Consumer Behaviour Schiffman

consumer behaviour schiffman: An In-Depth Exploration of Consumer Decision-Making Processes
Understanding consumer behaviour is fundamental for marketers aiming to develop effective strategies that
resonate with their target audiences. Among the numerous frameworks and models available, Schiffman's
approach to consumer behaviour stands out due to its comprehensive insights into how consumers think, feel,
and act in the marketplace. This article delves into the core principles of Schiffman's consumer behaviour
model, explores its components, and discusses its practical applications for businesses seeking to enhance
their marketing efforts.

Overview of Consumer Behaviour Schiffman

Consumer behaviour Schiffman refers to the systematic study of how individuals or groups select, purchase,
use, and dispose of products, services, ideas, or experiences to satisfy their needs and desires. Schiffman’s
model emphasizes the psychological, social, and environmental factors that influence consumer decisions. It
recognizes that consumer behaviour is complex, often influenced by a myriad of internal and external
variables. This approach is rooted in understanding the consumer as a rational and emotional being whose
purchasing decisions are affected by a combination of motives, perceptions, attitudes, and social influences.
Schiffman’s model integrates various theories from psychology, sociology, and marketing, providing a holistic
view of consumer decision-making.

Core Components of Schiffman’s Consumer Behaviour
Model

Schiffman’s model can be broken down into several interconnected components that collectively influence
consumer behaviour:

1. Internal Influences

- Motivation: The driving force behind consumer actions. Motivations can be physiological, safety-related,
social, esteem, or self-actualization needs. - Perception: How consumers interpret information and stimuli from
their environment. - Learning and Memory: Past experiences that shape current behaviour. - Attitudes and
Beliefs: Consumers’ evaluations and perceptions about products or brands. - Personality and Self-Concept:
Individual traits influencing preferences and choices.

2. External Influences

- Culture: Shared values, norms, and customs that influence consumer behaviour. - Social Class:
Socioeconomic status affecting access and preferences. - Reference Groups: Friends, family, colleagues, or
celebrities that influence opinions. - Situational Factors: Purchase environment, time constraints, and physical
surroundings.

3. Decision-Making Process

Schiffman outlines a series of stages that consumers typically go through when making a purchase decision: 1.
Problem Recognition: Recognizing a need or desire. 2. Information Search: Gathering data about potential
solutions. 3. Evaluation of Alternatives: Comparing options based on various criteria. 4. Purchase Decision:
Choosing a product or service. 5. Post-Purchase Behaviour: Satisfaction, feedback, and potential repeat

© gr-qa.cbsnorthstar.com Consumer Behaviour Schiffman 1



purchases.

Understanding Consumer Motivation in Schiffman’s
Model

Motivation is at the heart of Schiffman’s consumer behaviour framework. It determines why consumers behave
the way they do. Schiffman emphasizes that understanding consumer motivation helps marketers predict
behaviour and tailor their messages accordingly.

Types of Consumer Motivation

- Physiological Needs: Food, water, shelter. - Safety Needs: Security, stability. - Social Needs: Love, friendship,
belonging. - Esteem Needs: Status, recognition. - Self-Actualization: Personal growth, self-fulfillment.
Marketers can tap into these various motivators by aligning their products and messages with the underlying
needs of their target audiences.

Perception and Its Role in Consumer Behaviour

Perception involves the process by which consumers select, organize, and interpret information. Schiffman’s
model suggests that perception significantly influences consumer responses to marketing stimuli.

Key Perception Processes

- Selective Exposure: Consumers deliberately choose which information to pay attention to. - Selective
Attention: Focusing on certain stimuli while ignoring others. - Selective Interpretation: Assigning meaning to
information based on personal biases and experiences. Marketers should craft messages that align with
consumers’ perceptions, ensuring clarity and positive associations.

Learning and Memory in Consumer Decision-Making

Past experiences and learning play crucial roles in shaping future behaviour. Schiffman notes that consumers
learn from their interactions with products, advertising, and social environments.

Types of Learning

- Classical Conditioning: Associating a product with a positive stimulus. - Operant Conditioning: Rewards or
punishments influencing behaviour. - Observational Learning: Learning by watching others. Effective
marketing campaigns often leverage these learning mechanisms to build brand loyalty and influence purchase
decisions.

Attitudes, Beliefs, and Consumer Preferences

Consumers develop attitudes based on their beliefs and experiences. Schiffman highlights that positive
attitudes toward a brand or product increase the likelihood of purchase, while negative attitudes deter
consumers. Factors Affecting Attitudes: - Personal experiences - Advertising and promotions - Word-of-mouth
recommendations - Cultural influences Marketers aim to shape consumer attitudes through persuasive
communication, ensuring their brand is viewed favorably.



Personality and Self-Concept in Consumer Behaviour

Individual personality traits and self-concept significantly impact purchasing patterns. According to Schiffman,
consumers select products that reflect their personality and help reinforce their self-image. Implications for
Marketers: - Tailoring products to different personality types - Creating branding that aligns with consumers’
self-concept - Developing advertising messages that resonate with target segments

External Influences and Their Impact on Consumer
Choices

External factors shape the context in which consumers make decisions. Schiffman emphasizes the importance
of understanding these influences to predict behaviour accurately.

Key External Factors

- Cultural Norms: Influence beliefs, values, and consumption patterns. - Social Class: Affects access to goods
and preferences. - Reference Groups: Peer groups, family, celebrities. - Situational Factors: Purchase
environment, time pressure, availability. Marketers often segment markets based on these external influences
to craft targeted strategies.

The Consumer Decision-Making Process According to
Schiffman

The decision-making process is a sequential flow, but it can also be non-linear, influenced by various internal
and external factors.

Stages of Consumer Decision-Making

1. Problem Recognition: The consumer perceives a need or gap. 2. Information Search: Gathering product
details, reviews, and alternatives. 3. Evaluation of Alternatives: Comparing features, prices, and benefits. 4.
Purchase Decision: Selecting and buying the product. 5. Post-Purchase Behaviour: Satisfaction, feedback, and
potential loyalty. Marketers can influence each stage through targeted marketing tactics, such as informative
advertising, trial offers, and after-sales service.

Practical Applications of Schiffman’s Consumer
Behaviour Model

Understanding Schiffman’s model equips marketers with tools to develop strategies that effectively influence
consumer behaviour.

Developing Consumer-Centric Strategies

- Market Segmentation: Based on internal and external influences. - Targeted Communication: Tailoring
messages to specific motives, perceptions, and attitudes. - Product Positioning: Aligning product attributes
with consumer needs and self-concept. - Customer Engagement: Creating experiences that reinforce positive
learning and attitudes.
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Enhancing Marketing Effectiveness

- Conducting consumer research to understand motivational factors. - Designing advertisements that resonate
with consumers’ perceptions and attitudes. - Offering personalized experiences based on personality and
lifestyle. - Monitoring post-purchase satisfaction to foster loyalty.

Conclusion

Schiffman’s consumer behaviour model provides a comprehensive framework for understanding the
multifaceted nature of consumer decision-making. By examining internal influences such as motivation,
perception, learning, and attitudes alongside external factors like culture and social influences, marketers can
better predict and influence consumer behaviour. The model’s emphasis on the decision-making process
stages offers practical insights into how businesses can tailor their strategies at each point to enhance
customer satisfaction, build brand loyalty, and ultimately drive sales. Embracing the principles of consumer
behaviour Schiffman enables companies to develop more effective, consumer-focused marketing initiatives
that resonate in an increasingly competitive marketplace.

Consumer Behaviour Schiffman is a foundational concept and a comprehensive framework that explores how
consumers make decisions, interpret information, and develop preferences in the marketplace. As a core
subject within marketing and business studies, understanding consumer behaviour is crucial for companies
aiming to tailor their products, services, and marketing strategies effectively. Schiffman’s approach to
consumer behaviour has been influential in shaping modern marketing theories, offering both academic
insights and practical applications that help businesses better understand their target audiences. This article
delves into the various facets of consumer behaviour as outlined by Schiffman, examining key theories,
models, and practical implications. Whether you are a student, marketer, business owner, or researcher,
gaining a thorough understanding of Schiffman’s perspective on consumer behaviour will enhance your ability
to craft strategies that resonate with consumers’ needs, desires, and habits.

Understanding the Foundations of Consumer Behaviour
According to Schiffman

Schiffman’s exploration of consumer behaviour begins with the recognition that consumers are complex
individuals influenced by a multitude of factors. The core idea revolves around understanding how consumers
process information, make choices, and develop loyalty. Schiffman emphasizes that consumer behaviour is not
merely about buying and selling but involves psychological, social, and cultural dimensions that shape
consumer actions. Key Concepts in Schiffman’s Consumer Behaviour Model: - Motivation: The driving force
behind consumer actions. Schiffman categorizes motivations into physiological, psychological, and social
needs. - Perception: How consumers interpret marketing stimuli. Perception filters influence what consumers
notice and how they interpret information. - Learning: Changes in behaviour resulting from experience.
Schiffman highlights that consumer learning influences future purchasing decisions. - Attitudes and
Preferences: Consumers develop attitudes based on their perceptions and experiences, which directly impact
buying choices. - Decision-Making Process: The steps consumers go through, from recognizing a need to post-
purchase evaluation. Features: - Multi-faceted approach integrating psychological, social, and cultural factors.
- Emphasis on the dynamic nature of consumer behaviour. - Recognition that consumer behaviour is influenced
by internal and external stimuli.

Models and Theories of Consumer Behaviour in



Schiffman’s Framework

Schiffman integrates several models to explain the complexities of consumer behaviour. These models serve as
tools for marketers to predict and influence consumer actions.

The Engel-Kollat-Blackwell Model

This is one of the most comprehensive models discussed by Schiffman, which illustrates the consumer
decision-making process. Stages in the Model: 1. Problem Recognition: Identifying a need or want. 2.
Information Search: Gathering knowledge from internal (memory) and external sources (ads, friends). 3.
Evaluation of Alternatives: Comparing options based on attributes. 4. Purchase Decision: Choosing the product
or service. 5. Post-Purchase Behaviour: Reflection, satisfaction, or dissatisfaction. Pros: - Offers a detailed view
of consumer decision process. - Emphasizes the importance of external influences like marketing
communication. Cons: - Can be overly complex for quick decision scenarios. - May assume rationality that
doesn't always reflect consumer behaviour.

The Theory of Reasoned Action (TRA) and Theory of Planned
Behaviour (TPB)

Schiffman discusses these theories to explain how attitudes influence behaviour. Key Points: - Behaviour is
driven by behavioural intentions. - Intentions are shaped by attitudes toward the behaviour and subjective
norms. - TPB adds perceived behavioural control, accounting for external factors that facilitate or inhibit
actions. Features: - Useful for predicting deliberate actions. - Highlights the role of social influences and
perceived control.

Factors Influencing Consumer Behaviour

Schiffman emphasizes that multiple factors shape consumer choices, which can be broadly categorized into
internal and external influences.

Internal Factors

- Psychological Factors: Motivation, perception, learning, attitudes, personality. - Personal Factors: Age,
gender, income, lifestyle, values.

External Factors

- Cultural Factors: Culture, subculture, social class. - Social Factors: Family, reference groups, opinion
leaders. - Situational Factors: Purchase environment, time constraints, physical surroundings. Pros: -
Recognizes the complex interplay of various influences. - Aids marketers in segmenting audiences based on
these factors. Cons: - External factors can be unpredictable. - Internal factors require deep understanding of
individual psychology.

Consumer Decision-Making Process

Schiffman’s detailed breakdown of the decision-making process provides valuable insights for marketers
aiming to influence each stage.
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Stages in Detail:

- Need Recognition: Triggered by internal stimuli (hunger, desire) or external stimuli (advertisement). -
Information Search: Consumers seek information from diverse sources, including online reviews, friends, and
advertising. - Evaluation of Alternatives: Comparing options based on price, quality, brand reputation. -
Purchase: The actual buying act, influenced by availability, sales promotions, and perceived value. - Post-
Purchase Behaviour: Includes satisfaction, cognitive dissonance, and potential repurchase. Implications for
Marketers: - Effective advertising can stimulate need recognition. - Providing accessible and comprehensive
information influences evaluation. - Post-sale follow-up can foster loyalty. Pros: - Systematic approach to
understanding consumer journey. - Highlights touchpoints for marketing intervention. Cons: - Not all decisions
follow a linear path. - Emotions and subconscious factors can override rational steps.

Customer Satisfaction and Loyalty

Schiffman underscores the importance of post-purchase satisfaction in building long-term consumer
relationships. Satisfied customers are more likely to become repeat buyers and brand advocates. Factors
Affecting Satisfaction: - Product quality and performance. - Expectations versus actual experience. - Customer
service and communication. Strategies for Enhancing Satisfaction: - Providing consistent quality. - Engaging in
personalized communication. - Addressing complaints promptly. Pros: - Customer satisfaction directly
correlates with profitability. - Loyal customers generate positive word-of-mouth. Cons: - High expectations can
lead to dissatisfaction if not managed properly. - Satisfaction does not always guarantee loyalty due to
competitive alternatives.

Applications of Schiffman’s Consumer Behaviour
Concepts

Schiffman’s theories and models are widely applied across various marketing functions.

Market Segmentation and Targeting

By understanding consumer behaviour, companies can identify distinct segments based on psychological,
social, or behavioural traits. For example: - Lifestyle-based segments. - Decision-making styles.

Product Positioning

Positioning strategies can be tailored to reflect consumer perceptions and attitudes, ensuring the brand aligns
with consumer values and preferences.

Advertising and Promotion

Messages are crafted to appeal to consumers’ motivations and perceptions, increasing engagement and
conversion rates. Features: - Data-driven segmentation enhances marketing efficiency. - Positioning creates a
competitive advantage. Pros: - Better alignment with consumer needs. - Increased ROI on marketing
investments. Cons: - Over-segmentation can complicate campaign management. - Consumer behaviour can
shift over time, requiring ongoing analysis.

Critiques and Limitations of Schiffman’s Approach

While Schiffman’s framework is comprehensive and widely respected, critics argue that it has limitations.



Main Critiques: - Assumes rational decision-making, which may not always be true due to emotional or
impulsive factors. - Models can be too static, not accounting for rapidly changing digital environments. -
Overemphasis on individual decision-making, possibly underestimating social or cultural influences. Features
of Limitations: - May require adaptation for digital and social media landscapes. - Less effective in explaining
spontaneous or impulse purchases.

Conclusion

Consumer Behaviour Schiffman offers an in-depth, multidimensional perspective on how consumers think, feel,
and act in the marketplace. Its integration of psychological, social, and cultural factors provides a robust
foundation for developing effective marketing strategies. The models and theories discussed help marketers
understand the intricacies of consumer decision processes, enabling targeted interventions at various stages.
Despite some limitations, Schiffman’s approach remains a cornerstone in consumer behaviour studies, guiding
businesses in creating customer-centric marketing practices. As markets evolve with technological
advancements and shifting consumer expectations, continuous adaptation of Schiffman’s principles will be
necessary to stay relevant. Overall, understanding consumer behaviour through Schiffman’s lens is essential
for anyone aiming to succeed in a competitive and dynamic marketplace. In Summary: - Schiffman’s consumer
behaviour framework combines psychological, social, and cultural insights. - It provides practical models like
the Engel-Kollat-Blackwell Model and theories such as TRA and TPB. - Recognizing internal and external
influences helps marketers craft personalized strategies. - The decision-making process outlined by Schiffman
offers a roadmap for influencing consumer choices. - While comprehensive, the approach benefits from
ongoing adaptation to digital trends and impulsive behaviours. By mastering these concepts, marketers and
business leaders can better anticipate consumer needs, foster loyalty, and ultimately drive business growth in
an increasingly complex environment.

Questions & Answers About consumer behaviour

schiffman

No Question Answer

1 What are the key concepts of Schiffman emphasizes understanding how consumers make
consumer behaviour according to decisions, their buying patterns, motivations, perceptions, and
Schiffman? the influence of social and cultural factors on their purchasing

behavior.

2 How does Schiffman categorize Schiffman categorizes decision-making into various processes
consumer decision-making such as routine response behavior, limited problem solving, and
processes? extensive problem solving, depending on the level of consumer

involvement and complexity of the purchase.

3 What role does motivation play in Motivation is central in Schiffman's model, as it drives
Schiffman's consumer behaviour consumers to recognize needs and seek solutions, influencing
model? their purchase decisions and brand preferences.

4 How does Schiffman explain the Schiffman highlights that social influences like family, friends,
impact of social influences on social class, and peer groups significantly affect consumers'
consumer behaviour? attitudes and purchasing decisions through social norms and

group pressures.

5 What is the significance of Perception is crucial because it shapes how consumers interpret
perception in Schiffman's approach | information and stimuli from the environment, affecting their
to consumer behaviour? attitudes towards products and brands.

6 How does Schiffman suggest Marketers can influence consumer behaviour by understanding
marketers can influence consumer decision-making processes, targeting motivational factors,
buying behaviour? managing perceptions, and leveraging social influences

effectively.
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7 What is the role of learning in Learning in Schiffman's framework refers to the process by

Schiffman's consumer behaviour which consumers acquire knowledge and experience that
framework? influence future buying decisions and brand loyalty.

8 How does Schiffman differentiate Internal influences include psychological factors like
between internal and external perception, motivation, and attitudes, while external influences

influences on consumer behaviour? | encompass social, cultural, and environmental factors affecting
consumer choices.

9 In what ways does Schiffman Schiffman emphasizes that cultural values, beliefs, and norms
incorporate cultural factors into shape consumer preferences and behaviors, making it essential
consumer behaviour analysis? for marketers to understand cultural contexts for effective

targeting.

10 | Why is understanding consumer Understanding consumer behaviour helps marketers develop
behaviour according to Schiffman better strategies, tailor marketing messages, and create
important for marketers? products that meet consumer needs more effectively, leading to

increased sales and brand loyalty.

consumer behavior, marketing, consumer psychology, purchasing decisions, decision making, consumer
insights, marketing strategies, consumer research, buyer behavior, market segmentation
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