Consumer Behaviour
1. Factors Affecting Consumer Choices
· under normal circumstances, consumers’ urge to buy any goods and services is affected by internal (e.g. basic necessity) and external factors (e.g. advertising), and this is called the ‘motive’
· habitual buying
· occurs when our repetitive behaviours take place frequently without much consideration
· almost every consumption motive and goal will automatically generate a specific consumption pattern

· impulsive buying
· refers to the immediate urge to engage in unplanned purchases
· usually occurs as a response to external stimuli which involves a sudden and spontaneous desire to buy, almost without any prior thinking and planning
· people consume food and wear clothes
· to satisfy physical needs, e.g. for health and protection
· for psychological needs and social reasons, e.g. to enhance self-confidence, to express personality and identification
2. Individual and Family Considerations
· food choices – lifestyle, eating habits, health concerns, emotional needs, family needs, family income

· clothing choices – age group, gender, figure type, personal image and style, wardrobe planning, lifestyle, physical needs, health concerns, family income, occasions

3. Peer and Society
(a) peers
· peers are the most important reference group influencing a person’s buying decision other than his/her family
(b) society
· people around the world of different countries may have similarities or differences in food/clothing choices because of their different social environment (economics, population demographics, lifestyles)
· individual is influenced by
· word-of-mouth
· key opinion leaders (KOL)
· mass media and advertising
(c) advertising

· advertising does not only provide information, but also lead to converging needs and tastes of consumers, with a result of market expansion and image establishment
· advertising may be conveyed via broadcasting (such as television, radio and internet) and non-broadcasting media (such as outer wall of buildings, posters, hoardings, mails, magazines, newspaper and exhibitions)
· companies make use of various kinds of advertising to promote their products
· types of advertising
· informative advertising

· persuasive advertising
· competitive advertising
4. Culture
· culture includes knowledge, belief, art, morals, customs, religious beliefs and other capabilities and habits acquired by humans as members of society
· cultural influences lead to the differences in the consumption of certain foods and the traditions of preparation, and even restrictions such as exclusion of particular foods from the diet

· individuals and groups in a particular culture differ in their ideas of what is attractive, appropriate and fashionable because they are influenced by different cultural environments
5. Environment
(a) geographic location and climate
· people around the world of different countries may have similarities or differences in food choices because of their different physical environment (topography, climate, natural resources)

· different climates in different places create different clothing needs, garments for summer and winter vary in terms of texture, weight and colour
(b) environmental protection
· green consumption means meeting human needs without exhausting the environment resources

· supporters of green consumption concern about the environment, encourage consumer to return to simplicity and nature, reduce the consumption of unnecessary commercial products, shop with environmental consciousness and select environmental friendly products
6. Implication
(a) role of the government
· the Hong Kong Government has legislated laws concerning the rights and interests of consumers, the scope of the ordinances includes consumer contract, consumer safety, consumer credit, consumer health and trade practices
(b) The Consumer Council of Hong Kong

· The Consumer Council of Hong Kong is involved in the protection and promotion of consumer interests
· activities promoting consumer rights and interests include mediating in consumer disputes, giving consumers access to legal remedies, conducting product testing and studying consumer-related issues, making suggestions to the government for consumer legislation, disseminating information and educating consumers
(c) rights of consumers
· the right to satisfaction of basic needs

· the right to safety

· the right to be informed

· the right to choose

· the right to be heard

· the right to redress

· the right to consumer education

· the right to a health and sustainable environment

(d) responsibilities of consumers
· keeping informed as best as possible

· exercising due care when making decisions in the marketplace

· considering the detrimental consequences that may arise from ill-considered decisions

· honoring reasonable obligations arising from the decision[image: image1.png]
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