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Abstract: The changing consumer behavior is a great challenge in sustainable 

development of a business. In any business organization, customer is the foundation for 

success. In growing countries like India, it is compulsory to formulate and implement 

strategies that are related to consumer behavior because it has fewer resources to meet 

the basic necessities of the business. The changing customer behavior is an obstacle in the 

growth of business because it may lead to heavy losses due to obsolete stock that is 

produced earlier by the organization. The Consumer behavior is multifaceted and it is not 

considered to be in balance at all the time. Consumer personalities will differ as they are 

across the borders or belonged to other regions. The taste, preference and behavior may 

differ and it cannot be ignored by an organization because customers are the “Kings” of 

market. Identifying the customer behavior is a complex, dynamic, tedious process and all 

marketing decisions are based on assumptions of consumer behavior. It creates impact on 

achieving success in marketing the product. The main goal of this paper is to obtain the 

essence of the customer behavior changes impact. The various phases of customer 

behavior changes are discussed here. 

Keywords: consumer behavior, obsolete stock, Kings of market, customer 

behavior changes 

1.  Introduction 

In modern times, predicting customer behavior is much essential to attain prosperity 

fora business. Prediction and strategy formulation is a key challenge in a business 

organization management. The buying taste of the customer will change often. 

Customer’s perceptions are not only based on quality but also on the way of telecasting 

the advertisement, usage of the product and need for such product in time. In order to 

understand the customer behavior it is necessary to have a complete picture of 

psychological, social and economical as aspects. Customer’s attention will turn when 

goods and services are providing with required specification, quantities, and reasonable 

price.  

2.  Objectives of the Study 

The main objectives of the present study are:  

[1] To discuss the model of customer decision making 

[2] To know the keys to understand customer behavior 

[3] To discuss the factors affecting customer behavior change 
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[4] To analyze the impact of changing consumer behavior on growth of business 

 

3.  Definition and Scope of Customer Behaviour 

 Any individual who purchases goods and services from the market for his/her end-use 

is called a customer. In simpler words a customer is one who consumes goods and 

services available in the market.  

 It can also be defined as the behavior that consumer display in searching for, 

purchasing using, evaluating and disposing of products and services that they expect 

will satisfy their needs. 

Consumer behavior focuses on how individuals make decisions to spend their available 

resources (time, money, effort) on consumption-related items that includes what they buy, 

why they buy, when they buy it, where they buy it, how often they buy it, how often they 

use it, how they evaluate it after the purchase and the impact of such evaluations on future 

purchases, and how they dispose of it. 

There are two different kinds of consuming entities: the personal consumer and the 

organizational consumer. 

 Personal Consumer:  Any individual who buys goods and services for his or 

her own use, for the use of the household or as a gift for a friend. The products are 

bought for final use by individuals, who are referred to as end users or ultimate 

consumers. 

 Organizational Consumer: Includes profit and non-profit businesses, 

government agencies (local, state, national) and institutional (e.g. schools, hospitals, 

and prisons), all of which buy products, equipment, and services in order to run their 

organizations. 

4.  A simplified model of consumer decision making: 

The process of consumer decision making can be viewed as three distinct but 

interlocking stages: the input stage, the process stage, and the output stage. 

The Input Stage:  Influences the consumer’s recognition of a product need and consists 

of two major sources of information, the firm’s marketing efforts (the product itself, its 

price, its promotion and where it is sold) and the external sociological influences on the 

consumers. 

The Process Stage: It is the model focuses on how consumers make decisions. The 

psychological factors inherent in each individual. 

The Output Stage: It is the consumer decision making model consists of two closely 

related post decision activities. 

5.  Keys to Understand Customer Behaviour 

In order to understand the customer behavior, we must first consider the concepts that 

lie behind this behavior which are referred to as keys to understand customer behavior. 

a. Customer behavior is based on Motives and Incentives 

Customer behavior results from motives and incentives. Motives are internal factors 

that urge the consumer to behave, where incentives are external factors representing 
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rewards the consumer expects from purchasing the product. There are several types of 

motives: 

 Functional motive: A buying motive to have a certain function performed. 

 Expressive motive: A buying motive to express love and affection by purchasing. 

 Complex motive: A complex buying motive aiming at achieving more than one goal 

as a result of the purchase act. 

 Defined motive: A buying motive that is clear and known to the consumer and 

others. This is the easiest purchasing motive. 

b. Consumer behavioral activities 

Consumer behavior consists of a set of activities that eventually lead to the purchase 

decision a consumer takes. 

The activities are: 

 Thinking about a good or service; 

 Examining the advertisements on this good or service that are seen in the media or 

advertisements boards, for example, in the streets, on buses or on roof tops; 

 Discussing the issue with friends or family members and sometimes consulting them 

about it; 

 Making the purchase decision; 

 Visiting the stores displaying and offering the good or service for sale; 

 Evaluating and comparing product properties; and 

 Finalizing purchase. 

c. Consumer behavior through Successive steps 

 Consumer behavior is a decision that consists of three stages: 

 Pre purchase decision 

 Purchase decision, and 

 Post purchase decision. 

Examining these three stages, we find that the first stage involves thinking about 

available offers, comparing their properties, and making evaluations and consultations. In 

the second stage, purchase actually takes place, as one visits sales-outlets in order to carry 

out the purchase. In the third or post-purchase stage-after processing and using or 

benefiting from the product-evaluation is made to judge whether the purchase decision 

was right. 

d. Consumer behavior according to time and structure 

Time refers to when a purchase takes place and the length of purchase time. Both time 

dimensions are affected by a number of factors, which, in turn, vary across time.As for 

structure, it refers to the number of purchasing steps or stages and the set of activities 

undertaken in each stage. So, time and structure are closely related. 

e. Consumer behavior at different roles 

Consumer behavior differs from place to place, and this depends mainly on the roles 

the consumer plays, which eventually associate with his behavior very closely. Consumer 
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behavior can be represented by several roles starting with finding a purchase idea, passing 

through the purchase decision, and ending with using the product. 

6. Factors Affecting Consumer Behavior Change 

To fully understand how consumer behavior affects marketing, it's vital to understand 

the three factors that affect consumer behavior: psychological, personal, and social. 

Psychological Factors: In daily life, consumers are being affected by many issues that 

are unique to their thought process. Psychological factors can include perception of a need 

or situation, the person's ability to learn or understand information, and an individual's 

attitude. Each person will respond to a marketing message based on their perceptions and 

attitudes. Therefore, marketers must take these psychological factors into account when 

creating campaigns, ensuring that their campaign will appeal to their target audience. 

Personal Factors: Personal factors are characteristics that are specific to a person and 

may not relate to other people within the same group. These characteristics may include 

how a person makes decisions, their unique habits and interests, and opinions. When 

considering personal factors, decisions are also influenced by age, gender, background, 

culture, and other personal issues. 

For example, an older person will likely exhibit different consumer behaviors than a 

younger person, meaning they will choose products differently and spent their money on 

items that may not interest a younger generation. 

Social Factors : The third factor that has a significant impact on consumer behavior is 

social characteristics. Social influencers are quite diverse and can include a person's 

family, social interaction, work or school communities, or any group of people a person 

affiliates with. It can also include a person's social class, which involves income, living 

conditions, and education level. The social factors are very diverse and can be difficult to 

analyze when developing marketing plans. 

However, it is critical to consider the social factors in consumer behavior, as they 

greatly influence how people respond to marketing messages and make purchasing 

decisions. For example, how using a famous spokesperson can influence buyers. 

7.  Customer value, satisfaction and retention: 

Savvy marketers today realize that in order to outperform competitors they must 

achieve the full profit potential from each and every customer. The three drivers of 

successful relationship between marketers and customers are customer value, high levels 

of customer satisfaction, and building a structure for customer retention. 

i. Providing Customer Value 

Customer value is defined as the ratio between the customers’s perceived benefits 

(economic, functional and psychological) and the resources (monetary, time, effort, 

psychological) used to obtain those benefits. Perceived value is relative and subjective. 

ii. Customer Satisfaction: 

Customer satisfaction is the individual’s perception of the performance of the product 

or service in relation to his or her expectations. 

iii. Customer Retention 
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Customer retention makes it in the best interest of customers to stay with the company 

rather than switch to another firm. Loyal customers are less prices sensitive and pay less 

attention to competitor’s advertising. Servicing existing customers, who are familiar with 

the firm’s offerings and processes, is cheaper. 

iv. Customer profitability 

Focused marketing tracks costs and revenues of individual customers’ ad then 

categorizes them into tiers based on consumption behaviors that are specific to the 

company’s offerings. 

8. Customer Rpyramid 

Recent Study advocates using “customer pyramid” where customers are grouped in 4 

ties:  

The Platinum Tier: Includes heavy users who are not price sensitive and who are willing 

to try new offerings. 

The Gold Tier: It consists of customers who are heavy user but not as profitable because 

they are more price sensitive than those in the higher ties. Ask for discount and buy from 

several providers. 

The Iron Tier:  It consists of customers whose spending volume ad profitability do no 

merit special treatment from the company. 

The Lead Tier: It includes customers who actually cost the company money because 

they claim more attention than is merited by their spending. 

9. Conclusion 

This study is mainly focus on the factors fromthe Internet and examines those factors 

that affect the customer’s behaviors. Today with the rapid growth of service industry 

marketers of different service Organizations are facing huge challenges to meet up 

customer’s expectations. A business can never place too much emphasis on its customers. 

One of the primary goals of any marketing strategy should be to identify and meet the 

needs of the consumer. Considering customer importance at all stages of the marketing 

process helps your company to ensure greater customer satisfaction and increase its long-

term goal of repeat business. 
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