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Introduction to Consumer Behavior

Understanding Consumer Behavior

Consumer behavior examines how individuals,

groups, and organizations select, purchase, use, and

dispose of products and services to satisfy their needs

and wants. It reveals the underlying motivations

behind marketplace actions and decision-making

processes.



Defining Consumer Behavior

"Consumer behaviour is the actions and decision processes

of people who purchase goods and services for personal

consumption."— Engel, Blackwell, and Mansard

This definition encompasses the entire journey from initial

awareness through post-purchase evaluation, highlighting

that consumer behaviour extends far beyond the simple act

of buying.



Nature of Consumer Behavior

1. Influenced by various factors:

Marketing Factors

Product design, price, promotion, packaging, positioning, and

distribution channels

2. Personal Factors

Age, gender, education level, and income influence buying choices

3. Psychological Factors

Buying motives, product perception, and attitudes shape decisions

4. Situational Factors

Physical surroundings, social context, and timing of purchase
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5. Social factors

Social status, reference groups and 

family

6. Cultural factors

Religion, social class—caste and 

sub-castes 
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2. Consumer Behavior is Dynamic

Childhood

Teenage Years

Young Adults

Middle Age & Beyond

Behavior changes over time due to income level,

education, and marketing factors. Consumer

preferences evolve constantly, requiring marketers to

adapt their strategies.



3. Varies from consumer to consumer

• Consumer behavior is not uniform

• Every consumer behaves differently based on their personal preferences and mindset.

• Consumer behavior varies from person to person and is influenced by psychological,

personal, and social factors.
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The Technoholic

• Shops beyond their means, borrows money for latest technologies, driven

by desire for innovation and status

• They may overspend beyond their income and even borrow money to

satisfy their desire for the latest products.

• In extreme cases, they may even adopt unethical means to fund their

purchases.

The Conservative Spender

Despite surplus funds, avoids regular purchases and new

technologies, prioritizes savings over consumption



4. Regional & Geographic Variations

 Rural Consumers

 Conservative buying patterns,

hesitant to spend on luxuries

despite having funds
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Urban Consumers

Take bank loans for luxury items like cars and appliances,

embrace modern lifestyles

Behaviour differs across states, regions, and countries

depending on upbringing, lifestyles, and development levels.



5. Critical for Marketing Success
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Understanding consumer behavior enables marketers to make strategic decisions across all aspects of  their business:

1. Product Design

• Create models that match consumer preferences

3. Promotion

Craft messages that resonate with target audience

5. Positioning

Position products to meet consumer needs

2. Pricing Strategy

Set prices aligned with perceived value

4. Packaging

Design packaging that attracts consumers

6. Distribution

Choose optimal places for product availability



6. Leads to purchase decision: 
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Buying motives drive purchase decisions, leading to higher demand.

Marketers must influence consumer behavior to boost purchases and grow their business.



7. Varies from product to product: 

 Consumer behavior is different for

different products.

 There are some consumers who may buy

more quantity of certain items and very

low or no quantity of other items.

Teenagers

Spend heavily on cell phones and branded clothing for
snob appeal, but avoid academic reading materials

Middle-Aged Adults

Spend less on clothing, invest more in savings,
insurance schemes, and pension plans
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8. Improves standard of  living:
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↑
Standard of Living

More purchases lead to higher living standards and quality of  life

The more a person buys the goods and services, the higher is 

the standard of  living. 
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9. Reflect Status

The consumer behavior is not only influenced by the 

status of a consumer, but it also reflects it. 

Luxury items reflect social status and give owners sense 

of pride



Consumer and Customer
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Who is a Customer?

• A customer is a person or business that buys goods or services from another

business. They pay money in exchange for products.

• Customers are important because businesses cannot survive without sales.

• For example, when someone buys groceries from a store or a company purchases

office supplies, they are acting as customers.

• Essentially, customers are the economic drivers of businesses, and their choices

shape market trends.

• Understanding what customers want, providing quality products or services, and

ensuring a positive buying experience are key factors in keeping customers

satisfied and encouraging repeat business – the lifeblood of any successful

enterprise.
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Who is a Consumer?

• A consumer is the person who uses the product or service. They may or

may not be the one who bought it.

• For example, if a parent buys a toy, the parent is the customer, but the

child who plays with it is the consumer.

• Consumers focus on quality, satisfaction, and usefulness.

• Consumers aren’t just buyers; they’re the individuals or entities getting

value from what’s been purchased.

• Their preferences and contentment are crucial because, in the end, a

product’s success is determined by how well it meets consumer needs

and expectations

• Example: An employee who uses the office computer is a consumer.
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Characteristics of a Customer

•Decides to buy

•Pays money for the item or service

•It can be a person or a company

•Can buy for themselves or someone else

•Interacts with the seller directly
Characteristics of a Consumer

•Uses or consumes the product

•May not have paid for it

•Can give feedback based on usage

•Can influence future buying decisions

•Plays a role in product design
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Difference between Consumer and Customer
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Importance of Consumer Behaviour

1. Identifying market opportunity

The study of consumer behavior helps in identifying the unmet needs and wants of consumers.

This demands evaluating the prevailing trends in the marketplace, consumers’ lifestyles, income levels and emerging influences.

2. Selecting target market

A review of market opportunities often helps in identifying distinct consumer segments with very distinct wants and need.

Identifying these groups, learning how they behave and how they form purchase decisions enables the marketer to design and market

products /services particularly suited to consumers wants and needs.

3. Customer retention

Organizations lay emphasis on retaining customers than merely on customer acquisition.

Customer retention is the process of maintaining existing customers by catering to their needs and even exceeding their expectations.

Study of consumer behavior helps to convert a casual customer into a committed loyal customer.



Importance of Consumer Behaviour-Cont…
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4. Dynamic nature of market

Consumer behavior lays emphasis on dynamic nature of the market.

It helps the manager to be dynamic and proactive in satisfying consumers ahead of its competitors.

If the organization is not able to keep up with the current market trends it will find it arduous to survive in the industry.

5. Marketing-mix decisions

Once unsatisfied needs and wants are identified, the organization has to evaluate the right mix of product, price,

distribution and promotion.

In this context, consumer behavior study is pivotal to resolve many challenging questions.

6. Effective use of productive resources

The study of consumer behavior assists the manager to make the organisational efforts consumer-oriented.

It ensures optimum utilization of resources for achieving maximum efficiency.
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Importance of Consumer Behaviour-Cont…

7. Fulfil varied consumer preferences

With the onset of globalization customers have wide range of alternatives in contrast to pre 1991 era.

So, in order to cater to diverse customer preferences, it is pertinent for marketers to study customer behavior.

For example, in the current scenario customers have various car manufacturers to choose from such as

Hyundai, Honda, Mercedes, BMW etc. Every automobile maker leverages a certain segment of customers.

8. Address custom needs

Consumer opt for differentiated products that depict their special needs, personalities and lifestyles.

The study of consumer behavior enables organizations to gratify the peculiar needs.

For example, when Onida 21 was first introduced, it was advertised on television ‘for the elite class’.

Likewise, Maggi introduced its tomato sauce with emphasis on “It’s different”.



Understanding Indian Consumer Behavior
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India's consumer market is one of the most dynamic and complex in the

world. With over 1.4 billion people spanning diverse cultures, income levels,

and geographies, understanding Indian consumer behavior is essential for

successful market entry and growth strategies.



1. Diverse Preferences
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Cultural Complexity Shapes Choices

India's incredible diversity—spanning 22 official languages, multiple religions, and distinct regional cultures—

profoundly influences consumer preferences. Successful brands recognize that one-size-fits-all strategies

simply don't work in this market.

Key factors driving diversity:

Religious and cultural dietary restrictions

Regional taste preferences and traditions

Language and communication styles

Festival and celebration-driven consumption



2. Price Sensitivity: The Dominant Factor
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Discount-Driven Demand

Indian consumers actively seek out deals,

discounts, and value offers. Major sale

events generate massive traffic and

revenue spikes as shoppers delay

purchases to maximize savings.

Comparison Shopping Culture

Price comparison across platforms is

standard practice. Consumers research

extensively before purchasing, especially

for high-involvement products like

electronics and appliances.

Sale Events 

Flipkart's Big Billion Day and Amazon's Great Indian Festival have become cultural events, with 

millions waiting for these annual sales to make major purchases.



3.The Family Decision-Making Unit
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Collective Consumption Choices

Unlike Western markets where individual autonomy dominates, Indian purchases—

especially high-value items—involve multiple family members. Each brings their 

priorities and concerns to the decision-making table.

Father's Focus

Fuel efficiency, running costs, budget alignment

Mother's Priority

Safety features, comfort, practicality for family use

Children's Influence

Brand image, design aesthetics, technology features

Marketers must appeal to multiple stakeholders simultaneously, creating messaging 

that addresses diverse concerns within the family unit.



4. Value for Money: Beyond the Price Tag
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Indian consumers don't simply chase the lowest price—they

seek genuine value. This means evaluating total cost of

ownership, durability, resale value, and ongoing maintenance

expenses.

Maruti Suzuki's Dominance

Commands over 40% market share by delivering exceptional

fuel efficiency (18-25 kmpl), minimal maintenance costs,

widespread service network availability, and strong resale

values that retain 50-60% of original price after five years.

The Value Equation

Purchase price + Running costs + Maintenance + Resale value

= True consumer value. Brands that optimize this equation

win customer loyalty in India's competitive marketplace.



5. Social Influence & Digital Revolution
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The Power of Reference Groups

Social validation drives significant purchasing behavior

in India. Family opinions, peer choices, and community

trends heavily influence brand selection, particularly

among younger consumers.

India's Digital Payment Boom

India has leapfrogged traditional banking infrastructure, with UPI

transactions reaching 10+ billion monthly. Digital adoption spans

from metros to rural villages.



6. Trust in Local Heritage Brands
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Amul

Cooperative model dairy brand 

trusted for 75+ years, 

representing quality and Indian 

values

Tata Salt

Household staple with 

deep brand trust from the 

respected Tata Group 

legacy

Parle-G

India's largest-selling 

biscuit brand, beloved 

across generations and 

income segments

Dabur

Ayurvedic heritage brand 

offering natural wellness 

products rooted in Indian 

tradition

These Indian brands succeed through decades of  consistent quality, cultural alignment, widespread availability, and emotional

connections that foreign brands struggle to replicate. They understand local needs intuitively.



7. Emotions, Festivals & Quality Consciousness
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Festivals and auspicious occasions trigger massive consumption spikes.
Purchases during these periods are less price-sensitive as cultural and
emotional factors override rational decision-making.
Example: Gold purchases during Dhanteras and Akshaya Tritiya remain
strong even when prices surge, as these days are considered highly auspicious
for wealth accumulation.

Rising incomes and exposure to global standards have
elevated quality expectations. Consumers now prioritize
reliability, warranty, and after-sales service over rock-bottom
prices.
Shift in preference: Established brands like Samsung and LG
dominate appliances market, replacing cheap local
alternatives as consumers recognize long-term value in
quality products.



8. The Rising Middle Class & Celebrity Influence
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The middle class is the fastest-growing major segment of the Indian

population in both percentage and absolute terms, rising at 6.3 percent

per year

It now represents 31 percent of the population and is expected to be 38

percent by 2031 and 60 percent in 2047.

In India, approximately 85.5 percent of households possessed at least

one smartphone.

Around 86.3 percent households in India have access to internet within

the household premises.

India's car market growth has been positive, with a 60% increase since

2015. Projections indicate a sustained annual growth rate (CAGR) of

3.5% to 8.2% through 2030

Celebrity Endorsements Amplify Brand Trust

Bollywood and cricket celebrities wield enormous influence over

consumer choices. Their endorsements translate directly into brand

credibility and purchase intent across demographic segments.



9.Rural Markets & Lifestyle Evolution
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Untapped Rural Potential

India's 900+ million rural consumers represent massive

growth opportunity. These buyers prioritize durability,

utility, and affordability over aesthetics or advanced features.

From Necessity to Aspiration

Indian consumption patterns are rapidly evolving

from basic needs fulfillment to lifestyle

enhancement and status signaling—particularly in

urban and semi-urban markets.



Consumer Movement in India
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 As a result, the consumers and organizations interested in

protecting these consumers unite to safeguard and promote

their interests in a peaceful and organized way.

 The movement is complex and aim to ensure welfare of the

buyers.

 These movements also help the firms to design their

marketing strategy with better understanding of consumer

behavior, collect and analyze information through

appropriate market research, and ensure that consumer

voice and cues are heard.

 World Consumer Rights Day is celebrated globally on 15th

March every year from 1983 onwards to mark the historical

first step, and use the day to mobilize actions, spread

awareness through campaigns.

• Consumer Movement also called as Consumerism

(consumer-means the user or customer and ‘ism’

means movement) is an organized and collective

movement of consumers.

• It is often a movement of the consumers, by the

consumers for the consumers, hence called

consumerism.

• Consumer movement have a long history and

global presence.

• It started at the dawn of twentieth century in

America and spread to other countries like

England, France etc., as it gained tremendous

momentum.

• In modern marketing literature consumer is the

king, but in this fierce competition, this same

consumer is cheated, exploited, and fooled on daily

basis.



Features of  Consumer Movement
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1. Social and Voluntary Movement: Consumer movement is a social, collective, and voluntary

unified effort by individuals and organizations representing consumers

2. Democratic Comprehensive Movement: Consumer movements are non-political, non-religious and

democratic in nature. The primary objective is to protect, promote and educate regarding the basic

rights/ interests of the consumers and adoption of peaceful methods.

3. Educate and Protection of Consumer Rights: This movement not just target the consumption

(purchase and use) of goods and services but also includes the public utilities and services like

transportation, communication, banking, medical and health. The key objective is spreading

awareness and educating the consumers regarding their rights.

4. Prevention of Malpractices: Consumers movements fight against malpractices, unethical practices,

adulterations, black marketing, profiteering etc. are some of the common issues that the consumers

face regularly.



Features of Consumer Movement- Cont…
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5. Unity among consumers: Consumer movement aims at creating awareness and unity among

consumers, consumer groups and take actions on various issues like malpractices, deceptive and restrictive

trade practices.

As a result, the consumer movements have united the consumer rights into four basic types- Right to

Safety, Right to be informed, Right to choose and Right to Redress.

6. Seller Beware: Business was done with the ‘let buyer beware’ as the prime principle, but with the

consumer movement giving the consumers strong laws supporting their interests, now the whole

business has moved to the ‘seller beware’ as the basic norm.

The seller is responsible for giving fair treatment to the consumers.
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1. Consumer Protection Act, 1986

As per the guidelines given by United Nations, and the widespread consumer movement, India got its

first legal weapon strengthening the consumers, Consumer Protection Act, 1986. Following are the

major objectives of this act:

• To understand the development between cooperative societies and the rise of consumerism

• Appreciate, inform, and spread awareness about consumer affairs

• Protect the consumers by appointing office bearers, relevant authorities for timely settlement of

consumer issues/grievances

• Protect the consumers and general public against hazardous products to life and property

• This act also lays down penalties for offences committed under the Act.



Rights of Consumers-As per the Act
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1. Right to be informed (Relevant, timely and authentic information regarding testing,

environmental hazards, side effects, disposal etc.)

2. Right to consumer Education (Identification, understanding of consumer need and presentation of

the product in form of solution)

3. Right to Choose (The marketing communication must ensure that they provide enough information

regarding the competitive brands and help the customers make a sensible choice)

4. Right to Safety (Safety of people and property must be ensured)

5. Right to be heard (voice of the consumers must be respected, heard and responded in reasonable time)

6. Right to seek redressal (solving the grievance and seeking redressal is important right of the customers

and responsibility of the organisations)

7. Right to seek compensation (in case of unsatisfactory product or service customer must be given

suitable compensation)



Responsibilities of Consumers
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Consumer Protection Act, 1986 also lists the following responsibilities so that they can protect themselves

from being exploited by the marketers and safeguard their interests.

1. Consumer must be aware of his Rights and exercise them

2. Consumers must be cautious and not blindly believe the words of the seller. They must insist on getting

detail information regarding the quantity, quality, usage, utility and price of the products and services.

3. File complaints and seek redressal for genuine grievances, this would ensure that the marketer don’t cheat

other customers and compensate for the loss properly.

4. Consumer must be aware of the quality marks and proactively look for quality marks like ISI, Agmark, ISO

etc. so that the supply of substandard goods, adulterated products and duplicate products is discouraged.



Responsibilities of Consumers- Cont…
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5. Analyse the advertisements; don’t get carried away by the exaggeration in the

advertisements. The consumer must use his sensibilities to compare the actual product

with the one shown in the advertisement and take informed decisions.

6. Insist of bill and cash memo, this would not just curb corruption but also come as a

handy tool in case of dispute and evidence/proof of the transaction.

7. Along with all these, consumers must respect the environment, avoid waste littering,

consume responsibly, and work towards the collective well-being of the society.



Consumerism
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What is Consumerism?
Consumerism is a social and economic ideology that emphasizes

the acquisition and consumption of goods and services as a

primary means of achieving personal satisfaction and societal

progress.

It encourages individuals to continually purchase products and

services, often beyond their basic needs, in pursuit of happiness,

status, or identity.

Consumerism is closely tied to mass production, advertising, and

marketing practices, which promote the idea that buying more

leads to a better quality of life.

However, critics argue that consumerism can lead to

environmental degradation, excessive debt, and a focus on material

possessions over more meaningful aspects of life.
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Characteristics of Consumer Culture
1. Materialism: Consumer culture is characterized by a strong emphasis on material possessions.

• Goods and services becomes a central aspect of individual identity, with the accumulation of

possessions viewed as a measure of success and happiness.

2. Brand Loyalty: Individuals in consumer cultures often form strong attachments to specific brands.

• Brands become symbolic, representing not only the quality of the product but also a statement about

personal identity and lifestyle.

3. Throwaway Culture: Consumer culture is marked by a tendency to dispose of goods and replace

them with newer, trendier items.

• The rapid turnover of possessions contributes to a disposable mindset, leading to environmental

concerns and resource depletion.

4. Globalization: The globalization of markets and the interconnectedness of economies contribute to

the diversity of products available in consumer cultures.

• People have access to goods and services from various parts of the world, influencing trends and

preferences on a global scale.

5. Status Symbolism: Possessions, especially branded or luxury items, are often used as symbols of social

status.

• The type of car, clothing, or electronic gadgets one owns can convey a message about their place in the

social hierarchy.

•Consumerism is the pursuit of  
material possessions tied to happiness 
and success, shaping identities and 
social dynamics.

•The roots of  consumer culture trace 
back to the Indusrial Revolution, 
gaining momentum post-World War 2 
with economic prosperity and 
marketing strategies.

•Consumerism operates through 
marketing, cultural influences, 
psychological triggers, globalization, 
and the cycle of  desire, purchase, and 
disposal.



How does Consumerism Work?

41

4. Accessibility and Globalization: The accessibility of

a wide range of products from around the world is a

hallmark of consumerism. Globalization has enabled

consumers to access goods and services from diverse

cultures, contributing to a constant influx of new

trends and choices.

5. Consumer Identity and Lifestyle: Consumerism is

closely tied to personal identity and lifestyle.

Individuals often define themselves by the products

they own, the brands they choose, and the lifestyle

they project.

6. Cycle of Desire, Purchase, and

Disposal: Consumerism perpetuates a cycle wherein

desires are created, purchases are made, and goods

are eventually disposed of to make room for new

acquisitions. This cycle is integral to the economic

model of consumerism, driving continuous

production and consumption.

The working of Consumerism can be explained in the

following points:

1. Marketing and Advertising: Consumerism begins with

marketing and advertising strategies designed to create desires

and needs. Advertisers meticulously craft messages that appeal

to the emotions and aspirations of the target audience.

2. Cultural Influences: Consumerism is deeply intertwined

with culture. Cultural influences, including societal norms,

values, and trends, play a crucial role in shaping what is

considered desirable or prestigious. The media, celebrities, and

influencers contribute to the creation of consumer trends,

establishing certain products or brands as status symbols.

3. Psychological Triggers: Consumerism taps into

psychological triggers to influence consumer behavior. These

triggers include the Fear of Missing Out (FOMO), the desire

for social validation, and the pursuit of self-worth through

material possessions. Marketers exploit these triggers to create

a sense of urgency and necessity around certain products.
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What is Conspicuous Consumption?

Conspicuous consumption is a term coined by economist and sociologist Thorstein Veblen in the late 19th

century. It refers to the act of acquiring and displaying goods and services with the primary purpose of

signaling one's wealth and social status. In a consumer culture, conspicuous consumption involves making

purchases not for practical reasons but to visibly demonstrate one's economic power and standing within

society. This behavior is often driven by a desire for social recognition and validation.

Examples include owning luxury cars, designer clothing, and high-end electronic devices, which serve as

visible markers of affluence and success.



Advantages of Consumerism
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1. Economic Growth: Consumerism is a potent catalyst for economic growth. Increased consumer spending stimulates

demand, encouraging businesses to produce more goods and services. This, in turn, leads to higher production levels, job

creation, and a thriving economy.

2. Innovation: The constant demand for new products drives innovation. Companies invest in research and development

to stay competitive and meet consumer expectations. This innovation not only enhances product quality but also fosters

technological advancements and progress.

3. Job Creation: A consumer-driven economy generates employment opportunities across various sectors. From

manufacturing and retail to marketing and services, the demand created by consumers directly contributes to job

creation, lowering unemployment rates.

4. Improved Standard of Living: As people have access to a wide array of goods and services, their overall quality of life

can be enhanced through increased convenience, comfort, and choices.

5. Global Trade and Interconnectedness: Consumerism has facilitated global trade and interconnectedness.

People can access products and services from around the world, contributing to cultural exchange and allowing

individuals to experience a diverse range of goods.

6. Technological Advancements: The demand for the latest and most advanced products fuels technological progress.

From smartphones to medical innovations, consumerism plays a role in driving industries to push the boundaries of what

is possible.



Consumer Research Process
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Thank You


