STUDENT WORKBOOK
CONSUMER BEHAVIOUR

S
\‘z«ﬁg&

X
7

NORWIDAYATI BT. AHMAD@NASIMAN



STUDENT WORKBOOK

" CONSUMER B R \*
‘ygzo su EHAVIOUR \

B
L



©ePembelajaran Politeknik Merlimau

Writer
Norwidayati bt. Ahmad@Nasiman

Published in 2023

All rights reserved. No part of this publication may be reproduced,
distributed, or transmitted in any form or by any means, including
photocopying, recording, or other electronic or mechanic methods,
without the prior written permission of the writer, except in the case of
brief quotations embodied in reviews and certain other non-commercial
uses.

Perpustakaan Negara Malaysia

Published by:

Politeknik Merlimau, Melaka
Kementerian Pendidikan Tinggi,
77300 Merlimau,

Melaka



EDITORIAL BOARD

Managing Editor
Nurol Aleyzan binti Ghazali
Hafizah binti Hussin
Khairani bt. Arshad

Editor
Halizah binti Alwi
Mohd Razali bin Hasam

Designer
Norwidayati bt. Ahnmad@Nasiman

Proofreading & Language Editing
Nazila binti Adip



ACKNOWLEDGEMENT

At the very outset, | would like to thank God Almighty Allah S.W.T for
enabling me to complete this workbook promptly. This workbook
would have not seen the light of day without the support and

inspiration of many individuals.

My gratitude goes to my Head of Department,
Puan Maria binti Mohd Yatim,

and my mentor, Puan Haniza binti Baharom for her invaluable
advice and guidance. A special note of thanks also goes to my

colleague, Team Diploma Pemasaran for their support and

motivation.
| would like to give special thanks to my beloved mother,
Puan Hjh Saudah binti Md. Pahrolrazi and my family as a whole for
their prayers, motivation, and inspiration in completing this

workbook.
| hope that this workbook will be a good learning aid, especially for

students who take consumer behaviour course.

Lots of love,

[ eo: o



PREFACE

Student Workbook Consumer Behaviour has been written by the
author as the foundation and guidance to Diploma in Marketing
students.

This workbook has been written to make the learning process

engaging with compelling topics.

This workbook aims to provide student with a systematic revision
after completed the topic. | tried my best to meet the needs of the
students by providing a workbook to help student to understand
clearly each topic. This workbook is written according to content of

curriculum and syllabus of Politeknik Malaysia.

With this workbook, | hope that student can use workbook as a

supportive material as my aim when written this workbook.
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QUICK FACT TOPIC1

INTRODUCTION TO CONSUMER BEHAVIOUR

n CONSUMER BEHAVIOUR

Consumer behaviour is the study of consumers’ choices during

searching, evaluating, purchasing, and using products and services that
they believe would satisfy their needs.

FACTORS INFLUENCE THE GROWTH OF
CONSUMER BEHAVIOUR

Short period of product life cycle

Environmental protection

Consumer protection

Public policies

The growth of international marketing

The growth of non-profit marketing development
The growth of computer techniques and statistics

n CONSUMER BEHAVIOUR APPLICATION SHOP

Market Segmentation H—‘
Market segmentation can be defined as the process of dividing a market

into distinct subset of consumers with common needs or characteristics e
and selecting one or more segments to target with a distinct marketing /

mix. A
Marketing Plan

A marketing plan is a written document that describes and guides an
organization's or a product's marketing strategies, techniques, and
programmes - for selling their products and services over a set period
of time, usually a year.

De’ Marketing

The De' marketing is defined as a strategy for reducing demand by
discouraging the consumption or usage of things that are harmful to
one's health.



TOPIC 1

INTRODUCTION OF CONSUMER BEHAVIOUR

1.1UNDERSTAND CONSUMER BEHAVIOUR

Write down the definition of Consumer Behaviour by using the picture
below.
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Define FOUR (4) interdisciplinary study of consumer behaviour.
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1.2 FACTORS INFLUENCE THE GROWTH OF CONSUMER BEHAVIOUR

Write down the factors that influence the growth of consumer
behaviour.

esss——————————eeeeesssssssssss——— WORKBOOK CONSUMER BEHAVIOUR 3



1.3 CONSUMER BEHAVIOUR APPLICATION

Determine consumer behaviour application in:

9

/I

a. Market segmentation is

FOUR bases for segmentation:

eeseeee—e———eesessssssssssss——— WORKBOOK CONSUMER BEHAVIOUR 4



FOUR bases for segmentation:

c. De- marketing is




STRUCTURE QUESTION *\

State FIVE (5) environmental protection that can influenced the
growth of consumer behaviour. (5 marks)



QUICK FACT TOPIC 2

CONSUMER DECISION MAKING PROCESS

STAGES IN ADOPTION PROCESS
Awareness (introduction stage) ? ?

Consumer is being exposed to the product innovation for the first time.
Consumer is first exposed to the product innovation through word of
mouth or mass media. Consumer finds out about the existence of a
product but has little information and no well- formed attitudes about it.

Interest (information-gathering stage)
Consumer is interested in the product and start searches for additional
information about the new product.

Evaluation (consideration stage)

The consumer has gathered enough information to determine if he wants
to try this product or not. During the evaluation process, the consumer
decides if the benefits are worth the cost.

Trial (sampling stage)

A consumer who gets to this stage of the adoption process has decided

that the new product might suit his or her needs and makes the effort to
try the product. The consumer tests or tries the product to determine its
utility.

Adoption / Rejection (buy or not buy stage)

At this stage of the adoption process, the consumer decides if the
product has value or not. If the consumer does not find value in the
product, he or she will not buy it again. If the product gives the consumer
value or solves a problem, they will likely become a repeat customer.

TYPES OF ADOPTERS

Innovators

The innovators are the earliest consumers who will go to the store to buy it. They are
likely to be opinion leaders who will share information with other consumers on the
new product that they have purchased.

Early adopters
Consumers will acquire the new product soon once it is introduced to the market
(but not as early as the innovators).

Early majority
The early majority is made up of people in the first half of the market who would buy a new product
after waiting a long time in the hopes that the price would come down.

Late majority
The late majority wait until an innovation has been accepted by a majority of consumers and the price
has dropped to adopt the new product.

Laggards
Laggards are comfortable with what they have and accept new products unenthusiastically and only
because they feel compelled to.



TOPIC 2
CONSUMER DECISION MAKING PROCESS

2.1 THE CONCEPT OF CONSUMER DECISION MAKING

Define consumer decision making

‘
@ .6

N '/

Write down the individual role in buying decision process

d

26262

N

g J L
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Describe a model of the consumer decision making process?

Stage One

Stage Two

Stage Four

'Sl Stage Three

' Stage Five

eeseeee—e———eesessssssssssss——— WORKBOOK CONSUMER BEHAVIOUR 8



2.2 CONSUMER'S ACCEPTANCE OF NEW PRODUCTS AND SERVICES

Interpret FIVE (5) new product characteristics that influence consumer
acceptance?

Definition of difussion:

' ] ] ]
’ ’ ’ ’
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Explain stages in adoption process

es——e——sesesesssssssssssss———— \WORKBOOK CONSUMER BEHAVIOUR 10



Write down the types of adopters.

Eassssssssssssssssssssssssssssssssmmm  WORKBOOK CONSUMER BEHAVIOUR 11



STRUCTURE QUESTION

With brand-new products constantly emerging, it can be hard to keep track
of what things to sell in 2022, the secret to selling new popular products is
to find winning products before they become mainstream.

Once a new product comes out and is known as a success, the competition
gets fierce. Determine TWO (2) new product characteristics that influence
consumer acceptance. (5 marks)



STRUCTURE QUESTION

Decision is the selection of an option from two or more alternatives choices.
Write with explanation any TWO (2) stages in the consumer decision making
process. (5 marks)



QUICK FACT TOPIC 3

INDIVIDUAL FACTORS

MOTIVATION

Motivation is the driving force within the individuals that impels them
to take action. This driving force is produced by state of tension, which
exists as the result of an unfulfilled need.

ABRAHAM MASLOW (HIERARCHY OF NEEDS) DAVID MCCLELLAND (TRIO OF NEEDS)
A:hs.::ik.::;::::i:.:.l, A Need for Affiliation
Esteem Needs :

Friendships, Intimacy Need for Power

&Family -.&

Personal & Financial
Security, Wellbeing

Need for Achievement

Physiological Needs

PERSONALITY

Personality can be defined as the inner psychological characteristics
that both determine and reflect how a person responds to his or her
environment.

&

Id

The id operates based on the pleasure
principle, which stresses on immediate
fulfillment of needs.

FREUDIAN THEORY

B £ Freudian theory

g g Trait th Ego

= 8 rait tneory It may function as an internal monitoring
c & Self-concept theory mechanism that aims to equalize the id’s

impulsive demands and the superego’s socio-
cultural constraints.

Superego
The super ego is a kind of brake that restrains
or inhibits the impulsive forces of the id.

PERCEPTION

The process by which an individual select, organizes and interprets
stimuli into a meaningful and coherent picture of the world.




QUICK FACT TOPIC 3

INDIVIDUAL FACTORS

LEARNING

The process by which individuals acquire the purchase and
consumption knowledge and experience that they apply to future

related behaviour.

¢

Motivation is a process performed by individuals in order to identify the needs of

ELEMENTS OF LEARNING
Motivation
themselves.
N/
‘\ /— Cues

Cues are the stimuli that will direct a consumer towards fulfilling his needs,

especially when the cues are able to match with the consumer’s expectations.

Response

Response refers to how an individual reacts or behaves to fulfill his needs. A need or
motive may evoke a whole variety of responses.

Reinforcement
Reinforcement increases the chances for individuals to respond towards the cues in

the future. An individual will keep trying to get information or knowledge, if they

promised a reinforcement.

CLASSIEAL EONDITIONING THEORY 1. Before Conditioning ane 2. Before Conditioning -
Ivan Pavlov, Russian psychologist was the first E P
to describe conditioning and to propose it as W cerowEr $) Hol ‘RECEONSE
. Food Salivation No Salivation
a general model of how Iearnlng occurs. He Unconditioned Unconditioned Neutral No Conditioned
. . Stimulus Response Stimulus Response
described the general model of how learning
. 3. During Conditioning 4. After Conditioning -
occurs. According to Pavlov theory, v R
ere . . - ] -
conditioned learning results when a stimulus !2 € !2 ¢
that is paired with another stimulus that elicits PG response ) = reseonse b
Bell  Food Salivation Bell Salivation
a known response serves to produce the Unconditioned Conditioned Conditioned
same response when used alone. Response Stimlos Response

ATTITUDE

Attitude is a learned predisposition to behave in a consistently

favorable or unfavorable way toward a given object.

CHARACTERISTICS OF ATTITUDE

e Attitude involves object
e Attitude involves learning
e Attitude involve consistency

e Attitude involves situational circumstances




TOPIC 3

INDIVIDUAL FACTORS

3.1MOTIVATION

1

Discuss motivation theories ‘ : j

What are the FIVE (5) levels of Maslow hierarchy of needs?

Eassssssssssssssssssssssssssssssssmmm  WORKBOOK CONSUMER BEHAVIOUR 14



What are the THREE (3) types of needs by David McClelland?

—
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STRUCTURE QUESTION *\

State FIVE (5) human needs as listed by Abraham Maslow. (5 marks)



3.2 PERSONALITY

FE Definition

il

How are you?

> =, 2l T2
—
/\J w E—

Interpret the nature of personality




SSSSSS

theories of personality

1 }
I }
I )
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STRUCTURE QUESTION w

Describe TWO (2) characteristics of personality. (5 marks)



3.3 PERCEPTION

FE Definition

Identify the stages of perception

—

00 T

4
—
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List down internal and external factors influencing perception

INTERNAL FACTORS

DON'T FORGET

EXTERNAL FACTORS

21



STRUCTURE QUESTION

Perception are the process by which an individual select, organizes and
interprets stimuli into meaningful coherent picture of the world. Explain any
FIVE (5) external factors that influence the perception. (10 marks)



3.4 SEEK LEARNING

r[j Definition

Explain elements in consumer learning

¢¢ —_—
| =7
—O—{————0——
Elements
of learning

23




Discuss theory of learning

esss——————————eeeeesssssssssss——— WORKBOOK CONSUMER BEHAVIOUR 24



STRUCTURE QUESTION *\

Ali plans to buy the latest Trendy shoes. He referred to the learning factor to
help choosing the Trendy models available. With a suitable example, apply
FOUR (4) elements of learning. (10 marks)



3.5 ATTITUDE

Definition

i

Characteristics of attitude

eeseeee—e———eesessssssssssss——— WORKBOOK CONSUMER BEHAVIOUR 26



Discuss strategies of attitude change

WORKBOOK CONSUMER BEHAVIOUR 27




STRUCTURE QUESTION

Attitude is a learned predisposition to behave in a consistently favourable or
unfavourable manner with respect to a given object. Discuss FOUR (4) basic
motivational functions of attitudes. (10 marks)



QUICK FACT TOPIC 4

ENVIRONMENTAL FACTORS

THE INFLUENCE OF CULTURE AND SUB-
CULTURE TOWARDS CONSUMER BEHAVIOUR

Culture is definedas sum total of learned beliefs, values and customsthat
serve to direct the consumer behavior of members of a particular
society.

COMPONENETS OF CULTURE

e Value

e Custom

¢ Language and symbol
e Belief

FIVE MAJOR OF SUB-CULTURE

Geographic subculture

Every country has their own subculture and within one country they enjoy
a wide range of climatic and geographic conditions. In Malaysia every
different regional has their own identity and characteristics.

Religion

The members of all the religious groups ( Islam, Christian, Buddha and
Hindu) are likely to make purchase that decisions that are influenced by
their religious identity.

Race
Race refers to a genetic or biological similarity among people. Each of these groups (Malay, Chinese and
Indian) has their own value, belief and customs.

Age
Age cohorts (a cohort is a group of individuals born over a relatively short and continuous period of time)
have been used to describe groups of individuals who were born in a particular era.

Gender
Within every society, it is quite common to find products that are either exclusively or strongly associated
with the members of one gender.

SOCIAL CLASS

Social class is the division of members of a society into a hierarchy of
distinct status classes, so that members of each class have relatively the
same status and members of all other classes have either more or less
status. Social class represents the degree of prestige the members of one
social class have in comparison with members of other social classes.




QUICK FACT TOPIC 4

ENVIRONMENTAL FACTORS

SOCIAL CLASS PROFILES
¢ The upper-upper class ¢ The lower middle class
¢ The nouveau niche ¢ The working poor

The upper-middle class ¢ The under class
The upper-lower class

REFERENCE GROUP AND FAMILY INFLUENCES €... 77

Reference group can be defined as a group that an individual can \V4
identify with and one which guides his/her future behaviour depending

on specific situational circumstances. A reference group is simply a

group that an individual uses as a guide for behaviour in a specific

situation.

THE INFLUENCE OF REFERENCE GROUP

Informational influence
Informational influence occurs when an individual uses the behaviours and
opinions of reference group members as potentially useful bits of information.

Normative influence

Normative influence sometimes referred to as utilitarian influence, occurs
when an individual fulfills group expectations to accomplish direct rewards or
avoiding consent.

Identification influence
Identification influence called value-expressive influence, occurs when
individuals have internalized the group’s values and norms.

FAMILY DECISION MAKING

—— (Gatekeepers —| Family member(s) who control the flow of information
about a product or service into the family.

Influencers Family member(s) who provide information to other
members about a product or service.

J— Deciders Family member(s) with the power to determine
unilaterally or jointly whether to shop for, purchase, use,
consume, or dispose of a specific product or service.

2502 Family member(s) who make the actual purchase of a
particular product or service.
Preparers | Family member(s) who transform the product into a form
suitable for consumption by other family members.
— Users Family member(s) who use or consume a particular
product or service
Maintainers Family member(s) who service or repair the product so
that it will provide continued satisfaction.

Disposers | Family member(s) who initiate or carry out the disposal

or discontinuation of a particular product or service



TOPIC 4

ENVIRONMENTAL FACTORS

4.1 THE INFLUENCE OF CULTURE AND SUB-CULTURE TOWARDS
CONSUMER BEHAVIOUR

Define culture

GIIIIIGSB NBW Year
) Word Search
State the components of culture Circle words in the puzzle below

F E S T I VvV A L T

@ Il AN L Y H P U I
R DR A G ON N G
% E A S N L L R A E
W NWT U I E R R
@ O C S E CDD C L
R E O R K A E A |
@ K U S NOY T R O
E NV E L OFP E N

lunar tiger lion lantern

festival dragon dance red
firework holiday luck  envelope
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List down characteristic of culture

#1
#2
#3
#4

Describe FIVE (5) major subculture




4.2 SOCIAL CLASS

Define social class (

Describe social class profiles



Describe social class profiles



Explain consumer behaviour applications of social class.

33



4.3 REFERENCE GROUP AND FAMILY INFLUENCES

Define reference group

Describe types of reference group

34



Discuss the influence of reference group

35




Discuss the functions of a family.

The functions of a family

36



Write the correct word below each picture.

I ] Family member(s) who use or

FAM".Y e e o ONUMES p::rl\izfr product or
DECISION
MAKING

“___

“___

Family member(s) who
make the actual
purchase of a
particular product or
service

Family member(s) with
the power to determine
unilaterally or jointly
whether to shop for,
purchase, use,
consume, or dispose of
a specific product or

service

q >

Family member(s) who Family member(s) who Family member(s) who
provide information to other control the flow of transform the productinto a
members about a product or information about a product form suitable for

service. or service into the family consumption by other family
— — —] — — members
“ I B J
Family Family member(s)
member(s) who initiate or
who service or carry out the
repair the disposal or

discontinuation of
a particular
product or service

37

product so that
it will provide
continued
satisfaction.




STRUCTURE QUESTION *\

Describe any TWO (2) characteristics of culture. (5 marks)



STRUCTURE QUESTION w

Explain FIVE (5) roles in the family decision making. (10 marks)



QUICK FACT TOPIC

CONSUMERISM

CONSUMERISM

Consumer can be defined as a person who acquires goods and
services for his or her own personal needs. The term "consumerism” (V) P

refer to the consumerists movement, consumer protection or
consumer activism, which seeks to protect and inform consumers by
requiring such practices as honest packaging and advertising, product
guarantees and improved safety standards.

FACTORS INFLUENCE THE CONSUMERISM DEVELOPMENT

¢ Ineffective system
e Poor product quality
¢ Insufficient information

¢ Misleading advertisement s
¢ Unresponsive marketing institution -
CONSUMER RIGHTS

Safety
The right to safety protects the consumer from products, manufacturing
practices or services that could prove detrimental to the health or life of the

’& individual consumer.

Be Informed

The right to be Informed requires that companies supply all of the information
that would be necessary to make an intelligent decision about purchasing a
particular product.

-da /)

Choose
The right to choose ensures that consumers be able to choose from a variety of products and services.

Be Heard
The right to be heard means that government entities should hold the consumer's interests at heart when
implementing policies.

Satisfaction of Basic Needs
The right to satisfaction of basic needs ensures that all consumers have suitable access to necessary goods
and services, such as food, shelter, education, health care and sanitation.

Redress
The right to redress ensures that customers have an avenue with which to receive compensation for
unsatisfactory performance of service or inferior products, or for damage inflicted from their use.

Consumer Education
The right to consumer education provides for programs and information that must be available to individuals
to help them make more informed decisions about products.

Healthy Environment
The right to a healthy environment implies that businesses and governing bodies must install policies in
production and regulation which do not harm the natural world.


http://en.wikipedia.org/wiki/Consumer_protection

n THE CURRENT ISSUES TO CONSUMERISM [
IN MALAYSIA

How is consumer protection being carried out?

e 2 n
¢ Enforcement of consumer laws \
¢ Introducing new laws, amending old laws
e Education programs for women, schools, promoting l ' -\

school consumer clubs, university students, seminars “

and conventions

e Consumer organizations- grants, smart partnerships,
joint programs

e Research into consumer problems

Redress mechanisms

THE EXAMPLE OF CONSUMERISM ISSUE
IN MALAYSIA

HARI : ISNIN
TARIKH : 05/09/2022
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TOPIC 5

CONSUMERISM

5.1 THE IMPORTANCE OF CONSUMERISM IN MARKETING

Define consumerism
7 N
\

\ J
NS J

Explain factors that influence the development of consumerism

o B |
_ e
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Write the consumer rights

T

41




5.2 THE CURRENT ISSUES RELATED TO CONSUMERISM IN

MALAYSIA

Write TWO (2) issues in consumerism.

¢ —

S
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STRUCTURE QUESTION

.

You just bought a new ePhonel7 Pro. The first time you try to use it, you do
not hear any sound come out from the phone. You want to take this case to
the consumer tribunal to claim your rights. Based on the problem, analyze
FIVE (5) rights that can be claimed with appropriate examples.

(10 marks)



"MAKE EACH DAY YOUR MASTERPIECE.”







