
for retailers.

Case Narrative

23 year old student Sneha walks into an UrbanEdge store with one thing on her mind —
purchasing a blazer for an upcoming internship interview. She is a prospective buyer who's
shopped around and pored over brand options and designs. She contrasts fabrics, price points
and fit, before settling on a mid-range item that is good value and “works professionally”.

Meanwhile her friend Arjun who tags along, spots a rack of discounted graphic tees adjacent
to the cash counter. He never had any intention to purchase clothing but he picks up two
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pieces, driven by the sale and because it is exciting to shop with a peer. He's the impulsive
buyer, driven by social presence and situational response.

Meanwhile in-store, an older couple shop with no need to rush, influenced by cultural values
of thrift and utilitarianism. They’re conscious about durability and long-term use before they
buy a product. On the other hand, a group of college friends purchase accessories impulsively
with an influence of reference group norms and peer acceptance.

The store experience encourages each behavior. The bright lights, the happy music, the sexy
mannequins that lead you to succumb to temptation. Meanwhile, informative product labels,
trial rooms and staff assistance help future buyers like Sneha make informed decisions.

Problem Statements and Solutions
Question 1: What the role of situational factors for impulsed vs. planned buying in store?

e Solution: The impulse buying process is affected by physical ones (lights, displays), social
forces (with friends) and antecedent states (moods). (Antin et al.) Planned purchasers,
however are influenced more by task-relevant motivations, time availability and detailed
product information. Marketers have to manage both and create the atmospherics that
promote intentional action but facilitates the purchase of unplanned items.

Problem 2: What is the extent to which UrbanEdge’s consumer behavior is influenced by
social factors?

e Solution: Family and peers are influencers. Arjun’s impulse purchase was stimulated by peer
presence and Sneha’s purchase of a blazer was illustrative of individual aspirations that were
grounded in social norms of professionalism. There are opportunities for marketing to
leverage these dynamics and present group shopping experiences or aspirational role models
in campaigns.

Issue 3: How can UrbanEdge overcome post-purchase dissonance in the planned purchase
and impulse buy contexts?

e Solution: Intending buyers like Sneha might wonder if they made a good decision.
Spontaneous spenders such as Arjun may find themselves second-guessing impulse buys. The
brand can do so by providing return policies, loyalty points, and post-purchase engagement
(emails or styling tips) to give customers the peace of mind that they made the right decision.

Reflective Questions
What are the role of cultural values like thrift, prestige, or modernity in purchase?

What would be the most influential situational factor (physical, social, temporal, or task) in a
mall? Why?
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What are the mechanisms through which peer effects lead to good and bad consumption
choices?

What strategies can retailers use to maintain the impetus for impulse, while also creating
room for rational, planned purchases?

How can online retail, from a digital perspective, mimic situational factors such as
atmospherics and peer presence?

Conclusion

This example demonstrates the manner in which planned as well as impulse purchasing in
fashion retail are affected by cultural, social and situational inputs. The same situation can
prompt commitment, logical assessments and hasty pleasure all at once. For marketers, the
opportunity is in crafting experiences that satisfy both buyers and reduce post pur- chase
regret—and build long-term loyalty.
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Unit 3: Sales Psychology and Consumer Attitudes

Learning Outcomes:

1. Examine the concept of consumer attitudes and evaluate their role in shaping
purchase intentions and brand loyalty.

2. Analyze the influence of personality traits and self-concept on consumer choices and
how these factors connect to lifestyle and identity.

3. Interpret the role of perception in consumer behavior and explain how brand image is
constructed, maintained, and altered in the marketplace.

4, Apply the CAGE framework (Cultural, Administrative, Geographic, and Economic
distance) to understand variations in consumer behavior across markets.

5. Differentiate between internal psychological drivers (attitudes, personality,
perception) and external influences in shaping consumer-brand relationships.

6. Integrate theoretical insights into practical applications by analyzing caselets and case
studies, enabling students to design strategies that influence consumer decisions effectively.

Content:

3.0 Introductory Caselet

3.1 Consumer Attitudes

3.2 Personality and Self-Concept in Consumption
3.3 Consumer Perception and Brand Image

34 CAGE Framework in Consumer Behavior

3.5 Summary

3.6 Key Terms

3.7 Descriptive Questions

3.8 References

3.9 Case Study
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3.0 Introductory Caselet

“Branding Identity through Brands — The Smartphone Predicament”

The 26-year-old marketing executive from Mumbai, Ananya has been on Android for years.
Now, she said she may trade in for the latest model. For her, the choice isn’t just about
features but also what the phone says about her personality and her professional self. On the
one hand, she covets Apple’s iPhone for its aesthetic appeal, aspirational brand identity and
cachet among her friends. She thinks that having an iPhone would match the ideal identity
she has of a modern, ambitious businesswoman. Then again her logical side appreciates the
(some of) the customization, affordability and innovative features from some Android brands
that actually appeal to her multitasking, cost effective and crave for personal identity.

While she assesses, she realizes personal brand image also matters more than spec. Both
reviews and ads make Apple seem cool, something that friends can reiterate as they down a
feature list of why that Android phone isn't such a bad idea after all. The purchase becomes
very complicated when she starts factoring in long-term considerations such as resale value,
ecosystem compatibility and how the decision to buy might reflect on her professional and
social identity.

Ananya has a choice to make and, in that moment, the interplay between attitude,
personality, self-concept/identity, perception and brand occurs. And it shows how consumers
frequently don’t purchase products merely for utility, but also for what they symbolize, how
they help convey identity and fulfill personal or social ambitions. So marketers need to reach
out beyond functional benefits and develop strategies based on consumers’ self-concept,
values, perceptions.

Critical Thinking Question:

If you're the treating brand manager of one of the world’s most popular smartphone
manufacturers, how could you create a marketing strategy that would make simultaneous
appeals to functional needs and identity expressions?
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3.1 Consumer Attitudes

Consumer attitudes are a focal point for consumer behavior, as they impact how consumers
respond to products or brands and make purchase decisions. Attitude can be defined as a
learned tendency to respond consistently toward a given object, entity, person item of issue
in a favorable or unfavorable manner. Attitudes, unlike the fleeting moods, are fairly stable but
they can be changed over time by experiences, social influences and marketing efforts.
Attitude is an important marketing research concept that allows marketers to better
understand the needs and wants of consumers.

3.1.1 WHAT IS AN ATTITUDE
(the concept of “attitude”/ attitude components: cognitive, affective, and management).
Meaning of Attitudes

Attitudes are acquired predispositions that determine human behavior towards products,
services, or brands. They bring a certain discipline into consumers' behavior and allow
marketers to predict responses. So, for example, when you have a positive consideration of
organic food, you tend to buy sustainable brands again and again.

Cognitive Component

It is perception a component which tells of what consumers believes, ideas or knowledge they
hold about any particular product. For instance, you might think that hybrid cars lower the
gasoline spending and pollution. Beliefs like these help inform evaluation and underlie the
basis for attitudes.

Affective Component

This is to say, the emotions and feelings that come with a product or brand. A customer could
feel joy, enthusiasm or a sense of pride when they’re using an Apple product — and that
breeds loyalty. There is a tendency in emotional campaigns to reinforce this affective
connection.

Behavioral Component

This is the predisposition or propensity of the cognitive and affective elements being
translated into action. For instance, if a person cognitively believes in Tesla’s innovation and
affectively feels excited about it, s/he might engage in the booking action of test driving
(behavioral). Marketers use trials, free samples and promotion to be the catalyst of this
decision.
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3.1.2 The Roles of Attitudes in Consumer Behavior
¢ Knowledge Function

Attitudes help us make decisions by structuring information. For instance, a positive
connotation with Nike would lead this consumer to believe their products are trustworthy
without wanting to have to check every little thing. This reduces complexity in shopping.

¢ Utilitarian Function

Attitudes are organized on the basis of reinforcements and punishments. If a fast-food chain
consistently serves delicious food at reasonable prices, people begin to form positive feelings
towards it. This function is enhanced by discounting and loyalty rewards.

® Ego-Defensive Function

This process serves to maintain a positive self-image by aiding consumers in the
rationalization of their choices. For example, purchasing watches can communicate success
and immunize against feelings of inadequacy. Ads frequently connect products with
confidence and self-esteem.

e Value-Expressive Function

Attitudes provide a means for consumers to express values and identity. Someone eco-
conscious buying Patagonia or Tesla signals investment in sustainability. Brands that align
with the consumer on their values earn themselves stronger loyalty.

3.1.3 Theories of Attitude Formation
e Classical Conditioning Theory

Attitudes are developed through multiple pairings of products with pleasurable stimuli.
Madhur Sugar frequently connects its brand to sweetness and the bonds of family, in festive
ads, so now consumers begin associating it with warmth and celebration. This reinforces
positive attitudes over time.

e Operant Conditioning Theory

Here, reinforcement shapes attitudes. Positive reinforcement Paytm rewarding users with
cashback for their digital transactions creates a desired behavior, encouraging repeat usage.
On the flip side, unsuccessful UPI transactions and delayed refunds can sour sentiments.

e Cognitive Dissonance Theory

On attitudes by consumers to present a uniform face of belief and practice. After all who ever
bought an overpriced Royal Enfield motorcycle may justify the price to themselves because
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of the strong heritage and pride that it holds? Storytelling and community rides help
marketers reassure and bolster this belief.

e Social Judgment Theory

People accept persuasive messages that are close to their existing attitudes but reject
messages too far from them. For instance, a person reluctant to switch from regular cooking
oil will start with Fortune’s low- profile offerings.

cholesterol oils, before a transition to high quality cold pressed all-organic oils began.
Marketers should form slow persuasion to close attitude gaps.

® Balance Theory

One's attitudes toward people and objects are sought to be in balance. Fans of a cricketer,
say the likes of MS Dhoni endorses Dream11, and become positive towards the platform. This
is why endorsements by celebrities and influencers have great influence in India.

3.1.4 Attitude Change: Strategies and Models

/—) @ Changing Beliefs

Focuses on altering existing beliefs to
influence attitudes

Shifts b phasis on certain

@ attributes to change ottitudes.
Aedle A ew Akt tes

Which strategy

Introduces new attributes to enhance

or model or alter attitudes.
should be used
. e A ration Likelil
for attitude ~—3 > fg:gi:“ TR .

Chﬁ'\se? Uses central and peripheral routes to
persuasion.
Pn.'dif:,t', behavior based on attitudes
and subjective norms.

Figure 3.1
* Changing Beliefs

Goods are often unravelled by marketers to change what they believe about consumers.
One way to turn perspectives from “too expensive” to “cost effective,” for instance,
involves emphasizing solar panels’ affordability. This is not atypical in tech adoption
efforts.

* Changing Importance of Attributes
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Attitude adjustment may thus be possible if the marketer transfers attention to other
product attributes. Apple is an example, where it is design and ecosystem that are at the
forefront, rather than price, because of which customers don’t attach a high value to cost.

* Adding New Attributes

And attitudes can even shift when new features roll out. A food company tacking
“organic” or “gluten-free” labels on its offerings alters the perception of health-conscious
consumers. New features frequently unlock new markets.

* Elaboration Likelihood Model (ELM)

Persuasion functions through either central (fact-based) or peripheral (emotion-based)
routes. Central arguments work for cars and insurance; emotional appeals work for
perfumes and snacks. The optimal route is selected based on product involvement.

* Theory of Reasoned Action (TRA)

This model posits that behavioral (ie,attitudes and subjective norms) intention determines
behavior. An individual is more inclined to purchase green products if their peers also
regard sustainability as important. It is a demonstration of social role in the process of
attitude change.

Did You Know?

“Research shows that consumers are more receptive to attitude change when campaigns align
with their personal values. For instance, eco-friendly products marketed as part of a broader
responsibility toward society gain more traction than those advertised solely for cost savings.”

3.2 Personality and Self-Concept in Consumption

Personality and self-concept are considered to be important psychological constructs that
significantly impact purchase/consumption behavior. Consumers simply do not purchase
products for functionality alone, but also to reflect who they are or wish they were.
Personality represents consistent modes of thinking, feeling, and behaving that differentiate
one person from another. On the contrary, self-concept refers to how people see themselves
and desire themselves to be seen. Combined they help to explain why two customers might
be considering the same purchase decision yet are about to pick very different products—one
driven by practicality, the other drawn by expressiveness.
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3.2.1 Definition Of Personality In Consumer Behavior
Meaning of Personality

Personality is a stable set of factors influencing the way individuals respond over time to their
environment. In customer behavior, personality is important as it affects preferences, product
choice and loyalty to brands. It's not a wooden trait, but rather a combination of personality
traits like openness, extroversion, conscientiousness and emotional stability.

The Role of Personality in Predicting Behavior

Personality is employed by marketers to segment markets. So, for instance, extroverts may
like flashy clothes, social apps and nightlife experiences; introverts books or streaming
services or solitary hobbies. Through matching products to personality types, companies can
build more surgically bespoke campaigns.

Consumer-Brand Personality Match

Consumers are naturally attracted to brands which personality match theirs. A tough,
aggressive personality might like Harley-Davidson motorcycles; an upwardly striving
Competitive's type would go for a Rolex watch. The more that an individual personality
matches a brand’s, the more loyal they are to it.

Personality Dynamics in Consumption

Consuming on the bright side: a model of antisocial consumption. For example, someone
who is generally conservative may still make luxury purchases during celebrations, indicating
that personality can influence behavior but other situational factors are also involved.

Example

Consider sportswear brands. Nike can play to personalities for whom winning and
competition is important; Adidas speaks more often to those who value creativity, street
tastes culture. Even in the same category, each brand appeals to different types of consumers.

3.2.2 Personality Traits and Effects on Purchases Behaviour
e Extroversion and Introversion

Extroverts love hanging out with people and are more likely to purchase items that increase
visibility and opportunities for group interaction — like fashionable ouftfits, party gear or
gigantic SUVs. Introverts, on the other hand, tend to enjoy alone time and useful goods like e-
readers, home entertainment systems and compact cars.

e Openness to Experience
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High-openness consumers like what’s new and to try new things. They taste new food, visit
off beat places and embrace with open arms the latest in technology — like smart wearables.
Their buys show curiosity and innovation.

e Conscientiousness

Smart consumers are careful, focused and thoughtful. They like dependability, durability and
long-term gains. They are drawn to products like Toyota automobiles and Whirlpool
appliances, brands known for uniformity. They research to death before they buy.

* Agreeableness

Harmonious Agreeable people value harmony, cooperation, and caring. They’re frequent
buyers of ethically sourced or socially responsible products, like Fairtrade coffee or
environmentally friendly cleaning supplies. They’re driven by concerns about others.

e Stability (Neuroticism on the other side)

High-Emotional-Stability consumers respond with rational, unemotional decisions. In
contrast, individuals high on neuroticism may be more impulsive in their consumption and
use consumption as an emotion regulation tool. Chocolates or comfort foods — which are not
always the healthiest choice, could be an example as it is frequently a matter of impulse and
may intuitively have little to do with satisfying our hunger.

e Additional Insight

Psychographic Segmentation Marketers often do personality-based psychographic
segmentation to develop product appeals. Firmsin the travel adventure bypass openness and
extroversion while those from the insurance sector may appeal to conscientious individuals
claiming security.

3.2.3 Concept of Self and Self-Image
Meaning of Self-Concept

Self-concept is a person’s idea of self, based on experience, values and interaction with
others. Its contents include three dimensions: the way people see themselves (actual self),
the way they wish to be (ideal self) and how they believe others see them (social self).

Actual Self

Represents a consumer’s realistic self-perception. These are good purchaces if done in lay
with practicality and genuineness. For example, a professional in the middle income bracket
purchasing everyday clothing is evidence of actual self- congruence.

Ideal Self
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Represents aspirations and desires. Consumers can purchase high-end perfumes, designer
clothing or fitness memberships that will help them present the idealized versions of
themselves. Aspirational consumption is a consequence of the deviance between the real self
and ideal self.

Social Self

Reflects perceptions of how others think of the self. For instance, the new smartphone that
a graduate will buy isn’t only for utility, but also as a sign to society (including peers) of
contemporary outlook and competence.

Extended Self

Consumers view material possessions as part of who they are. A car, a home décor or fashion
brand is part of their identity. This is also why people are emotionally attached to products
more than they need them.

Examples

* An apple product which is partly bought to be associated with an ideal or social self that is
composed of creativity and a modern innovative lifestyle.

* Some people who care about the environment buy electric cars to more strongly identify
as a responsible global citizen.

3.2.4 Self-Concept and Brand Choice Relationship
e Self-Brand Congruence

Consumers choose brands that are complimentary to their self concept (ie, brand-self
congruence). For instance, luxury watch brands associate themselves with successful and
sophisticated individuals, Patagonia to environmentally responsible individuals.

e |dentity Expression through Brands

Brands are instruments to identity, form and express. A customer who buys a Harley-
Davidson is not only buying a motorcycle — he or she is adopting an identity based on
freedom and rugged individualism.

Likewise, rocking a pair of Nike sneakers can connote dedication to performance and
excellence.

e Aspirational Consumption

Aspirational purchases are also driven by the gap between actual self and ideal self. Middle-
class consumers might purchase designer bags, not because they need to carry anything
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around, but in order to fill the gap between their current and preferred identity. Marketers
take advantage of this by framing things as tools for self-actualization.

e Social Approval and Symbolic Value

In social contexts, brands are frequently selected for their symbolic meaning. Having a Tesla
represents innovation and eco-consciousness, and in the context of one-upping peers. This
category value reinforces brand commitment.

Examples

» Adidas speaks to consumers who care about creativity, while Under Armour is for those who
prioritize dedication and power.

e Starbucks brands itself as a lifestyle, enabling customers to convey an urban identity.
Additional Insight

It is in this selfconcept/brand choice relationship that consumers manifest strong emotional
attachments to brands. But if that brand is part of who you are, changing becomes really hard
— even in the face of a better alternative.

“Activity: Exploring Self-Concept and Brand Choices”

Think of two products you use regularly: one that reflects your actual self and another that
aligns with your ideal or social self. Reflect on why you chose each product, considering
personality traits and self-image. Did the brand’s personality match your own? Write a short
note (150-200 words) analyzing how self-concept influenced your decisions and whether
these choices reinforced your identity.

3.3 Consumer Perception and Brand Image

Perception is particularly critical in consumer behavior, as it helps form how people
understand marketing commu523 Advertising Reflection niques, product attributes and
benefits, and brand imagery. Two people might see the same product but interpret it in
different ways because of their beliefs, past experiences and cultural background. It’s why
marketing is not just what companies say, but how the consumer hears it. And there is equal
power from branded image which is developed by repeat perception. It determines how we
look at alternatives, make preferences and loyalty.
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3.3.1 Concept of Perception in Marketing
Meaning of Perception

Perception is how consumers choose, organize, and interpret information to form meaning.
In marketing, this is the way that customers perceive product characteristics, advertisements,
store environments and even price points. What consumers believe is often more important
than the objective truth. A brand may produce

good goods Then you have high-quality items, but people think they are unreliable because
of a bad communication or some bad reviews and the purchase declines.

Role of Perception in Marketing

First Impressions: A product, packaging, logo or ad has established a very distinct first
impression that can greatly impact consumer behavior.

[Interpretation: Value Interpretation: the perception that a product is moderate-priced,
premium priced or overpriced from consumer’s view point]. For example, let’s say
psychological pricing tactics (like $9.99 instead of

$10) affect perceptions of affordability.

Positioning: Marketers develop product positioning based on the way that it is perceived by
consumers, like Focusing on Volvo's safety features.

on safety versus Apple’s focus on innovation and design.

Differentiation: ‘Standout’ give brands identity amid the crowded shelves of life. Pepsi and
Coca-Cola’s products aren’t identical, but it is branding and campaigns that make consumers
believe so.

Examples

e Luxury labels like Chanel depend on consumers’ perception of their exclusivity, despite the
functional qualities of clothing not necessarily being that different from other brands.

e Smartphonemakers like Apple and Samsung create different perceptions, with Apple
focused on creativity and ecosystem integration while Samsung is seen as innovative and
feature-rich.

So perception is not just about the data we’ve been exposed to; it’s also about how meaning
feels, which is key (for example) in how products can be successfully marketed.

3.3.2 Perception: Selecting, Organizing, and Interpreting Information

Three stages in the formation of the precepts — selection, organization and interpretation
Consumers process marketing stimuli using three perceptual processes.
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Selection

There are a million different things being thrown at consumers every day, from ads to
packaging to word-of-mouth leads. Because not everything can be processed, people engage
in selective attention, exposure and retention.

e Selective Attention - people consciously or subconsciously decide what they will pay
attention to and what they will ignore. An automobile buyer sees ads for cars and ignores ads
for furniture.

e Intentional Exposure: The exposure to the message is at the choice of consumers. A fashion
lover follows clothing brands on Instagram but not anything else.

* Selective Retention: Apply selectively remembering things that are in line with your opinion.
For Adrian, an Apple loyalist, that means weeding out criticism and remembering applause.

Organization

Consumers organise them into meaningful configurations after they have chosen stimuli. (He
does this by categorizing brands and products into mental “buckets.”

n u

e Consumers may compartmentalize phones as either “premium,” “mid-range” or “budget”

and comparisons will be born of that.

* Retailers capitalize on that by arranging items into displays in stores to steer decisions —
health food aisles or luxury corners create mental tags.

Interpretation

And in case I'd like to go all the way with your collage interpretation, let me not forget that
consumers attach meaning to structured stimuli (which is very much individual). Two
consumers may interpret the same ad in very different ways — one finds it inspiring, another,
manipulative. The interpretation is influenced by previous experiences, cultural setting and
state of mind.

o Starbucks coffee, for instance, might be a lifestyle choice in the eye of one beholder and
overpriced to another.

e The interpretation of such “information” is also affected by brand cues, like color or slogan.
Red may be the colour of urgency and excitement on the Olympic track in Western culture,
but it's also associated with prosperity in Chinese culture.

Additional Insight

The perception process is the reason even a brilliantly funded campaign can fizzle out if
consumers do not interpret messages as they are intended. Good marketers, therefore,
predict these differences and crafted a message that speaks to everyone.
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3.3.3 Influence of Perception on Consumers' Decision making:

Unveiling the Dimensions of Consumer Perception
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Figure 3.2

* Perceived Quality

Subsequently, 3Consumers seldom evaluate products solely by factual quality, but often by
perceived quality, regardless of being coherent or not with the truth. For instance, Japan cars
are universally seen as reliable - creating a really strong purchase preference when there might
be equally robust alternatives.

¢ Perceived Risk

People buy when they are comfortable with their risk — be it financial, functional or social.
A client wasn't willing to give a new airline the chance because he thought they were less safe,
even though there's no history of which is safer. On the other hand, brands such as Emirates
mitigate risk perception with a powerful safety and luxury positioning.

¢ Perceived Value

Perception of value adds cost and precio assessments. Shoes priced $100 might be
considered cheap if perceived as long-lasting and fashionable, or expensive if assumed to be
shoddy. Marketers affect perceived value through guarantees or warranties, brand's
reputation, endorsements.

* Perception of Brand Personality
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As a result, brands typically develop human-like personality traits which influence what
consumers decide. Harley-Davidson is perceived as

rugged and rebellious, therefore luring like minded consumers. Dove is seen as nurturing and
real, which resonates with consumers looking for authenticity.

Examples

e Shoppers may think online shopping is convenient, but in markets where digital crime is
rife, the perceived risk may outweigh that convenience.

e Consumers sometimes select green products because they believe these products are
environmentally friendly, even though actual advantages may be minimal.

Additional Insight

Perception influences product evaluation, and the level of commitment and advocacy. Over
time, positive attitudes tend to reinforce themselves and turn into strong brand preferences.
But bad news travels fast, especially on social media, damaging reputation.

3.3.4 Brand Image and Consumer Loyalty
Concept of Brand Image

Brand image is about the entirety of beliefs, attitudes and impressions that consumers have
in their minds about the brand. It doesn’t exist only on commercial messages; it is formed by
everything you do — product performance, packaging, celebrity endorsers, customer service
and word of mouth.

The Impact of Brand Image on Consumer Behavior

Differentiation: Companies have more potential to differentiate themselves if they present a
strong brand image. For instance, Nike’s brand is associated with performance and
empowerment more so than its competitors.

Trust: Buyers like brands that they know are reliable. Johnson & Johnson establishes trust by
associating itself with safety and family care.

Emotional relationship: A favorable brand image leads to an emotional commitment.
Starbucks, for instance, builds loyalty not just by tying its cafés close to a sensation of
community and comfort.
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Symbolic Value: Membership in a group or belief system may be more important than the
actual use of the brand. A Louis Vuitton bag represents refinement, a Tesla represents
ingenuity and integrity.

Brand Image and Loyalty

Brand loyalty is often predicated on how brand identity matches with consumer values, self
concept, and identities. Loyal

customers not just reordering, but also recommending the brand. Apple users, for instance,
often turn into ambassadors tacitly recommending the brand to their circles of friends based
on its cool added value meanwhile as an innovator and lifestyle-definer.

Examples

¢ Adidas promotes creativity in its image, capturing customers who are looking for something
unique.

e | think you can also argue that lkeability (though it could really use a sexier term) expresses
both the simplicity and functionality that IKEA wants people to associate with its brand in
building strong ties with everyday consumers who value not just low prices, but plain old
minimalism.

Additional Insight

It’s going to take time to create a strong brand reputation. Loyalty can turn south in an instant
due to negative experience or a scandal, but making good on your promises is what builds
long-term loyalty.

Did You Know?

“Studies show that 60% of consumers are more likely to repurchase from brands that reflect
their personal values. This suggests that brand image is not just about recognition but about
alignment with identity, making it a critical driver of loyalty.”

3.4 CAGE Framework in Consumer Behavior

The CAGE Framework gives a nice framework to understand the differences between markets
that have an influence on consumer behavior and brand perception, i.e. Cultural,
Administrative, Geographic and Economic distances. Although initially developed for
international business strategy, its applicability with respect to consumer behavior research is
of a high degree since the attitudes and choices of consumers are influenced by transnational
and national differences. For marketers, CAGE is of utmost importance not only in entering
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international markets but also when implementing campaigns within multicultural domestic
destinations. For each of these dimensions, the author has identified unique points of
resistance or opportunity that affect consumer perceptions of marketing appeals, values
products and becomes loyal.

3.4.1 Cultural Distance

Cultural distance is the degree of dissimilarity in language, traditions, values and norms, and
consumption behavior between two markets. It shapes the way consumers perceive brands
and products, and often accounts for why a product does well in one culture but flops in
another.

e Language and Communication

Language is one of the important source of cultural distance. Words, phrases and, yes, colors
all have different meanings in different places. A brand can be ruined through mistanslation
and miscommunication. When KFC first entered China, its “Finger Lickin’ Good” slogan was
mistranslated as “Eat Your Fingers Off,” and confused customers ultimately ended up with an
indelible memory of it. "This kind of mistake tells you how deeply language can shape the
way we see things.

* Religion and Norms

Diet and lifestyle are influenced by religious beliefs. In Muslim majority countries, halal
certification is vital for food brands. In India, beef products are rejected on the basis of Hindu
tradition. Within each country, even there regional differences: Northern Indian is wheat pole
position while Southern India has rice culture dominance that shapes product strategies.

e Consumer Preferences and Values

It is cultural values that shape their aspirations as consumers. In America, individualism and
self-expression fuel demand for personalized products such as Nike’s “By You” shoes. In
contrast, the likes of Japan are collectivist societies where harmony in groups is critical and
so more subtle marketing assaults on quality adds value.

e Advertising Appeals

The cultural distance can explain why our marketing appeals should be different. Things that
are funny in the West may be offensive in Asia. And emotional appeals play better to
collectivist societies, while rational & logical pleas succeed more in individualist cultures.

Examples in Practice

e McDonald’s tweaks its menu around the world: the McAloo Tikki in India, shrimp burgers
in Japan and kosher-certified food in Israel.
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e Starbucks has green tea lattes in Japan and dulce de leche Frappuccinos in Latin America to
cater to local tastes.

Therefore, the cultural distance is affecting all aspects of consumer journey, from product
development to advertisement — so it would be one of the most important factors in a
consumer behavior analysis.

3.4.2 Administrative Distance

The regulatory distance is all the variations in government regulations and policies, legal
systems, and institutions that affect consumption attitudes and behaviors. It is important in
the formation of trust, legitimacy and availability.

e Regulations and Standards

Nations usually have different criteria for quality and safety of products. For instance, the
European Union restricts the use of chemicals in cosmetics to such a great degree that brands
often must reformulate products before selling them there. Buyers read compliance as a sign
of their trustworthiness.

¢ Trade Policies and Barriers

Consumption: Customs duties, tariffs and trade barriers directly affect the cost to consumers
and thus demand for goods. That’s particularly true in countries with high import duties on
electronics, which can be more expensive there, pushing consumers toward locally made
replacements. For example, India’s import tariffs on smartphones favor the rise of local
brands like Micromax.

¢ Political Relations

The consumer’s mood is influenced by the political relations of countries. Boycott by
consumers under geopolitical instability In a state of geopolitics, there is being exposed via
boycott from a consumer to the purchased products by nations. For instance, Japanese
consumers decreased purchases of South Korean products during diplomatic conflicts, which
illustrates how administrative distance affects brand perception.

e Intellectual Property and Counterfeits

Poor enforcement of intellectual property rights can result in a deluge of fakes that
undermines consumer confidence in quality brands. In nations such as China and India, where
many consumers cannot afford authentic designer dudsLUXURY FAKES In Asia or Africa you
are competing with cheap counterfeits.

Examples in Practice
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e In China, tight digital controls that block global platforms such as Facebook and Google have
fostered dependence on domestic counterparts like WeChat and Baidu.

* In many Middle Eastern countries, alcohol advertising is prohibited or tightly controlled; this
influences how consumers come in contact with these goods.

Administrative distance, therefore, influences consumers’ access to and trust in the service
provider, as well as their perception of the legitimacy of service provision; which affects
purchasing behavior and brand positioning.

3.4.3 Geographic Distance

Geographical spread denotes geo-separation of markets (buyers and sellers) that may be
linked by physical distribution, infrastructure as well as the environment. Even after
globalization, geography still has an effect on distribution of products, availability and
consumers’ tastes.

® Transportation and Logistics

More distance usually leads to more transportation costs and takes longer when it comes to
delivery. Consumers in peripheral towns might favour local brands because of access
problems. This distance is reduced on e-commerce platforms, but satisfaction still depends
on the logistics capacity. Amazon, for example, pours money into regional warehouses to
ensure quicker delivery.

e Climate and Consumption

Climate shapes product demand significantly. In cold countries we need winter clothing,
heating and hot drinks And in tropical nations air conditioners, light clothes and cool
beverages are mandatory. Coca-Cola designs measure in terms of packaging sizes according
to the hot rural areas with little refrigeration by offering larger bottles for sharing.

e Infrastructure and Accessibility

Consumer access is influenced by the presence of infrastructure including roads, ports and
retail networks. IKEA uses smaller packaging and flat-packed furniture in emerging market
countries with poor roads.

e Cultural Spillover from Geography

Countries also more or less share "culture," making effective distance smaller. Scandinavian
countries have similar patterns of consumption in part because they are located near one
another, as do the nations of Latin America.

Examples in Practice
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® For urban Asian apartments, which have less space than Western homes, IKEA designs
furniture that is smaller.

e Luxury car manufacturers change product features according to terrain — the advertising
for SUVs appear far more aggressively in North America compared with compact European
cities.

Distance, therefore, mediates the physical and psychological availability of product shaping
consumer purchasing behaviours and attitude.

3.4.4 Economic Distance

* Income distance- reflects different levels of wealth and income distribution (of overall
consumers) between markets. It has a huge bearing on consumer perception of value,
affordability and product relevance.

e Purchasing Power

Wealthy markets such as high-income can afford luxury products and experiences. On the
other hand, basic needs is the focus for consumers in low income markets. For instance, Tesla
dominates in mature economies and Xiaomi wins middle-income markets with low-cost
smartphones.

e Price Sensitivity

Price sensitivity is very high in emerging markets. Unilever’s shampoo sachets from India are
just an example for the demand for smaller packs or single-use sachets. It is the opposite in
developed ones; people care about features, quality and being exclusive.

* The Progress of the Market and Access to Technology

Distance in economic space and the "adoption" of innovations. In developed countries,
advanced features like Al in appliances is adopted, whereas emerging markets lean toward
durability and cost. For example in Africa, mobile payment systems such as M-Pesa took off
because they catered to economic facts on the ground (few bank accounts) and succeeded
there.

* Income Inequality

This is because high-end luxury demand and low-budget segments coexist in markets with
large income disparities. Brazil, with its appetite for both Louis Vuitton stores and cheap fast
food, shows that plainly enough.

Examples in Practice

e [KEA is positioned as low cost in Europe but aspirational in parts of Asia where people don’t
earn as much.
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* McDonald’s varies pricing and menu sizes according to economic distance, allowing for value
menus in price sensitive markets.

Economic distance therefore shapes what consumers purchase as well as how brands must
package, price and position their offerings.

3.4.5 Use of CAGE to Consumer and Brand Perception

The very power of the CAGE model is in combining its four dimensions to justify consumers'
perceptions and brand positioning. Consumers form their opinion on brands not only in terms
of the product's performance but also about the involvement of the brand across cultural,
administrative, geographic and financial boundaries.

e Market Entry Decisions

Businesses use CAGE to select desirable markets. For instance, Netflix grows in culturally
similar markets first but imports content to culturally distant ones through local production
like “Sacred Games” in India.

® Brand Positioning

“CAGE is a model to help brands decide whether they are going to go global and standardize,
or do local adaptation. Apple enjoys substantial homogeneity in its image of innovation
around the globe, while McDonald’s has heavily localized to fit different cultures and
economies.

e Consumer Trust and Perception

Trust is affected by direct forms of administrative and economic distance. Those in regulated
markets believe certified brands are reliable and low-incom communities accept them due to
affordability.

e Adaptation vs. Standardization

Marketers choose between global identity or local adaptation. Coca-Cola combines measures
of standardisation (consistent global corporate identity) and adaptation (local festivals or
taste preferences).

Examples

e Walmart flunked in Germany by not calculating cultural and administrative distance, but it
passed in Mexico where things were closer.

e Zara adjusts product cycles to the geographic and economic “realities” of a given market,
generating fresh collections tailored for a local climate(s) and income level.

CAGE allows marketers to minimize the risk while developing strategies that respect
consumer perception, thereby increasing brand loyalty in different context.
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Choose the correct option:
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Which distance deals with traditions and values?

a) Cultural
b) Economic
c) Administrative

d) Geographic

Import duties and legal restrictions fall under:

a) Economic
b) Cultural
c) Administrative

d) Geographic

Climate-based demand differences reflect:

a) Economic distance

b) Cultural distance

c) Geographic distance

d) Administrative distance

Shampoo sachets in India are an adaptation to:

a) Cultural distance
b) Administrative distance
c) Economic distance
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d) Geographic distance

5. Netflix creating local originals is an example of overcoming:
a) Cultural distance
b) Geographic distance
c) Economic distance

d) Administrative distance

3.5 Summary

% Consumer Attitude Consumer attitude is defined as a learned predisposition to behave in
a consistent manner with respect to an object (Fishbein & Ajzen, 1975).
o Attitudes are made up of cognitive, affective and behavioral component which
ultimately influence the consumer decision-making.
o Attitude operates by performing some functions such as knowledge, utilitarian,
ego-defensive and value- expressive roles which influence consumer’s choice.
o Theories involving classical and operant conditioning, cognitive dissonance, social
judgment & balance theory describe how attitudes are developed.
% Strategies that could be employed to change attitudes include changing beliefs, stressing
attribute importance, introducing new attributes and emotionalizing.
% Personality characters such as, extraversion, openness to experience, conscientiousness,
agreeableness and emotional stability affect shopping decisions.
s Person of Self- self theories, ideal self, social self and extended self influencing
consumption behavior.
< Brand self-construction enhances loyalty in that consumers favor brands when it
resembles their own ego and values.
¢ Selection, organization and interpretation of stimuli are the three components of
perception which influence consumers’ perception towards products/brands.
< The elements of perceived quality, risk and value play a significant role in purchase
decision making, frequently exceeding more objective product attributes.
¢ and Atilgan, 2005).w Brand image creates trust, differentiation; symbolic meaning and
emotional bonding that ultimately leads to brand loyalty.
+* Theorem 3 CAGE framework not only shows how cultural, administrative, geographic and
economic distances influence consumer perceptions and brand strategies across markets.
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3.6 Key Terms

1. Attitude- A learned predisposition to respond either favorably or unfavorably toward an
object or brand.

2. Cognitive Dimension — The knowledge and beliefs that consumers have about a product
or a service.

3. Affective Component: refers to emotional reactions, or feelings for the product or brand.

4. Behavioral Component - Probability of performing behavior based on attitudes; e.g.,
purchase or trial.

5. Self-Concept: The way in which the consumer perceives themselves (actual, ideal and
social selves).

6. Extended Self — Refers to the theory that possessions form part of a consumer’s identity.

7. Perception — The process of organizing and interpreting sensations into meaningful
structures.

8. Brand Image— The perceptions, attitudes and beliefs existing among consumers in
relation to a brand.

9. Consumer Loyalty A long-term preference to buy the same brand product or service
consistently in the future, despite any occasional situational influences that seek to
interfere with your decision.

10. Cultural distance: Distance in language, values and norms affecting Consumption.

11. Administrative Distance — Regulatory and legal and political variances that influence
market access.

12. Economic space — Differences in purchasing power, income, and spending patterns of
consumers in various segments.

3.7 Descriptive Questions

1. Describe the elements of consumer attitudes and give examples of how each is influential
in decision making.

2. Describe what attitudes do and why they are important in developing marketing
campaigns.

3. Assessimportant models of the way attitudes are shaped and examples of how marketers
apply such knowledge.

4. Explain personality & buying behavior and also give some examples.

5. How can self-concept impact consumer decisions? Explain the part played by real, ideal,
and social selves.

6. Discuss how perception works and its effects on consumer decision making.

7. Discuss brand image and its impact on customer loyalty, Provide examples too.

8. Describe how the CAGE framework can help marketers address cross-market differences.
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Answers to Knowledge Check

Knowledge Check 1

1. a) Cultural

2. c) Administrative
3. ¢) Geographic

4. c) Economic

5. a) Cultural

3.9 Case Study
“A Chinese Fast-Fashion Brand Going Global: The Case of “StyleWorld”
Introduction

“StyleWorld,” an international fast fashion retailer, expanded into many world markets by
offering fashionable, affordable garments at rapid speed. Although successful in some
countries, it failed to make a lasting impression in others where consumers view the brand
differently because of culture, policy regulation, geography or economic conditions. This is a
case to which attitudes, personality and perception as well as the CAGE model of
internationalisation are applied in influencing consumer behavior in different markets.

Case Narrative
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In Spain, where StyleWorld was born, customers related to the brand as fashionable,
aspirational and value for money. The company’s fast rotation of inventory added an element
of excitement and fresh appeal for young shoppers. When StyleWorld grew into the United
States, it did so by ginning up a clone on an identical blueprint. Urban youth adopted the
brand with fervour, though questions about sustainability and fast-fashion ethics were in the
process of sowing seeds of mistrust among eco-aware sectors.

Economic distance got in the way of StyleWorld in India. To be sure, products were expensive
for the working class; however, the brand marketed itself as affordable. But for urban middle-
class consumers it was an aspirational brand that represented modernity and global fashions.
The firm adjusted to the external environment with smaller collections and price-promoted
offers to match price-consciousness.

Administrative distance hindered progress in Saudi Arabia. The need to retool collections
was also due to rules about modest clothing. At first, consumers resisted "[s]tyleWorld as
culturally out of step with local mores." Acceptance became greater. "The more they came
up with regionally unique designs and emphasized respect for culture, the cooler they got."

In Latin America, it was more of a logistics issue with geography. Shipping delays and
sporadic availability eroded consumer confidence. The more locally integrated competition
gained the upper hand and StyleWorld was forced to make investments in regional
distribution centers to win back credibility.

Engagement in markets was conditioned by consumer self-concept and personality traits as
well. Fashion conscious, extroverted youth were quick to adopt the brand as a means of social
identity.

Conscientious or sustainability-conscious consumers, though, fled from it and saw the
company as synonym of waste and exploitation.

Problem Statements and Solutions
Problem 1: What was the impact of cultural proximity on brand acceptance in StyleWorld?

e Solution: Cultural misfitting such as unable to address modesty requirement in Saudi
resulted in initial failure. The answer was reconfiguring clothing designs to fit the culture,
illustrating how culturally tailored design is important for favorable brand perception.

Problem 2: How did economic distance factor into India?

e Solution: StyleWorld products were aspirational but out of reach for many. It worked — the
brand managed to lure middle-class urban customers with price-sensitive ranges, discounts
and value-for-money.

Issue 3: How did geographical and administrative distances erode consumer confidence?
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¢ Solution: Lack of logistics in Latin America caused delay, and there were restrictions on
acceptance in Sauid Arabia. StyleWorld has in turn responded by investing in local
warehouses for quicker deliveries and also engaging with regulators to bring it closer to
cultural and legal norms.

Reflective Questions

What is the role of consumer self-concept in determining fast fashion brand acceptance or
rejection?

Which CAGE distance (cultural, administrative, geographic, or economic) is the most
significant for StyleWorld and why?

What can StyleWorld do to regain the loyalty of sustainability-conscious customers?

How much does perception and brand image matter than the real product quality in fast-
fashion retail?

How does StyleWorld achieve this relationship of global identity and local adaptation in
further expansions?

Conclusion

The StyleWorld example is a good proof that national market response behavioural isn’t
homogenous. Attitudes, personality and perceptions combine with exogenous factors such
as cultural values, regulation, geography and economic conditions when decisions are made.
In the world of retail, winning globally is a matter of mastering these dynamics using models
such as CAGE and adjusting your brand strategies accordingly. When you align with consumer
identity or when you make an effort to assure cultural respect, and/or address logistical or
affordability hurdles you can take downsides and convert them into upsides ... | see this as a
way of achieving global brand preference at many locations around the world.
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Unit 4: Foundations of Selling and Sales Psychology

Learning Outcomes:

1. Understand the core principles of selling and sales concepts, and explain how selling differs
from marketing in consumer and organizational contexts.

2. Analyze the psychological aspects of selling, including consumer motivations, persuasion
techniques, and emotional triggers that influence purchase decisions.

3. Develop structured sales pitches, integrating storytelling, value propositions, and objection-
handling to engage diverse consumer segments.

4. Apply personality models to sales interactions, recognizing how different personality types
shape communication styles and decision-making in selling situations.

5. Evaluate the role of interpersonal skills and adaptive strategies in building trust, long-term
relationships, and effective customer engagement.

6. Integrate theory with practice by applying sales concepts to real-world scenarios, case
studies, and role-play activities for practical learning.

Content:

4.0 Introductory Caselet

4.1 Introduction to Selling and Sales Concepts
4.2 Psychology of Selling

4.3 Building and Structuring a Sales Pitch

4.4 Personality Models Applied to Sales

4.5 Summary

4.6 Key Terms

4.7 Descriptive Questions

4.8 References

4.9 Case Study
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4.0 Introductory Caselet

“The Art of Persuasion in a Sellers’ Market”

Ramesh, a young sales executive for a consumer electronics company, has just been tasked
with selling a new range of smart home devices. The items are smart speakers, security
cameras and automated lighting. Though the devices are sophisticated, Ramesh has a
problem: most of his potential customers already have similar products from established
companies. He's not just there to report but to convince in order to change perceptions, add
value and distinguish his product in a crowded marketplace.

In his initial pitch to a corporate client, Ramesh displayed much emphasis on technical
specifications. His facts were right, but it was too unemotional and did not resonate with the
client’s true concerns about security, cost savings and user-friendly functionality. The client
was polite, but it did not bite. Thinking about this, Ramesh discovered that salesmanship
wasn't just to do with features of the product but also had a lot to do with understanding the
psychology behind customers, their needs and cues for making decisions.

Ramesh decided to pivot his sales pitch. Instead of burying viewers in specs, he led with a
story about a family that foiled a burglary because of the smart security system. He
emphasized the emotional benefits (safety, peace of mind, convenience) before he
mentioned functional details and pricing. He also tailored his approach depending on the
personality of the buyer: more data-driven for those who were a bit more analytical, and
more relationship-oriented for partners. This change in tactics would earn him his next sales,
and he has since learned the power of fusing psychology, story-telling, and structured
persuasion in sales.

Critical Thinking Question:

If you were Ramesh, how do you address the tension between wanting to be factual about
your product and appealing to the emotional — should we target a sales pitch that is rational
or one that pleases both head and heart?
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4.1 An Overview of the Concepts of Selling and Sales

The art of selling has existed in some way, shape or form since the dawn of commerce. The
origins of selling were transactional (bring the farmer your crops for sale or persuade
customers to leave their dollar bills behind in exchange for something you have which they
want), but more current selling is now complicated and strategic. Today, it's more making
customers buy but understanding what they want and providing solution to their needs;
gaining trust relationship that generates lifelong value. Selling combines human interaction
skills, psychology and business development so it is science and art at the same time.

4.1.1 Meaning and Definition of Selling

The role and process that persuades, helps and directs a customer to purchase something
they need or want, could be called selling. But selling means much more than simply trading
money for merchandise. It's about establishing a relationship, comprehending the buyer
psyche and making sure that the product or service is what you and your customer had in
mind.

Traditional View of Selling

Traditionally, the sales process was viewed as pushing products into the market. The point
was to close deals, whether or not the product fit the buyer entirely. That strategy may have
succeeded in an environment of narrow options and little awareness on the part of
consumers, but it’s not as effective now.

Modern View of Selling

Modern sales are focusing on a may- or customer-centric approach. And it’s not just
transactions, but rather solving problems and creating value. For example, a software
solutions company doesn’t simply “sell” software; it shows the potential ways its product can
save a buyer money, make them more efficient or improve security.

Selling as a Process
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The Sales Cycle

Follow-Up

Ensuring customer
satisfaction

Prospecting

Identitying potential
customers

Approach and
Rapport

Bullding initial connection

Closing the Sale

Finalizing the transaction

Handling Objections Needs Assessment

Addressing customer
concems

Understanding customer
requirements

Figure 4.1

* Prospecting: Identifying potential customers who would have use for the product.
® Approach and Rapport: How to meet the suspect and develop rapport.

* Needs Analysis: Questioning and listening for unarticulated needs.

e Presentation: Displaying features and benefits in doorways that meet these needs.

e Adapting to Objections: Following any negative reply with genuine concern and
understanding.

e Closing: Getting the customer to decide.
» Retention: How to keep them coming back for more, and referring their friends.
Example

Apple’s store workers are advisers, not merely salespeople. They take their customers by the
hand into what they require (work, fun, design), suggest suitable products and support them
later — that is nothing else but modern sales.

And that's why selling today is not primarily about pressure sales, but it’'s more on enabling
decisions and developing lasting consumer confidence.
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4.1.2 Comparison of Selling and Marketing — Distinctions

Sales & marketing are commonly mistaken to mean the same thing because they refer to
returning customers and income, but they reflect two different strategies in business. Selling
Deals more with the act of persuading a customer to buy a product as opposed ti marketing
which is designed relate to customers needs, creating desire and conditioning products/tools
for these conditions. Selling is part of marketing, although the two differ in scale, orientation,
method and impact over a long-term perspective.

Scope and Orientation

e Selling: Where a focus is placed only on the exchange of goods from seller to buyer. It’s
short-sighted and it concentrates on near-term results — on making deals happen or hitting
bottom-up sales numbers. Selling oriented organisations tend to focus on hard-selling
promotional techniques and personal selling, by way of forcing products into the consumer
market.

» Marketing (not only advertisement): It’s much more extensive and involves market research,
product development, pricing models, distribution channels and promotion. Marketing starts
with knowing what people’s needs are, and then creating products that meet those needs. It
focuses on long-term customer happiness and loyalty.

Sample: A car salesman who was selling emphasized discounting, financing programs and the
persuasive techniques associated with turning new stock. Instead of making hybrids,
marketing studies consumer demand for eco-friendly cars, designs hybrid models and frames
them as part of sustainable solutions on wheels.

Customer Approach

e Selling: Regards the customer as the terminus of production. Products are first made, and
then sales teams go out and push them toward buyers. The philosophy here is: “We make it
and you should buy” it.

e Marketing: Customer centricity business of the center. Every part is conditioned by needs
and tastes

— to the product itself and from product development to advertising. The philosophy is: ‘We
know you, and we make for you what you value.

For example, a selling-oriented corporation makes refrigerators and trains sales agents to
convince customers to purchase them. A marketing-based enterprise whose approach is
based on doing surveys, there's satisfied for efficient models of kitchen refrigerators that are
equipped with smart features.

Push vs. Pull Strategy
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¢ Senile: Involves push strategies which focus on the use of product-push into the market,
sales force activation, promotions and price discounts. The focus is on convincing the
customer, even if it doesn’t fully meet their requirements.”

e Marketing: Uses pull tactics by developing awareness, brand recognition and consumer
demand so that the product is actively sought by customers. The advertisement, branding
and social media campaigns are important here.

For instance: Drug companies often "push" their drugs by marketing them to doctors using
physicians' salesmen ("Medical Representatives"). Apple, by contrast, generates so much
demand for new iPhones that people standing in line outside stores start doing so well before
salespeople try to talk them into a purchase (pull).

Relationship with Consumers

e Selling: Typically short-term and transaction-oriented. The focus is to get a sale and hit
targets. Relationship-building is secondary.

* Marketing: Relationship-driven and long-term. It focuses on brand loyalty, repeat sales and
emotional relationships with customers. The nature of modern marketing incorporates after-
sales service, community involvement and feedback loops to maintain relationships.

For example: A salesperson who is selling a credit card for its sign-up benefits shows you
selling. A bank running financial literacy campaigns, promoting products that are customised
and ensuring long-term engagement via digital apps is showing marketing.

Time Horizon

e Selling: Immediate and short-term. It’s monthly or quarterly — with pressure to deliver
quick results.”

* Marketing: Long-term. Tactics are more about branding and positioning in the market to
customers' value life time.

Example: A store that is having an end-of-season, clearance sale is selling with a short- term
focus. A brick-and-mortar retailer that spends years and hundreds of thousands of dollars on
a loyalty program designed to keep customers coming back, now that’s marketing.

Complementary Nature

Although different, selling and marketing work most effectively when they’re combined. The
marketing is creating the demand, and the selling executes on conversion. Companies
without marketing do sell in the short term but are unable to grow and those without sales
generate interest but fail to capture clients.

Example: Coca-Cola’s marketing is all about emotions and happiness and togetherness, and it
influences whether the product shows up in supermarkets, on vending machines or on a
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retailer’s list of recommended purchases. The two functions fuel each other in order for them
to grow.

Sales is essentially persuading people to buy and marketing is the philosophy of knowing the
customer needs and wants, their habits and cravings. Selling is tactical while marketing is
strategic. Together, they are the staple of business progress: marketing creates demand and
selling meets that demand.

4.1.3 Importance of Selling in Business

Selling is key factor for any business, large or small, in any industry. It is the primary revenue
generator, but it is also the cornerstone of valuable insight and competitive edge.

Revenue Generation

Sales directly translate into income. Top quality products and marketing are worthless if not
turned into sales. A start-up can have a fantastic app, but if it won't get sold, it is not
competitive.

Customer Insights

Salespeople are really the ones that interface with customers and hearing on a daily basis
preferences, pet peeves and alternative solutions. These “ah-ha” moments allow companies
not only to make their products better but also tweak marketing strategies.

Building Relationships

Strong selling emphasizes long-term relationships. People want to support companies that
interact with them beyond just the transaction. In B2B markets this type of relationship
selling results in repeat contracts and referrals.

Competitive Differentiation

In markets with essentially similar products, a set of savvy salespeople can make the
difference. For instance, two telcos could have the same pricing plan but the one with more
empathetic and proactive salespeople will probably win customers over.

Economic Significance

Selling creates demand in all the trades; nourishes the channels of distribution, and furnishes
employment. An economy hums along when businesses do a good job of selling, and we do a
good job of buying.

Example

Insurance provides a textbook example of the imperative to just sell. Being intangible as it is,
the policy's success fully rests frustrate all his hopes.
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the existence and effectiveness of the salesperson to clarify benefits, generate trust, and
reassure customers regarding future security.

In this sense, sales is more than an operational activity; it's a strategic function that keeps an
organization vibrant by maintaining profitability, market presence and growth.

4.1.4 The Role of the Sales Partner in Value Generation

The contemporary salesperson is not a “salesman”, but rather a consultant, advisor and
relationship-builder that brings value to the customer while also ensuring mutual benefits for
the business.

Understanding Customer Needs

Salespeople listen hard and ask the right questions of their customers to identify both
expressed and latent needs. For instance, a B2B software

salesperson might discover that the biggest challenge on the client end isn’t cost, but
cybersecurity.

Consultative Selling

If you've got a problem, salespeople have the solution — and that's selling solutions, not
products. In consultative selling, a salesperson helps customers determine how products
would address their needs and overcome challenges. In one, a financial adviser talks about
how investment plans dovetail with a client’s retirement objectives.

Building Trust and Credibility

Selling is fundamentally based on trust. Buyers like when they feel like their salesperson is
honest, informed, and consistent. A trusted seller becomes a party to the buyer’s
relationship, not just an implementer of it.

Educating Customers

Salespeople distill complex knowledge in industries with complex products (like
pharmaceuticals, health care and finance), enabling customers to critically select the best
options. Even this educational function is a value-adding activity in itself.

Relationship Management

There is more to value generation than just a first transaction. Sales grinders do follow-up,
make sure you’re happy and stay in touch. That breeds loyalty and favorable word-of-mouth.

Examples

* Pharmaceutical representatives educating physicians about new treatments.
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* Real estate agents are doing more than finding the right property; they’re advising clients
on financing, legalities and resale.

Did You Know?

“Studies reveal that more than 70% of buyers consider their interaction with the salesperson
more influential than the product itself when making a purchase. This shows that value
creation lies not just in what is being sold, but in how the salesperson engages, advises, and
builds trust.”

4.2 Psychology of Selling

Psychological aspects of selling Understanding the psychological and emotional factors
shaping customer buying decisions. Whereas old-school selling was based only on features of
the product, nowadays in commerce we are aware that buyers make decisions by considering
a multitude of emotions, motivations, social influences and perceived risks. How well a
salesperson can grasp these psychological influences and react to them is tantamount to
success. Selling isn’t about manipulation, but connection with our customers at a deeper
level that aligns what we have to offer with their needs, values and aspirations.

4.2.1 Consumer Emotions and Buying Triggers
* Emotional Decision-Making

Customers think they buy logically, but studies find emotions drive purchase behavior. People
make quick, gut-level decisions based on how a product makes them feel, the logic comes
later (if at all). For instance, one person might purchase a luxury car to feel successful and
then justify it after the fact by saying it was a “practical

investment.” Hurley/Burleigh salespeople know how to tap into emotions for greater
influence.

e Positive Emotions as Triggers

Joy, trust and anticipation increase the likelihood of purchase. The more comfortable and
confident a salesperson can make the customer, the better chance they have of closing him.
Emotional triggers are also formed by promotions that tap into celebrations, such as holiday
sales. Apple builds enthusiasm and expectation around each product release in an attempt
to pull emotional energy into sales velocity.

¢ Negative Emotions as Triggers
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Fear, uncertainty and guilt are strong motivators for consumer choices. Insurance sales
frequently emphasize the perils of going without; they play to our fears. Green products have
guilt draw-byes because they environmental damage caused by alternatives. Handled with
care, negative triggers can cause buyers to act fast.

e Situational Triggers

Decisions are made based on mood and context at the time of purchase. A upbeat customer
might be encouraged to splurge on luxuries while a stressed shopper could use some comfort
items. Stores magnify situational triggers by creating enjoyable store environments with
music, lighting and odors. Starbucks uses its atmosphere to encourage people to stick around
longer and spend more, for example.

4.2.2 Understanding Buyer Motivations
Maslow’s Hierarchy of Needs

According to Maslow, people make purchases to cater for layered needs — from basic survival
up to self-actualization. A customer might purchase groceries for physiological reasons, but
organic food is selected to fulfill esteem or social needs. They can sell to the right level,
whether safety for an insurance policy or self-actualization for a travel experience. “One can
design stronger pitches if knows which layer will dominate.”

Rational vs. Emotional Motivations

Rational reasons are grounded in logic, financial savings or productivity, and emotional ones
revolve around joy, pride and connection. A rational buyer might select an LED bulb to save
on electricity, but an emotional one might buy one to feel good for being “eco.” Both often
combine during decisions. Good sales people focus on rational and emotional in their pitch.

Functional vs. Hedonic Motivations

Functional motives are in response to a problem, such as buying a washing machine to save
time. The hedonic motive is on pleasure, for example buying designer clothes to enjoy and be
admired. And a single product may meet both — smartphones provide utilitarian
communication while also offering hedonic entertainment options. Aware of this double-
edged aspect, salespeople can speak to a wider audience.

Hidden Motivations

Not all motivations are transparent, as consumers attempt to hide, or fail to realize, their true
motives. A parent might say they splashed out on an expensive toy for enlightenment
purposes, but actually there is something about the thrill of making a child happy. Good
salespeople pull these strings by asking the right questions. Such in-depth knowledge can
also assist us to match product benefits with unstated and ungripped desires.
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4.2.3 The role of influence, persuasion, and social proof in sales
e Reciprocity

Reciprocity theory contends that getting customers to give them something makes the
customer feel obligated to return. Free samples, trial offers or useful advice invoke this
obligation. For example, a free sample of a skincare product could prompt the customer to
buy it in full. People use this ethically to create goodwill and urge action.

e Scarcity

Limited availability can drive up demand for goods, as can exclusivity. Urgency breeds, well,
urgency: Buyers fear missing out. Airlines exploit this with “only 2 seats left at this price” when
pushing for an immediate buy. Salespeople strategically emphasize scarcity to induce fast
decision making without coming off as manipulative.

e Authority

People are more likely to trust experts or trusted sources. Do doctor endorsements, industry
leaders, or certifications instill more consumer confidence in products? For instance, if a
toothpaste brand is recommended by dental organizations and it suddenly makes the brand
more trustworthy. This is where salespeople can create their own authority with the depth
of product knowledge.

e Social Proof

People learn from others’ experiences, particularly when uncertain. Testimonies, reviews and
case studies show other people have experienced success with the product. Platforms such
as Amazon focus on ratings, and “bestseller” badges, to leverage social proof. Sales reps can
tell the success stories of satisfied customers to back up their pitch.

“Activity: Exploring the Psychology Behind a Purchase”

Choose a product or service you recently purchased. Reflect on the emotions you felt during
the decision, the motivations behind your choice, the influence of social proof or persuasion,
and any resistance you had before buying. In 150-200 words, describe how these
psychological factors interacted and shaped your final decision.

4.3 Preparing and Structuring the Sales Pitch

A sales pitch is the primary means of selling the salesperson’s value, ideas and taking
commitment. This is not a cut-and-paste pitch, but an organized strategic conversation
matching your product’s strengths with what the buyer needs, wants and feels. A compelling
sales pitch is more than a slide of features; it makes the logical and emotional connection,
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establishes its own credibility, overcomes objections, and leads the buyer to a conclusion.
Today’s sales environment is more buyer-empowered and attention strain than ever, so an
effective pitch must find the right combination of being clear, relevant, and personalized.

4.3.1 Components of a Good Sales Pitch

A great sales pitch is comprised of a few key elements that when combined form a
compelling, engaging and trust-building message. Every piece serves a different function in
helping the buyer from curiosity to purchase.

Opening and Rapport Building

The opening is the tone-setter for the entire conversation. They add that good salesmen do
not jump right into discussing their product. This could be small talk, or asking the customer
about their interests, showing them that you are genuinely curious. For instance, in a B2B
scenario congratulating the client on a recent industry success helps to establish rapport and
demonstrates readiness. Rapport builds trust and persuasion is built on trust.

Hook or Attention Grabber

A pitch has to be interesting from the first second. This might be a compelling statistic, an
interesting question, or a value statement. For example, a cybersecurity salesperson might
start with, “Did you know 60% of small businesses go out of business in six months after a
cyber attack?” Hooks arouse our interest and demand that we listen on.

Value Proposition

Your value proposition tells the customer why your product matters. It needs to be about
more than just features - it should explain actual benefits that solve customer problems. A
proposition Value may promise cost savings, time savings, reduced risk or emotional
gratification. Take, for example, a personal fitness trainer who isn't just selling training
sessions; they're offering improved health, increased confidence and lifestyle changes.

Product Demonstration and Proof

Evidence builds credibility. Proof of the product’s effectiveness is there in abundance, with
demonstrations, case studies, testimonials and actual data. A smart phone salesperson could
actually show clarity of the camera, and a SaaS company can showcase quantified client
results. A proof is what fills in the gap between promise and trust.

Call to Action

You should close every pitch with a decision on what to do next. This could be through a
demonstration being scheduled, a contract is signed, or something from your sales process
with the customer has been closed. Without a call to action, the best speech may end in
confusion.

Z"—.I turnltln Page 14 of 27 - Al Writing Submission Submission ID  trn:oid:::3618:127174726



z'l_.l turnitin  Page 15 of 27 - Al Writing Submission Submission ID _ trn:oid::3618:127174726

Example

Think of an insurance agent: they start with bonding through family, grab attention with facts
about how humans are unhealthy creatures, they present the idea that not all hope is lost
when faced with health risks (monetary of course), then tell you stories from clients as
evidence and finally urge the premise yourself to make a move and take out a policy.

4.3.2 Storytelling and Value Communication

Another powerful tool in selling is storytelling. Therefore, turning an abstract product into an
emotional, relatable experience is one of the most high-power tools. Stories use both
imagination and logic thus influencing the mind and making the pitch arranges in a logic-based
connection. Emotional Connection through Stories

Human stories make the sales pitch of products, making it empathetic. For example, saying
that a company saved money influences nothing. But the story of the company X saving money
enough to invest in its further growth will make the audience feel the potential benefits.
Structure of a Sales Story

In general, a sales story consists of three parts:
® Problem: the issue should be real and addressed in the sales pitch.
e Solution: the benefit should solve the problem previously presented.

* Result: either presenting its tangible outcomes or inner satisfaction with the product. For
example, the real estate agent may tell a story of a young, first-time buyer who struggled to
obtain a loan approval, but the agency made it a hassle-free experience. Storytelling as Value
Communication

This method of communication users outcomes instead of promises. As a result, a story of a
family that happened not to face a robbery thanks to security systems is always stronger than
“this apartment is safe and secure”. Authenticity in Storytelling

Customers sense exaggeration, which is counterproductive. Therefore, the authentic story
that actually happened is always better than a tale created for sales. Many firms use case
studies approved by the customer to prove the story to be true. For instance, software B2B
firms provide detailed case studies of the successful client using their solutions because they
are accountable for privacy and trust. Linking Stories to Customer Aspirations

Sale, by means of its story, has to present itself as a chance to fulfill the customer’s dreams.
Therefore, selling education services, in this case, a story of a promising student who landed
a dream job, might turn tedious education into a hopeful journey..
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Nike does not tell stories in campaigns by talking about shoes as much as sharing athletes’
stories of determination. On a 1-1, salespeople carry through this same process by means of
framing products as customers' success stories enablers.

4.3.3 Customising the Pitch to Fit Customer Personages

A one-size-fits-all sales pitch doesn’t work because no two customers are the same.
Personalization ensures the pitch

speaks to the customer in his context, priorities, and decision making.
Needs Assessment

It is an answer based on asking questions and listening to what a customer tells you they
want. Instead of assuming, sales reps need to ask in-depth questions that uncover explicit
and hidden needs. A printer supplier, for instance, finds out print quality is not the only thing
a customer appreciates, but low maintenance costs as well.

Customer Segmentation

Knowing if the customer is a person, family or business determines what the approach will
be. And where families might stress about cost and the feels, companies care about time
savings, ROl and regulation.

Communication Style Matching

Some customers are more receptive to one communication style over others. Analytical
buyers favor data and logic; expressive buyers appreciate stories and emotions. From just a
readability perspective, the "matching" style helps with the tone of things & keeping your
language clear, etc. For instance, a finance manager may need charts and ROI calculations,
while a lifestyle buyer desires visuals and experiences.

Highlighting Relevant Benefits

Personalisation means choosing the rewards that best match the priorities of a customer. A
salesman selling smartphones might pitch them as durable to parents, high-quality for taking
pictures to young buyers, and productivity tools to professionals. This way it works the same
product for various needs perfectly.

Building Credibility through Personalization

Customized pitches — and time-saving Google searches — show thoughtfulness and respect
for the customer’s time. Sharing an understanding of their business, life or interests further
substantiates your character. A B2B pitch that speaks to the client’s unique market struggles
and challenges is a statement of authority, for instance.

Example
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Amazon’s recommendation engines digitally mimic this approach with personalized product
recommendations based on customer browsing history. Tailoring in fact achieves the
decoupling in face-to-face sales (with its similar business results: higher relevance and more
conversions).

4.3.4 Objections and Closing the Sale

Even the most convincing pitch encounters resistance. These aren't no’s so much as cries for
reassurance from the customer. Good objection handling not only saves the sale but it also
creates trust.

Types of Objections

e Price: Product is too expensive (customer perception).

* Belief: Customer does not believe the product will solve their problem.

e Urgency: Customer is satisfied they can wait.

- Fear of Change: Customer does not want to change from existing solutions.

Strategies for Handling Objections

e Active Listening: Allow customers to share concerns completely without interrupting them.

e Empathy and Reframe: Validate feelings, recontextualize objections as opportunities. For
instance,

“I get that money is an issue — let’s take a look at how this cuts your costs in the long run.”

e Evidence and Proof: Offer testimonials, demonstrations or guarantees to combat
skepticism.

* Risk Mitigation: No-risk-trial periods, the ability to cancel or get a partial refund of unused
funds all serve to mitigate hesitation.

Transition to Closing

After overcoming any objections, salespeople confidently direct the customer to a close. This
is not about pressure but value-added support and clarity of next steps. Tactics encompass
assumptive closes (“Should | schedule delivery for Monday?” or closure (“Would you like to
get the standard package or premium package?”).
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Importance of Timing

Close too soon and you seem desperate; wait too long, and the momentum fizzles out. A
good sales professional recognizes “buying signals,” like a nod of agreement, a positive
guestion, or contrast with an alternative, as indicators to move toward the close.

Closing as Relationship-Building

When you close, that doesn’t end the process — it begins a relationship. Following up
maintains happiness, leads to more business, and turns customers into your raving fans.

Example

The car-selling process is where customers typically complain about pricing. Salespeople get
around this by touting the benefits of financing, pointing out favorable warranty terms and
showing off features. From there, those apprehensions are smoothly transitioned with:
“Would you like to take this model home today or next week?”

4.4 Personality Models Applied to Sales

Models of personality provide a framework for salespeople to gain insight into buyer
behavior, language style and decision-making patterns. Personality traits determine how
people process information and make judgments, so by identifying those traits salespeople
can adjust their style to better appeal to certain prospects. Instead of attempting to pitch all
buyers the same way, personality-based selling emphasizes flowing like water and matching
each buyer’s individual psychological profile. The DISC model and the Myers-Briggs Type
Indicator (MBTI) are some of the most popular models used to gain an understanding on how
individuals interact, behave, and make decisions.

4.4.1 Functions of DISC Model in Sales Industry

The DISC is a kind of model in psychology, which possess human behavior in to the categories:
Dominance (D), Influence (1), Ste), and Conscientiousness -(C). The 2 styles each have distinct
ways of communicating, making decisions and being motivated. For sales, DISC is really
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helpful because it provides an easy method for understanding customers and modifying your
apprach.

e Dominance (D)

High dominance individuals are forceful, achievement-oriented and decisive. They’re results-
oriented and value flow over chitchat. In sales transactions, they prefer clear facts, strong
value propositions and quick solutions. For instance, if you are dominant buyer buying
software you would like to know ROl instead of long product descriptions.

¢ Influence (I)

Influencers are Excited, Sociable and People Person: Influencers are pumped up people and
friendly. They care about relationships, narratives, and emotional connection. When
salespeople sell to influencers they should try to build a connection, crafting engaging stories
and leveraging social proof. For instance, if you are selling travel packages, a salesperson
could create-" by saying that other people have enjoyed our great experience?

e Steadiness (S)

More stable individuals are cool, compliant and loyal. The constant change can't stand, they
like stability. They are exceptionally relationship oriented, value trust, stability and support
when they buy. Salespeople must not hurry them, provide reassurance and stress reliability.
For example, selling insurance to a consistent buyer involves patience and repeated
assurances of long-term benefits.

e Conscientiousness (C)

Conscientious consumers are very detail oriented, analytical and methodical. They value
facts, data and careful consideration before deciding. Salespeople must have copious written
material, case studies and proof of quality. A conscientious purchaser would look for a set of
technical specifications and regulatory clearances when buying a medical device.

Additional Insights

What makes the DISC model so strong is it's simplicity. Through tone of voice, body language
and how they respond to question salespeople can figure out a buyers DISC profile and adapt
their communication accordingly. This flexibility is often what separates you from a missed
opportunity and a sale.

4.4.3 MBTI MODELS AND ITS APPLICATION TO SALES COMMUNICATIONS

Types, and decide to limit themselves far too cutting a division of potentiality S- people—ok,
this is the predominant group—to just 4 members, there are bound to be discrepancies in
what is described as behaviour common to a type.
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Myers-Briggs Type Indicator (MBTI) sorts individuals into 16 personality types four letters that
are kinder:

Extraversion vs. Introversion (E/I), Sensing vs. Intuition (S/N), Thinking vs. Feeling (T/F) and
Judging vs. Perceiving (J/P). Not as simple as DISC, but more insightful for understanding how
people prefer to communicate and make decisions.

e Extraversion (E) vs. Introversion (I)

For the extravert, energy comes from interaction; for an introvert, it comes from reflection.
In sales, the extroverted customer can prefer spirited talks and rapid decisions, while
introverts prioritize careful explanations and time to reflect. Matching this preference in
communication is rapport-building.

e Sensing (S) vs. Intuition (N)

Sensing types are all about the facts and now, they prefer things close to home. Whereas
intuitive types, who are searching for patterns and potentialities and future possibilities. A
sensing customer might inquiry into product requirements, while an intuitive customer might
ask, “Where do you see this technology going in five years?”

e Thinking (T) vs. Feeling (F)

Thinkers make decisions based on logic, objectivity, and factual analysis. Feeler’s decisions
are based on values, relations and emotions. For instance, when it comes to selling
educational services, a thinker might want to know about curriculum efficiency, whereas a
feeler would be curious about how teachers get students the emotional support they need.

e Judging (J) vs. Perceiving (P)

Sensing types like a sense of structure, deadlines and clear plans. Perceivers like change,
freedom, and the lack of structure or constraints that organizating would impose. A Judging
customer may desire more structured timelines when asking project management software’s
value, while a Perceiver will like customization.

Practical Use in Sales Communication
* Observation: Recognize customer preferences from language and behavior.

e Adapt style of communication appropriately — detailed reports if a Sensor but visionary
discussion for Intuitives, data-driven appeals for Thinkers and empathy-based appeals for
Feelers.

e Customization: Sales proposals can come in a variety of packages — set-formula approaches
for Judgers and drinks in the dorm room for Perceivers.

Example
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A salesperson selling consulting might market his proven results and detailed plans with an
ISTJ (Introverted, Sensing, Thinking, Judging) client, while appealing to big-picture possibilities
and innovative ideas with an ENFP (Extraverted, Intuitive, Feeling, Perceiving) client.

4.4.4 Personalization of Sales Approach by Personality Types

At the end of the day it is to make sure that every little bit (personality wise) is aligned so your
messaging feels natural and convincing for your buyer. Generic pitches can flop because
different personalities read messages differently.

Aligning Communication Style

A successful s ales rep must communicate with them in the style and at the pace that suits
their type of personality. Such as a D/J that likes structured, short dialog while an /P that
loves large amounts of open-ended blab.

Emphasizing Relevant Benefits

Different personalities value different benefits. Analytical buyers seek data and ROI;
Emotional buyer seeks trust, belonging. Customization ensures the benefits are positioned to
matter most to what the buyer really cares about.

Handling Objections by Personality

Personality also shapes objections. Dominants resist for control, Steadies don’t like change,
Conscientious buyers need data, and Feelers are concerned about relationships. Sales
professionals need to expect objections and have their own specific approaches to counter
them.

Building Trust and Long-Term Loyalty

Customization allows buyers to feel understood and valued. A salesperson who speaks in a
client’s personality style creates rapport more quickly and loyalty. As time goes by, trust
continues to grow as customers see the salesperson as a person who “gets them.”

Education and Utilisation Among Sales Personnel

Sales teams are sometimes taught to shadow DISC and MBTI tests by observing behavior in
the course of interactions. Through role-playing scenarios, salespeople learn to adapt in real
time. In b2b, where the sales cycle can be long and drawn out relationships mean everything,
this is especially useful.

Example

For instance, imagine two customers considering evaluating the same CRM software. The
salesperson personalizes the pitch — for the Influencer focusing on ease of collaboration and
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success stories; for the thinker talking about data security, efficiency metrics, technical
comparisons.

Knowledge Check 1

Choose the correct option:

1. Which DISC type prefers facts and analysis?
a) Dominance

b) Influence

c) Steadiness

d) Conscientiousness

2. Which MBTI dimension contrasts logical vs. value-based decision-making?
a)S/N
b) E/I
c) T/F

d) J/P

3. A buyer who enjoys lively conversations and quick decisions is likely:
a) Introvert

b) Sensor

c) Extrovert

d) Perceiver
4. Which DISC style values trust, stability, and reassurance most?

a) Steadiness

b) Influence
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c) Dominance

d) Conscientiousness

5. Customizing sales approach based on personality mainly helps in:
a) Pricing

b) Rapport

c) Advertising

d) Inventory

4.5 Summary

¢ Selling is a function of persuading, directing and helping customers to purchase products
or services that fit their needs.

% Selling is not marketing, as selling is about closing business and marketing is about
customer/stakeholder/market making.

% The backbone of business is good sales, this can be used to making money and
understanding customer needs and lifestyle.

%+ Salespersons are advisors and creators of value today versus the brokers of transactions
in relationship processes, fostering trust and commitment.

% While making purchase, consumer psychology in sales influenced by emotions,
motivations, social influence and resistance factors.

% Emotions (fear, pride and trust) are in so many cases exerted towards the effort of buying.

< @ Buyer motivations are rational, emotional, functional hedonic and hidden motives that
the salesperson needs to uncover.

% Tools of persuasion particularly reciprocity, scarcity, authority and social proof amplify the
influence of sales pitches.

¢ THE RIGHT WAY TO PITCH: A good pitch involves a compelling start, value story-telling,
personalization and clear call-to-action.

< How to respond to the objection empathically, sympathetically and when appropriate
setting out how common those concerns and doubts are, can move an objection from
push back into trust and toward closing.

“* You can profile your buyers with the use of personality models like DISC and MBTI, then
mould your communication and tailor fit pitches to that aspect of their personality.

% Sales techniques that cater to the psychology of purchasing helps in gaining rapport,
minimizes objections and in creating a loyal customer for life.
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4.6 Key Terms

Selling - Convincing the customers and guiding them to buy products or services.
Marketing - Marketing is a much larger and longer term role in need identification and
demand creation.

3. Value Proposition — A straightforward statement on how a product meets the needs of a
customer and/or provides value.

4. Handling Objections — How to answer customer skepticism and decrease resistance to
purchase.

5. Emotions — Beliefs e.g. trusting, fearfulness or excitement which have an impact on
purchasing decisions.

6. Buyer Motivation — Fundamental motivations/impetuses to purchase something.

7. Social Proof — The effect generated when people copy the actions or decisions of other
people.

8. Sales Pitch -The structured and strategic presentation made by a salesperson to
accomplish the sale.

9. DISC Model — Organizing personalities as Dominance, Influence, Steadiness and
Conscientiousness.

10. MBTI — The Myers-Briggs Type Indicator, a personality inventory that organizes humans
into 16 types.

11. Consultative Selling — Sales style that emphasizes problem solving and role of advisor.

12. Sale’s Close —The process of sealing the deal with a customer.

4.7 Descriptive Questions

1. What is sales and marketing with examples?

Explain how emotion and psychological factors affect how a consumer buys a product.

In what ways does Maslow’s hierarchy of needs contribute to gaining an understanding of
the buyer motivations?

Explain an effective sales pitch with examples.

Storytelling: How it Adds Value and Improves Communication in Sales?

Discuss the DISC Model of personality & how it applies to Sales.

N o v s

Describe how Myers-Briggs can be put to use in sales communication including some
examples.

8. Explain the importance of tailoring sales tactics to various personality types to increase
buyer interaction.

4.8 References

1. Kotler, P., & Keller, K.L. — Marketing Management. Pearson Education.
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Answers to Knowledge Check

Knowledge Check 1

1. d) Conscientiousness
2.¢)T/F

3. c) Extrovert

4. a) Steadiness

5. b) Rapport

4.9 Case Study

“Tailoring Sales Approaches Through Personality Models”

Introduction

"NextGenTech Solutions," a medium sized software company, came up with CRM tool for
SMEs. Even in light of strong initial product attributes and competitive pricing, preliminary
sales performance was mixed. Feedback was that some leads took to the tool faster than
changes of clothes, while others passed or simply ignored. What the sales team soon
recognized was that it wasn’t a product problem, it was a pitch problem. So the organization
decided to incorporate psychometric methodologies and personality frameworks like that
used in DISC and MBTI into their sales process.

Case Narrative
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The sales force of NextGenTech had been a heterogeneous group of skills, but with an off-
the-shelf pitch. This viewpoint focused on the technical aspects, cost effectiveness and
integration simplicity. Good for analytical clients, bad to offensive (if the comment was not
received well) for those who seek out a relationship, and require emotional reassurance or
more flexible solutions.

Analysis of the clients identified four different types of buyer that correlated with DISC:
* Predominant buyers requesting short ROl arguments.

¢ Influencers who liked animated discussion and were influenced by their peers.

e Consistent consumers who just needed to be reassured about post-purchase support.
e Detail-oriented buyers who needed charts and documents galore.

The team also tried using MBTI profiling. Introverts, they said, need time to process
information; extroverts want interactive demonstrations; thinkers want logic and numbers;
feelers wanted evidence of customer satisfaction and care.

Salespeople personalized the pitch and changed interactions. The big guys got crystal clear
bottom-line value propositions, the influencers received stories of other successful business
just like theirs, the stable clients got long term service guarantees to calm them down for
another year or two and any solem about other early adopting.

proof. Almost nothing changed in the product, yet within six months close rates were up
30+%, and client satisfaction improved noticeably.

Problem Statements and Solutions
Issue 1: Why was a one-size-fits-all pitch so ineffective across different clients?

e Solution: The standard pitch made no allowance for different personalities. Some clients
wanted quickness and results, others wanted comfort and still others sought data.
Understanding these differences gave the sales team a way to have relevant conversations
that connected with how buyers wanted to engage.

Problem 2: How Can DISC Profiling Enhance Sales Performance?

e Solution: Buyers can be broken into four clear profiles with DISC’s ability to categorize
personas. Salespeople could pivot in a hurry — providing brief answers to Dominants while
delivering stories for Influencers, patience for Steadies and data to be examined over time for
Conscientious buyers. This flexibility paid off with increased engagement and conversion.

Problem 3: What is its place in sales communication?

e Solution: What the MBTI does is offer more depth in understanding buyer thought and
communication. Extroverted participants were activated with demonstrations, while
introverts got written information to ponder. Thinkers heard data-driven pitches, and feelers
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got stories about customer care. Recipients felt understood and valued with their
customization that was rooted in MBTI.

Reflective Questions

What is the difference between personality-based selling and traditional sales techniques?
What type of DISC person would be the hardest to sell too, in your opinion?

How do sales reps determine someone's personality type early on?

What are the potential dangers when salespeople over-rely on personality models?

How can sales teams be trained in DISC and MBTl in a practical selling environment?
Conclusion

The NextGenTech story serves as a nice reminder for how personality-driven customization
can make or break sales. We have seen that a one size fits all pitch can sell product eloquently,
but not to reach different buyers. Working with DISC and MBTI the sales team was able to
mold their approach in terms of style, tone and urgency into a customer's perspective. Not
only did this increase close rates, but it also established trust and loyalty.

The case shows that, in competitive markets, success is not only a matter of how good the
product is but

also in the salesperson’s capacity to know and touch and feel the human element involved in
decision-making.
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Unit 6: Advanced Selling Approaches

Learning outcomes:

1. Explain the principles of consultative and solution-oriented selling and apply them to
complex customer scenarios.

2. Differentiate between product-push approaches and problem-solving approaches in
sales conversations.

3. Analyze how value-based selling creates mutual benefit and contributes to long-term
customer relationships.

4, Demonstrate the process of co-creating solutions with customers to enhance
engagement and satisfaction.

5. Use storytelling techniques as a persuasive tool to communicate value and influence
buying decisions.

6. Evaluate real-life sales cases to identify opportunities for adopting solution-oriented
and value- driven approaches.

7. Accurately apply key terms and concepts from consultative selling, value creation, and
storytelling in written and oral assessments.

Content

6.0 Introductory caselet

6.1 Consultative and Solution-Oriented Selling
6.2 From Product Push to Problem-Solving
6.3 Value-Based Selling and Co-Creation

6.4 Storytelling as a Persuasion Tool

6.5 Summary

6.6 Key Terms

6.7 Descriptive Questions

6.8 References

6.9 Case Study
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6.0 Introductory Caselet

From Sales Pitch’ to Solution Partner’

BrightWave Technologies, a mid-market company who provides cloud-based project
management software was suffering from low levels of customer acquisition despite having
one of the most feature rich apps in the industry. The salespeople had been pushing a product
down the pipeline, focusing on features and specs during their pitches. The approach
eventually proved successful with small clients, but bigger businesses typically grew
disinterested because they did not feel that their unique problems were being solved.

Identifying this need, BrightWave’s new Head of Sales saw the opportunity to reorient the
sales mindset as consultative and solution-focused. She taught the sales team to spend the
first several meetings listening to prospects, mapping out their business processes and
identifying pain points. Rather than leading with how BrightWave's software works, sales reps
started to center conversations around what the client saw as their problems — including
things like delayed projects, communication failures and budget overruns — and how
BrightWave could address those ways down to their specifics.

To reinforce this emerging approach, the sales force began co-creating solutions with
customers. For example, they provided bespoke features and partnered with the client’s in-
house IT team to weave BrightWave’s software into a suite of enterprise tools. Sales
presentations became as much about offering a list of features and benefits as they were
about sharing success stories, storytelling around how similar companies had solved their
problems with the help BrightWave’s solutions.

BrightWave saw 25% more conversions, better customer satisfaction scores and longer-term
contracts within six months. Clients started thinking of BrightWave in a new light; not just as
a vendor, but also as advisors helping them to optimize project delivery and efficiency.

Critical Thinking Question:

As the leader of sales at BrightWave, how would you know if the shift from product push to
consultative selling was working beyond just dollars in?
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6.1 Consultative and Solution-Oriented Selling

Compared to traditional transactional selling, consultative and solution-oriented selling is a
move towards a more value-add collaborative approach. The individual selling the product or
service no longer "sells" rather becomes an advisor to a buyer who helps solve problems,
meet goals, and create measurable value in exchange for their money. This is especially
applicable in competitive markets where buyers demand a greater degree of customization,
insight and partnership from salespeople.

In a consultative sell, you use deep knowledge of the customer's business to diagnose issues
and create solutions together. The approach takes a longer-term view and aims for deeper
relationships not quick wins, often requiring customization of the offer to fit within the
customer context. Solution-oriented Selling is more than a canned product pitch — it is
delivering a complete solution to the customer’s problem that shows tangible value through
cost savings, productivity enhancements or competitive position.

6.1.1 Concept of Consultative Selling

Consultative selling (advisory sales) Consultative selling is the process of finding out what does
the customer need before recommending a solution. Rather than opening with what the
product does, the sales rep has powerful discovery conversations to surface pain points,
priorities and decision-making drivers. By taking this approach, the seller is seen more as a
partner than just a vendor.

®

Figure 6.1
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e Customer-Centric Approach:

Fundamentally consultative selling is not about me telling the customer about my trainings,
it’s about the other way around. The sales rep spends time to understanding the customer
business, industry and challenges. This creates the conditions through which they can work
on personalising their pitch and to show that they actually care about finding a solution for
the customer.

e Collaborative Discovery:

Consultative sales is when you are working with the customer to define the problem and look
at possible solutions together. This co-sell —if you will, establishes alignment and the customer
feels more invested in their purchase decision.

¢ VValue Communication:

The salesman doesn't provide feature lists — he or she explains the value created by solving
the problem

— ifit’s in cost savings, improved productivity, risk avoidance or competitive edge. This moves
the discussion away from price and to value.

e Long-Term Perspective:

It's not only about closing one deal but building a relationship. “Consultative sellers see every
sale as the start of a long-term relationship in which they share advice and information.”

¢ Solution Customization:

Instead of a blanket pitch for all clients, consultative selling usually means shaping what
you’re offering to best fit the customer’s needs. This could involve changes to product
configurations, packaging services or the creation of implementation plans that align with a
client’s timeline.

6.1.2 Skills in Solution-Oriented Selling

Solution selling is a unique set of skills that enables the salesperson to sell more than just
another product, but all the solutions around it. These abilities allow the sales rep to diagnose
customer requirements, strategically position the offering, and influence decision makers.

e Active Listening:

Sellers who care about solving problems are greater listeners than talkers. Instead, they
concentrate on discovering what the customer isn’t saying — reading between and behind
the words, hearing verbal and nonverbal clues that can alert reps to priorities or pain points.

e Questioning Techniques:

Z'I_.I turnitin  Page 6 of 26 - Arwriting Submission Submission ID trn:oid:::3618:127174724



z'l_.l turnitin  Page 7 of 26 - Atwriting Submission Submission ID _ trn:oid::3618:127174724

Well thought-out questions are essential to revealing [.] — and clarifying — common
challenges. Open-ended, probing and situational questions will be used to collect in-depth
details on where the customer is right now versus where they want to be.

* Problem-Solving Mindset:

The salesperson needs to be capable of interpreting the information received and then
suggest an answer which mitigates exactly why you have that issue in the first place. This
takes creativity, common sense and industry expertise.

* Presentation and Persuasion:

Because the solution is really quite simple — and making it work just depends upon conveying
both clearly and convincingly. The seller has to be able to connect the dots between the
problem and solution, in terms of ROl or business outcomes.

* Negotiation Skills:

Selling with a solution focus often means working on complex deals that require cooperation
to dictate terms, pricing and implementation timing. A good negotiator gets to an agreement
that makes both parties happy.

* Adaptability:

Requirements of the customer can change during a sale. Sellers who are driven by solutions
must be adaptable and prepared to adjust proposals or presentation accordingly as needs
change.

Did You Know?

"Research shows that salespeople who use a solution-oriented approach achieve up to 20%
higher win rates because customers perceive them as trusted advisors rather than product
pushers."

6.1.3 Trust and Building Relationships

Confidence is the linchpin of consultative and solution-selling. People naturally tend to
provide more information, consider options and close business when they like the person
selling. It's going to You shouldn't be creating relationships. Being phrased like if you are high-
hat and it'll the fact that some questions Exclusive RELATIONSHIP formed a shit storm on
reddit-ish comments about rich people, did great part of posts there me out like they's search:
Like Response | confused exclusivity with being dignified?
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e Credibility through Expertise:

Salespeople need to exhibit encyclopedic knowledge of the product, the industry and that
customer’s business. Knowledge inspires confidence and helps to make the salesperson an
authority figure, a trusted advisor.

¢ Consistency in Communication:

Follow-up on time, talk straight and keep your promises to establish reliability. The prospect
needs to believe the salesperson will still be there for him or her after handshakes are
complete.

* Empathy and Understanding:

Just taking time to listen to the customers emotions, pressue and constraint makes them feel
like you are in with them. Empathy allows the salesperson to react to your needs and how
they apply to them.

¢ VValue-Added Interactions:

Share some value with the prospect in each interaction that does not also rely on them to do
something for you — presenting industry advancements, making suggestions for operational
enhancements and risk concerns. This maintains the value of the relationship and shows
dedication to a customer’s success.

e Building Advocacy:

As relationships become stronger over time, so does customer advocacy that involves clients
endorsing the product to their network and becoming brand ambassadors. This will even build
more confidence and open new doors to opportunities.

6.1.4 Case Applications of Consultative Selling

In the real world, consultative selling applications can be found in any industry where the need
exists for product-line companies to transform themselves into solution-line players and
maintain their competitive edge.

e Technology Solutions:

IT vendors frequently engage in consultative selling to create tailor made software packages
for clients. Instead of hawking off-the-shelf software licenses, they analyze a client's workflow
process, pinpoint trouble spots and custom-configure a solution that fits in with their
operations.

e Healthcare Equipment Sales:
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Medical device manufacturers cooperate with hospitals to identify opportunities to enhance
patient care and suggest

equipment that enhances outcomes, lowers costs and meets standards. This more
preliminary approach frequently requires a series of meetings with management and health
care professionals.

¢ Industrial Machinery:

Industrial machinery makers often co-create with clients for increasing production efficiency.
This might encompass site service, pilot applications and long term maintenance agreements.

¢ Financial Services:

Banks and financial advisors will use consultative sales to establish the customer’s financial
goals and

offer appropriate investment products, rather than sell to high- commission products.
e Education and Training Services:

Training providers take a consultative approach analyzing an organization’s skill deficiencies
and create tailor made learning modules with post training assessments to deliver tangible
results.

These cases show how consultative selling changes the game from vendor-customer to
strategic partner so that you can achieve superior customer satisfaction, loyalty and repeat
business.

6.2 From Product Push to Problem-Solving

The move away from traditional product-push methodologies where sales people would sell
the features of their products hard has become history and selling today is about solving
problems with a complete emphasis on customer need. The modern day buyers are more
educated, have alternatives at their fingertips and they don’t like sellers who give pitchy
presentations. A sales rep offers a problem-solving solution that is tailored to the customer’s
problems, thus positioning himself or herself as a trusted ally who can assist the them in
achieving measurable results.

It’s an important transition — as the product-push sales process inevitably encounters low
engagement, high resistance and commoditization; problem-solving creates relationships,
confidence and more opportunities for return business. Companies who have this problem
solving mentality go into a customer situation to diagnose first, then prescribe a tailored
solution to address the needs with specific results.

6.2.1 Constraints of Nominal Product Push Approach
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Product-push approach Product-push is a salesperson style that focuses on the product’s
features and details, irrespective of customer needs.The sales representative typically has
little regard for matching benefits to client requirements. Although it may be successful in
certain transaction-based environments, such a strategy is generally insufficient for today’s
increasingly competitive markets.

Limitations of Traditional Product Push Approach.

Figure 6.2

- Feature Overload:

Product-push selling confuses people with too many features and product attributes. This can
alienate buyers who might not understand how those features relate to their requirements.

- Talk Price — “Why does it cost so much!?”

When sales people sell product only, customers buy based on price. This reflects the effects
of commoditization, where people believe all competitors’ products are similar and
companies fight just to be cheaper.

Customer is not engaged:

There is little place for the customer to talk about THEIR problems or goals. In consequence,
clients feel unheard and disinterested in building a long-term relationship.

Lost opportunities for creating value:

Without spending sufficient time to consider the buyer’s pain, sellers may not see upsell and
cross-sell opportunities for complementary solutions that could add significant value.

- Low Differentiation:
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Product-push selling also commonly fails to differentiate the company’s offering in a
meaningful way, treating every customer as essentially being the same. Rivals can replicate
product claims so easily, it’s tough to stand out.

Increased Churn Risk for Clients:

Take a business, for example: When customers are convinced to purchase something that
doesn’t meet their needs, they’re less happy with their purchase and more likely to churn
and switch to competitors, which is terrible for long-term retention.

6.2.2 Turning Attention to the Needs and Problems of Clients

Transitioning from a product to customer focus is something that has be prioritized and
consciously shifted. Instead of thinking, “"How do | sell this product?” salespeople wonder,
“What can | fix for this client? What this shift does, is make the sales conversation a joint
discovery journey rather than an one way ‘sell’.

e Understanding the Customer’s Context:

Before a first conversation salespeople should do research on the customer’s industry, market
trends, competitors and operational drivers. This advance work helps them ask appropriate
guestions and demonstrate credibility.

e Listening More, Talking Less:

You see, you should listen to the customer’s story. Through the use of Problem Sharing,
(getting prospects to share their issues), actual customer-based insights drive the solution.

e Empathizing with Pain Points:

When they do show real care in the problems of their customer, that begins to create trust.
Empathy brings the salesperson closer to the buyer by way of emotions and gives the
interaction a sense of purpose.

e Tackling Outcomes Not Features:

Rather than DETAIL what the product does, the sales person SHOULD DESCRIBE how it affects
the customer’s business outcomes — time saving, cost reduction or efficiency improvement.
e Co-Creating Solutions:

The problem-solving perspective is about bringing the customer in when designing a solution.
This is what creates buy-in and guarantees the proposed solution will work.

e Long-Term Partnership Thinking:
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And the aim should be to create a relationship that's longer term where the salesperson
continues to provide those kinds of insights and value, redefining themselves as a partner
rather than simply a salesperson."

6.2.3 Techniques for Problem Identification

Problem Identification is the foundation of solution selling. The solution would be off the
mark if 1 does not diagnose properly. Problem identification Efficiency in identifying needs
Effective identification of the right problem is a precursor to a successful solution.

¢ Diagnostic Questioning:

Here, it can be a powerful tool to mix open-ended and probing questions to get the full lay of
your customer’s land. Examples are, “What problems do you encounter when deadlines need
to be met?” or “How does this impact your costs?”

¢ Active Listening:

Hearing closely what the client says — and does not say — provides clues into their priorities.
Tone and hemming and hawing are non-verbal signals that something deeper may be going
on.

® Gap Analysis:

This is a contrasting of the customer’s present state to their preferred future state. Identifying
gaps enables the sales person to focus on areas where product or service can matter.

* Root Cause Analysis:

At other times the issues customers show you are symptoms of underlying problems.
Techniques like the

"FIVE WHYS" can assist in the above to get to the root of things and solve the issue effectively.
® Observation and Research:

"Going to see customers on site; watching some of their operations at work; or reading a
report about the industry... are ways of gaining insight into what their challenges may be even
though they’re not expressing them."

® Prioritizing Problems:

Not every problem is of equal immediacy or importance. The customer and the salesperson
need to decide together which order to tackle issues in, in order of business value.

6.2.4 How to Frame Solutions for Customers

Z'I_.I turnitin  Page 12 of 26 - Al Writing Submission Submission ID trn:oid:::3618:127174724



z'l_.l turnitin  Page 13 of 26 - Al Writing Submission Submission ID _ trn:oid::3618:127174724

After locating the problem with a high degree of clarity, it's time to articulate and state a
solution that interests your potential customer. Your solution should be framed as an answer
to the pain points you exposed in the previous steps, and how those benefits are measured.

e Connecting Solution to Pain Points:

The rep need to describe as opposed to the effort that is spent on filling out spreadsheets
each other aspect of how the solution meets the

customer’s problem. This enhances the recommendation and makes it more to point.
* Presenting Value, Not Just Features:

(Read more: NLP meets the technical job spec.) The emphasis should be shifted to what result
the solution delivers — cost savings, better performance, compliance, lower risk — and not
how it is done.

e Using Evidence and Proof Points:

Customer references, success stories, pilot results and ROl calculations support the claims and
making it real for the customercase studies.

e Simplifying Complex Solutions:

The answer has to be explained so that a complete lay person can understand it, if it is
extremely complex. Use visuals, demos and storytelling approaches to keep the presentation
interesting.

e Inviting Feedback and Collaboration:

Inviting the customer to provide feedback on their proposed solution promotes a partnership
relationship and gives us all the opportunity to fine tune the process.

e Building a Roadmap:

Offering a vision of the solution through an implementation plan with deadlines, roles and
milestones lets customers understand how you’ll implement it, which lowers uncertainty.

“Activity: Self-Practice: Mapping Customer Problems”

Select a product or service you are familiar with — it could be something you use at home,
school, or work. List three potential customer segments that might purchase this product. For
each segment, write down at least two possible problems they might face that the product
could solve. Then, craft three
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open-ended questions you would ask each segment to confirm those problems during a sales
conversation. This exercise helps you practice problem identification and encourages you to
think beyond features to focus on customer needs.

6.3 Value-Based Selling and Co-Creation

The value-based selling and co-creation trend is the new way to sell, in which sales becomes
less about pushing products and more about creating measurable business value for the
customer. They no longer compete on price alone and instead, sales reps must articulate the
distinct value that their solution provides — is it about efficiency, saving money, fostering
innovation, risk reduction or delighting your customer? Cosn the true optimisation of value is
through co-creation where the customer helps designing the solution being offered and be
part accountable for their satisfaction.

This is especially true today with the super competitive, information rich marketplace in
which buyers are more empowered than ever. They want sellers to behave as strategic
advisors, not just vendors. With value-based selling and customer co-creation, businesses
stand out from the crowd, establish trust, and develop long-term relationships that lead to
sustainable growth.

6.3.1 Concept of Value-Based Selling

A value-based selling approach that emphasizes the benefits and gains (value) a product or
service brings to the buyer rather than its features or cost. The sales representative wants to
know what is truly important and adjusts their product or service offering to fit those needs.

e Focus on Outcomes, Not Features:

Instead of talking features, the sales person talks benefits — specifically, what the customer
will be able to achieve (drivers), in terms of increased revenue or reduced costs or more
efficient operations.

e Customer-Centric Engagement:

Value-based selling gives customers the spotlight. In the discovery sessions, the sales rep
uncovers your prospects’ pain points, business goals, and success factors.

e Differentiation through Value:

When value is communicated effectively, price alone will not be the deciding factor for a
customer. Instead, they see it as being unique or having value worth paying for.

e Quantifying Business Impact:
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Value-based vendors frequently compute and articulate ROl or TCO to build a compelling
business case.

e Tailoring Proposals:

Responses are tailored to meet the needs of a customer, so that the RFP feels personalized
and doable.

¢ Long-Term Perspective:

The objective isn’t to make a single sale; rather, it is to create a relationship in which the
customer experiences meaningful value over time.

6.3.2 Communicating Value Beyond Price

It is important to express value outside of price, as consumers are not seeking to simply pay
the least amount. What they are looking for is solutions that address problems, that create
efficiencies and bring strategic advantages.

e Emphasizing Total Value Delivered:

The sales person emphasizes how the product affects productivity or minimizes risk, for
example, over just cost.

e Storytelling to Demonstrate Impact:

By sharing real life success stories or case studies you can enable your customers to imagine
how the solution would be beneficial in a tangible way.

e Linking Benefits to Customer Goals:

The sales discussion should link the benefits of the solution to what the customer said are
their objectives.

— but it comes down to some kind of cost advantage, a leapfrog into a new market or an
acceleration in operational pace.

¢ Using Quantifiable Metrics:

This helps to create credibility and bolster the case for how you will add value with numbers
— such as the amount of money saved, percentage efficiency improvement or volume
increase.

¢ Addressing Risk and Compliance:

As much as cost savings, many of us customers care about risk mitigation, regulatory
compliancy or safety improvement. These should be communicated clearly.

* Focusing on Lifetime Value:
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Taking us away from the idea that it’s a one-time purchase and emphasizing instead that you
fulfill an investment and continue to receive benefits in return helps justify high price.

6.3.3 Customer Participation and Co-Creation of Solutions

Co-creation is inviting the customer to help design that isn’t perfect. This joint effort
enhances the bond and leads to customer loyalty.

® Engaging Customers Early:

Engaging with the customer in discovery helps ensure that you're solving for the right
problem and brings valuable input to building out a solution. Such events might be
workshops, brainstorming sessions or joint requirement planning.

e Collaborative Design Process:

Customers are able to give feedback on prototypes, propose features or vote for the
functionality that's most important to them.

¢ Shared Ownership of Outcomes:

If you get customers helping to design the solution, they have a stake in the outcome and it's
easier for them to accept and adopt change.

e Customization and Flexibility:

Co-creation is an opportunity to refine solutions for specific customer settings, leading to
enhanced satisfaction and perceived value.

e Strengthening Partnership:

Co-creation builds trust and respect. Customers consider the seller not just a supplier, but as
someone who is working with them to be successful.

e Encouraging Innovation:

Opening up to collaboration may generate creative ideas that might not have come out of
your company otherwise, leading to improved offerings and a competitive edge.

6.3.4 Creating Long Standing Partnerships Through Delivering Value

This is how you turn a one-time sale into an ongoing relationship — you have provided value
over time. This is where CSM (customer success management) comes in.

® Ongoing Support and Service:
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Following the sale, the company needs to provide seamless deployment, training and
additional.

responsivity support in order to maximize the benefit for the customer.
e Continuous Improvement:

Customer success and recommendations: Regularly talking about what the customer has
achieved and recommending improvements will show commitment as well as to keep the
solution in context with their needs.

® Measuring and Reporting Results:

Delivering performance data, ROl gained plus other business-related outcomes that have
been the direct result of this value providing what further justifies renewal or expansion.

¢ Proactive Engagement:

When you can predict needs and provide new ideas before the client asks, you build the
relationship and cement your role as a valued advisor.

* Encouraging Feedback and Co-Development:

Collaborating with the customer on building new features, services or improvements will
foster a joint feeling of growth and innovation.

e Turning Customers into Advocates:

Happy customers may also be enticed into providing testimonials, case studies or referrals
and strengthen the relationship even more.

Knowledge Check 1

Choose the correct option:

1. Value-based selling focuses on:
a) Price cutting

b) Product features

c) Customer outcomes

d) Aggressive pitching
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2. The best way to communicate value beyond price is:

a) Offer discount

b) Show ROI

c) Cut margins

d) Lower specs

3. Co-creation strengthens:

a) Transaction speed

b) Customer ownership

c) Price negotiation

d) Competitor focus

4, Building long-term partnerships requires:
a) One-time offer

b) Minimal support

c) Continuous value

d) Quick closure

5. A good way to prove value delivery is:
a) Verbal promise

b) Price match

c) Performance data

d) Generic pitch

6.4 Storytelling as a Persuasion Tool

One of the most potent weapons in modern sales is now storytelling, using stories and
narratives to help your customers engage on an emotional level, facilitate meaningful
conversations, and make sense of complicated concepts. In a fragmented market place filled
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with noise and sales pitches, an inspired story grabs attention, builds trust, and connects the
value proposition to something people understand. Storytelling isn't making up stuff that
doesn't exist - its framing the solution, customer challenges and results in a way that is
relevant to the audience's journey.

And by threading together facts, feelings and context through a story, customers can see how
the solution will actually work for them. It takes the sales conversation beyond spec and
numbers and helps to build

a human connection. In this new world of consultative and value-based selling, storytelling
turns the salesperson into a trusted guide whose job is to take the customer on a journey from
where they are (in problem state) to where they want to be.

6.4.1 Importance of Storytelling in Sales

Storytelling is so important in sales because it helps to take conceptual ideas and make them
into a reality that people understand. Data and facts give us logic, stories operate on the
emotional and intuitive part of the buyer’s brain (which usually makes a decision.)

e Capturing Attention:

A great story gets through information overload and grabs the prospect’s attention
immediately. It creates a story, one that’s more interesting than the traditional pitch you give
for most products.

e Making Solutions Relatable:

Stories provided context for the product or service, demonstrating how it solved similar
customers’ real-world problems. This approach enables prospects to picture themselves
within the story.

e Enhancing Memory Retention:

Studies show people remember stories better than facts presented in isolation. A powerful
sales story Keeps Your Value Proposition Top of Mind When the Meeting is Over.

e Building Trust and Credibility:

Sharing real stories — especially of a customer's success — shows experience and gains trust.
It gives leads a confidence they are are not the only ones to benefit from the solution.

¢ Simplifying Complex Solutions:

It can be difficult to understand technical or abstract solutions. One part (problem) is broken
down into 2 parts (solution and results), which makes it more logical to interpret.

¢ Driving Action:
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Stories can kick up urgency by illustrating what’s possible, and what could happen if nothing
is done. This drives prospects to act sooner.

6.4.2 Components of an effective sales story

Not all stories are equally compelling. There are characteristics that will make a sale story
interesting, relevant and actionable, so take the time to prepare what you want to say.

e Clear Beginning, Middle, and End:
The structure of the story should be simple —challenge, solution and impact.
e Relatable Characters:

By adding characters, such as a customer persona with a problem, the story becomes more
human and relatable for your audience.

e Conflict or Challenge:

All great stories involve a problem or conflict that needs overcoming. This provides the
listener with a sense of urgency, and tension in order to keep them engaged.

e Solution as the Turning Point:

Your product should be represented as the primary facilitator to solve the issue. So this makes
the offering necessary to obtain the result.

¢ Quantifiable Results:

The story needs to end with signs of success — statistics, cost savings or time reductions or a
gualitative change in the way work is done — to make the promise of benefit credible.

e Emotional Resonance:

Adding an emotional element, perhaps customer satisfaction or relief as a team, will add
weight and stick longer in your readers’” minds.

¢ Call to Action:

A great story leads the listener to want to take the next step — whether that means
scheduling a demo, signing up for a pilot, or just talking more.

6.4.3 Storytelling for Emotional Connection

Feelings also have a strong impact on decision-making, regardless of whether it's B2B with its
assumption the purchase is rational. Power of story telling to trigger emotions and create
deeper connection with prospects.
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e Humanizing the Sales Process:

When the salesperson shares stories about actual people and real-world experiences, they
are injecting truth into the conversation and moving away from product-centric to outcome-
based thinking.

e Creating Empathy:

An anecdote about a customer who had similar difficulties or obstacles makes the prospective
client feel heard, and it establishes rapport between them and the sales rep.

¢ Inspiring Confidence:

The more people you tell with similar stories of success, the better: Your prospect feels more
secure that they can do it too if they decide to take your solution You start bringing some
prospects out for public testimony Peeps love being labs rats.

* Triggering Motivation:

Their emotions can be pulled with such stories and it may help them make a decision because
they feel like if they don't do so, they're missing out or at risk.

* Making the Conversation Memorable:

Emotions anchor memories. Prospects buy feelings. And the moments when they remember
a meeting, it’s their experience of how you made them feel, not just what they heard (or didn’t
hear). A good story impacts you emotionally, butin a positive way.

¢ Strengthening Brand Identity:

Writing in the same narrative that reflects the company’s values and mission helps to create
an emotional tie to a brand that takes years.

6.4.4 Examples of Storytelling Leading to Sales Success

Storytelling has been an effective tool in helping companies grow sales and engage customers
in industries from telecom to broadcasting. Exploring some real-life case studies can illustrate
how this approach is taken in practice.

e Technology Industry:

A company that provides a software used for automation of workflows began using case
studies of customers who managed to decrease their project delivery time by 30%. These
stories (e.g. before & after, group testimonials and visualized results dashboards) convinced
prospects that they could trust down to do a trial.

¢ Healthcare Sector:

Z'I_.I turnitin  Page 21 of 26 - Al writing Submission Submission ID trn:oid:::3618:127174724



z'l_.l turnitin  Page 22 of 26 - Al Writing Submission Submission ID _ trn:oid::3618:127174724

Stories of how its equipment helped hospitals save lives and help things.
patient outcomes. By emphasizing human aspects — like doctors’ relief and families’

gratitude — they made a compelling argument for adoption despite moderate premiums
(which had increased steeply in the prior half-decade).

e Consumer Goods:

A luxury kitchen appliance brand turned to storytelling in advertising and sales pitches to
demonstrate how its products turned everyday cooking into moments that families would
remember. This emotive context motivated customers to purchase premium appliances.

¢ Financial Services:

A bank’s corporate sales team related a story of how it had helped a client expand around the
world by tailoring financing solutions for that endeavor. In the process, the story simplified
complex financial concepts and demonstrated the bank’s proficiency.

e Education and Training:

One training solutions provider used alumni success stories — about career advancement and
improved skills — to land new clients. And those stories showed concrete results, and
motivated candidates to get the training.

These stories illustrate that storytelling is not simply a soft skill but a strategic weapon, one
that builds trust and credibility, fosters action. They’ve found that companies with
systematized storytelling experience: What happens when you successfully deploy your story
Their conversion rate increase A higher level of customer retention Increased connection to
coaching and sales development teams

6.5 Summary

+* Consultative selling is all about listening to the client and offering solutions to meet their
needs instead of simply pushing product.
R Solution Selling XSolution selling portrays the salesperson as a problem solver
who works with customer personnel to generate significant results.

X/
L X4

By shifting from product-push to problem-solving, sales dialogue can centre on customer

results, not just features and/or price.

% Problem identification techniques such as diagnostic questioning, looking for root causes,
and prioritizing customer problems.

¢ Value based sales is all about selling a measurable value like ROI, efficiency or risk
reduction instead of just competing on price.

% Engaging value requires tying benefits to customer goals and providing data, case studies

and results that show impact.
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