Topic M08: Customer Behaviour                                Answers to Student Worksheet P.9

BAFS Elective Part — Business Management Module — Marketing Management　
Topic M08: Customer Behaviour
Activity 1: Categorisation of Consumer Buying Decisions
	Category 1:
	(1) fruits; (2) candies; (10) tissue packs; (11) soft drinks; 




	Category 2:
	(4) computers; (5) facial services; (7) sports shoes; 

(8) reference books

	Category 3:
	(3) university courses; (6) cosmetic surgeries; (9) houses; 
(12) cars; 
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Activity 2: Brainstorming                  
1. Think about two unsatisfied needs you have --- one at a very low cost and one at a high cost. 

(1) An unsatisfied need at a very low cost:

An unsatisfied need at a very low cost may include a bottle of distilled water, a pack of paper tissue, an apple, a pair of socks, painkillers (e.g. Panadol), toothpicks, a hair-grip, etc.                                                                               
(2) An unsatisfied need at a high cost:

An unsatisfied need at a high cost may include a packaged tour to Europe, a university course in the UK, cosmetic surgery (using laser technology) to remove warts or freckles, a 60-inch LCD TV set, a large flat in Repulse Bay, etc.                  
2. Are the buying decision processes of the above 2 items different? How?
Buying decision processes for the low cost and high cost purchases are different. The low cost purchase requires very little time and conscious effort and whereas the high cost purchase requires a considerable amount of time and conscious effort.                                                             
Activity 4: Case Study 

Question 1

From a consumer behaviour perspective based on psychological factors, why would timid people, like Jeffrey, desire to drive a powerful car? 

It is because consumers often use products to bolster an area of their personality. Thus, a timid person, like Jeffrey, might drive a powerful car. While driving the car, this person might feel less timid and more powerful.                               
Question 2

(a) From a consumer behaviour perspective, in relation to psychological factors, why do consumers, like Jennifer, participate in competitive activities like sports? (b) You were a marketing manager for health supplements, what advertising “slogans” would you use (just two or three words) to attract this type of consumers who participate in “swimming” and “biking”?

(a) It is because many customers, like Jennifer, have a strong need for accomplishment and esteem (motivation). Fulfilling this need often involves competitive activities such as sports.                                                
(b) “swim faster” or “swim more quickly” or “fast swimmer”; “bike harder” or “bike faster” or “bike stronger”.                                                          
Question 3

From a psychological viewpoint, why do consumers, like Jeffrey and Jennifer, buy an item that can be worth virtually nothing — like water? (Hints: Water is inexpensive from municipal agencies, yet millions of consumers now pay 1,000 times the price of municipal water to purchase bottled water.) 

It is because many consumers, like Jeffrey and Jennifer, are concerned with health and fitness and Perrier emphasises purity and taste, no additive or treatment, which match well with consumers’ psychological needs.                                          
Question 4

It is often said that a person’s economic situation will affect their product choice. If you were the Rolex marketing manager and the economy is prosperous, how would you position Rolex and which segment would you target?

I would position Rolex luxury watches as an iconic symbol of luxury. As such, those customers who have lots of money (mostly from upper middle to upper social classes) would be my target customers.                                                     
Question 5

(a) Name one industry in Hong Kong which could still make money during the COVID-19 pandemic. Why?

Example 1:
Logistics 
Reason:  While supply chains have been upended due to the virus’s spread, logistics is a sector that has experienced a crisis and a boost at the same time as food deliveries and online shopping come to the rescue of people who cannot leave their homes. It is likely that through this crisis many companies are being forced to rethink their supply chains and logistics.                                                                     
(b) Name one industry in Hong Kong which experienced loss during the economic downturn. Why?

Example 2 
Airlines/Automobiles/Hotels, Restaurants & Leisure
Reason: 

Airlines/Automobiles/Hotels, Restaurants & Leisure on the other hand, got lost during the economic downturn. It was mainly due to the pandemic-related restrictions amid uncertainty regarding the recovery of business, many people’s wealth, earnings, and purchasing power were reduced.  As such, the sales of luxury goods & services (like autos) would drop.                                                                   
Source: https://www.fm-magazine.com/news/2020/apr/business-sectors-boosted-by-coronavirus-concerns.html (accessed in July 2024)
Question 6

Based on cross-cultural variations in the different countries, what marketing strategies would be appropriate for the clients? 

Global targeting with a blend of “local adaptation” and “global reach”, by integrating the 4Ps' strategy, could be appropriate for the client. 

Activity 5: Case Study 

(a) Using catering services embedded with kids playgrounds, describe the steps in the consumer buying decision process

1. Need recognition/stimulus: to seek a place to spend a holiday with kids, to spend a family day at weekends, to hold a kids and friends’ gathering,                        

2. Information search: e.g. personal source such as friends and relatives,   commercial sources such as websites and magazines, mass media such  as Consumer Council and consumers’ comments                       
3. Formulate & evaluate alternatives: e.g. comparing of prices,            reputation, variety of services (attractions in playground), safety,       choices & quality of food provided, etc.                               
4. Purchase decision: e.g. decisions on which restaurant offering similar   services to patronise according to the evaluation results               
5. Post-purchase behavior: e.g. return and buy services again if the        services match expectation/can satisfy needs; switch to another       restaurant of same type or lodge complaints if the services fall below expectation/fail to satisfy needs                                   
(b) Explain two socio-cultural factors affecting the buying decisions of Food & Fun’s customers 
· Culture: beliefs, values, and customs, e.g. people enjoy close family bonding, family activities are widely accepted in society as a way to        enhance social and family relationship                                   
· Social class: occupation, education and income, e.g. customers having satisfactory income with high purchasing power will choose branded or high quality restaurants with hygienic environment and good services                               
· Reference group: e.g. customers will seek advice and suggestions from  friends, family                                                     
Activity 6: 
Differences between Business Markets and Consumer Markets
	Differences in
	Consumer Market
	Business Market 

	A. Complexity of buying decisions
	1. Professionalism of Buying 
	Layperson
	Professional 

	
	2. Product Complexity
	Less complex 
	More complex 

	
	3. Buying process
	Simpler personal decision 
	Formalised procedures

	B. Nature of demand 
	4. Number of Buyers
	More 
	Fewer

	
	5. Size of Buyers
	Smaller 
	Larger 

	
	6. Demand is derived from
	Ultimate user/ end user 
	Market needs for production and operation 

	c. Relationship between buyer & seller 
	7. Supplier-customer

Relationship
	Less close 
	Closer

	D. Price sensitivity of buyers
	8. Elasticity of Demand
	Elastic 
	Inelastic 
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Activity 7: Debate 
For Arguments:
1. The fundamentals of both types of marketing are essentially the same because they are concerned with satisfying consumer needs and wants.
2. Both types of marketing are conceptually entailing an exchange, which is the fundamental of marketing.
3. Both types of marketing are fundamentally requiring the product, price, place, and promotion decisions. 
4. Both types of marketing are strategically similar because the important concepts of “market segmentation”, “target marketing” and “market positioning” are all still valid.
5. Although business marketing and consumer marketing can differ in some ways, such as market characteristics, product or service characteristics, buying process characteristics, and marketing mix characteristics, they fundamentally involve the processes of creating, capturing, communicating, and delivering value to customers and for managing customer relationships.
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Against Arguments: 
1. At the first glance, business buying process looks similar to the consumer process, but it is really quite different, because of its formality (formal rules, procedures, policy, and constraints).

2. Business marketing is really different from consumer marketing because there are key differences in product complexity, product range, demand nature, elasticity of demand, size and number of buyers.

3. Business marketing is obviously different from consumer marketing because one important issue is the professionalism of their purchasing (with well-trained personnel).

4. Clearly, business marketing is different from consumer marketing because the buying objectives, buying criteria, buyer-seller relationships, supply partnerships, and multiple buying influences within organisations make the former different from the latter. 

5. There are strategy differences because business marketing must take into account the supply and demand for a certain kind of product, the industry that you are a part of, the industry you are trying to sell to, and trends in the broader market environment. 

6. The market information is significantly different. There are many databases available to tell a company about consumers and on consumer products. But information for the business market, which is generally qualitative rather than quantitative, is often hard to get.
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