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Marketing Management at Cisco



What Influences Consumer Behavior?

Consumer behavior is the study of how individuals,

groups, and organizations select, buy, use, and

dispose of goods, services, ideas, or experiences to

satisfy their needs and wants.

Marketers must fully understand both the theory and

the reality of consumer behavior. A consumer’s

buying behavior is influenced by cultural, social, and

personal factors. Of these, cultural factors exert the

broadest and deepest influence.



Cultural Factors

Culture, subculture, and social class are particularly

important influences on consumer buying behavior.

Culture is the fundamental determinant of a person’s

wants and behavior. Through family and other key

institutions, a child growing up in the United States is

exposed to values such as achievement and success,

activity, efficiency and practicality, progress, material

comfort, individualism, freedom, external comfort,

humanitarianism, and youthfulness. A child growing

up in another country might have a different view of

self, relationship to others, and rituals.



Social classes are relatively homogeneous and

enduring divisions in a society, hierarchically ordered

and with members who share similar values,

interests, and behavior. One classic depiction of

social classes in the United States defined seven

ascending levels: (1) lower lowers, (2) upper lowers,

(3) working class, (4) middle class, (5) upper middles,

(6) lower uppers, and (7) upper uppers.4 Social class

members show distinct product and brand

preferences in many areas.



Social Factors

In addition to cultural factors, social factors such as

reference groups, family, and social roles and

statuses affect our buying behavior.



Reference Groups A person’s reference groups are

all the groups that have a direct (face-toface) or

indirect influence on his or her attitudes or behavior.

Groups having a direct influence are called

membership groups. Some of these are primary

groups with whom the person interacts fairly

continuously and informally, such as family, friends,

neighbors, and coworkers. People also belong to

secondary groups, such as religious, professional,

and trade-union groups, which tend to be more formal

and require less continuous interaction.



• Cliques

• Family

• Roles and Status



Personal Factors

Personal characteristics that influence a buyer’s

decision include age and stage in the life cycle,

occupation and economic circumstances, personality

and self-concept, and lifestyle and values.



• Age and Stage in the Life Cycle

• Occupation and Economic Circumstances

• Personality and Self-Concept

• Lifestyle and Values



Motivation



Perception

A motivated person is ready to act—how is influenced

by his or her perception of the situation.

In marketing, perceptions are more important than

reality because they affect consumers’ actual

behavior. Perception is the process by which we

select, organize, and interpret information inputs to

create a meaningful picture of the world. Consumers

perceive many different kinds of information through

sight, sound, smell, taste, and feel.



Learning

When we act, we learn. Learning induces changes in

our behavior arising from experience. Most human

behavior is learned, though much learning is

incidental. Learning theorists believe learning is

produced through the interplay of drives, stimuli,

cues, responses, and reinforcement. A drive is a

strong internal stimulus impelling action. Cues are

minor stimuli that determine when, where, and how a

person responds.



Emotions

Consumer response is not all cognitive and rational;

much may be emotional and invoke different kinds of

feelings. A brand or product may make a consumer

feel proud, excited, or confident. An ad may create

feelings of amusement, disgust, or wonder



Memory

Cognitive psychologists distinguish between short-

term memory (STM)—a temporary and limited

repository of information—and long-term memory

(LTM)—a more permanent, essentially unlimited

repository. Most widely accepted views of long-term

memory structure assume we form some kind of

associative model. For example, the associative

network memory model views LTM as a set of nodes

and links





The Consumer Buying Decision Process





What is Organizational Buying?

Many marketers sell not to consumers but to

organizational buyers.

Frederick E. Webster Jr. and Yoram Wind define

organizational buying as the decision-making process

by which formal organizations establish the need for

purchased products and services and identify,

evaluate, and choose among alternative brands and

suppliers. The business market differs from the

consumer market in a number of ways.



The Business Market versus the Consumer 
Market



Participants in the Business Buying Process

• Initiators—Users or others in the organization who

request that something be purchased.

• Users—Those who will use the product or service.

In many cases, the users initiate the buying

proposal and help define the product requirements.

• Influencers—People who influence the buying

decision, often by helping define specifications and

providing information for evaluating alternatives.

• Deciders—People who decide on product

requirements or on suppliers.



• Approvers—People who authorize the proposed
actions of deciders or buyers.

• Buyers—People who have formal authority to
select the supplier and arrange the purchase terms.
Buyers may help shape product specifications, but
they play their major role in selecting vendors and
negotiating. In more complex purchases, buyers
might include high-level managers.

• Gatekeepers—People such as purchasing agents
and receptionists who have the power to prevent
sellers or information from reaching members of
the buying center.







REFLEKSI 

• Informasi penting hari ini

• Manfaat penting dari informasi penting hari ini

• Tindak lanjut yang dapat saudara lakukan



Any Questions?

Thank You! 




