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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	ASSESSMENT 4

ASSESSMENT 4

1.
i. The major factors that determine consumer’s behaviour are variations in socio-economic status that are portrayed by society as a whole as well as friends and families. Personal characteristics as well as personal motivations which include an individual’s needs and attitudes and personal values. The combination of all of these factors influences individuals on different levels, resulting in everyone having different consumer behaviours. Individuals often desire their ideal self-image and purchase products to attain this. In this case, we can understand consumer behaviour as an amalgamation of their psychological make up and the influence others and their surrounding environments have had on them. There are five main factors these can be divided into, namely; psychological factors, personal factors, social factors and cultural factors.

ii. Motive refers to the moment in which an individual/s recognise the fact that they need something. This need is due to the lack of something they would find useful and the lack of it drives/motivates them to find the thing that they need and that will satisfy them. This need translates into a motive as it encourages an individual to take action. Motive is therefore the moment that the buying process begins and occurs due to need. Needs, according to Maslow can be categorised in 5 hierarchical categories; Psychological Needs, Safety Needs, Social Needs, Self-esteem needs and self-actualisation needs.

iii. Maslow’s basic assumptions of needs can be segregated into 5 hierarchical categories; Psychological Needs, Safety Needs, Social Needs, Self-esteem needs and self-actualisation needs. According to Marslow no need is ever completely satisfied and therefore there are many overlaps in needs. Physical needs refer to the basic physical things that a human needs to survive such as food water air as well as the more self-indulgent factors such as shelter and sex. Safety needs refer to factors that make a human feel comfortable through safety such as protection, order and stability. Social needs refer to the relationships in a consumer’s life such as friendships and the feeling like one belongs. Esteem needs can be understood as personal feelings of success, prestige, status and self-respect. Self-fulfilment is the feeling of completeness or self-fulfilment. These needs can be categorised in descending order of priority with the top one being basic survival needs and the last being fulfilment of all needs.

Iv. The consumer buying process includes 5 steps to completion, namely; problem recognition which leads on to information search to evaluation of alternatives, purchase decision and finally post purchase behaviour. Problem recognition refers to the moment one realises a product/service would make life much easier (i.e. solve a problem) such as a hands-free headphone set. Information searching refers to the process of trawling through the relevant products available. The information encountered originates form three main source; one’s personal sources such as friends and family, commercial sources such as salesmen, advertisements and retailers and finally public sources that come from seeing other various consumer information centres. Evaluation of alternatives is what leads on to make the final decision. These generally include evaluation of the quality of the product as well as the image of the brand. The importance of the various attributes of the product to the consumer are also considered and finally the competing brands and what they have to offer in comparison is also considered. Purchase decision is the decision made in the final stages of the buying process. This final stage is dictated by the shopkeeper or salesman as they may influence the buyers decision on which brand best suits him. Post purchase behaviour refers to the evaluation the buyer makes of the product once it is purchased. If the customer is satisfied with their purchase they may extend this view upon the brands other products and recommend the brand to family, friends and colleagues.

v. There are various factors that influence the consumer behaviours such as age, culture, perception, attitude, trends personality and experience all of which play a vital role in determining their behavioural patterns. All these factors vary between culture, location and individual and are also affected by factors such as social standing and demographics. Understanding these factors is what makes marketing such an important factor of businesses as it dictates what products/services are aimed at which groups of people.



2. Product: Rolex	 Celebrity: Roger Federer	 Reference Group: Lower Upper
Product: Hilton	 Celebrity: Anna Kendrick	 Reference Group: Upper Middle
Product: Virgin	 Celebrity: Usain Bolt   	 Reference Group: Lower Middle
Product: Gillette	 Celebrity: Tiger Woods	 Reference Group: Upper Lower +
Product: Mont Blanc	 Celebrity: Hugh Jackman	 Reference Group: Lower Upper

3. 	CASE STUDY

a. The buyer is Simon
b. The user is Edward
c. The initiator is Edward
d. The influencer if David
e. The decider is Simon
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