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. ABSTRACT

Consumer behaviour emerged in the 1940-1950s as a distinct sub-discipline of marketing, but
has become an interdisciplinary social science that blends elements from psychology,
sociology, social anthropology, anthropology, ethnography, ethnology, marketing, and
economics (especially behavioural economics).The study of consumer behaviour formally
investigates individual qualities such as demographics, personality lifestyles, and behavioural
variables (such as usage rates, usage occasion, loyalty, brand advocacy, and willingness to
provide referrals), in an attempt to understand people's wants and consumption patterns.
Consumer behaviour also investigates on the influences on the consumer, from social groups
such as family, friends, sports, and reference groups, to society in general (brand-influencers,
opinion leaders). This paper synthesizes insights from seminal marketing literature to identify
the key influencing factors on consumer behavior. By examining works such as "Influence: The
Psychology of Persuasion™ by Robert B. Cialdini, "Predictably Irrational: The Hidden Forces
That Shape Our Decisions™ by Dan Ariely, and others, this paper explores the psychological,
behavioral, and cognitive drivers that impact consumer decision-making. The findings
contribute to a deeper understanding of consumer behavior and offer practical implications for
marketers.
INTRODUCTION

Consumer behaviour is the study of individuals, groups, or organisations and all the activities
associated with the purchase, use and disposal of goods and services. Consumer behaviour
consists of how the consumer's emotions, attitudes, and preferences affect buying behaviour. In
modern era, in competitive world the importance of consumer behavior has drastically
increased, customer aware all the information and must prefer what they want at best source, so
the consumer buying behavior not to stick only to the price, it is going beyond that. consumer
influenced by various factors, such as 1. Psychological Factors, 2. Social Factors 3. Personal
Factors 4. Economic Factors 5. Cultural Factors 6. Environmental Factors. consumer buying
behavior is not a constant it is fluctuated;Consumer behavior is a multifaceted phenomenon
influenced by various internal and external factors. Marketers strive to understand these factors
to develop effective strategies that resonate with their target audience. This paper aims to
synthesize insights from seminal marketing literature to elucidate the key influencing factors
on consumer behaviour.

I1l. LITERATURE

The literature review delves into influential works such as "Influence: The Psychology of
Persuasion” by Cialdini, which outlines principles of influence like reciprocity and scarcity.
Ariely's "Predictably Irrational” explores irrational decision-making, while Thaler and
Sunstein's "Nudge" introduces the concept of choice architecture. Additionally, works like
"Thinking, Fast and Slow" by Kahneman, "Hooked" by Eyal, and "The Power of Habit" by
Duhigg offer insights into cognitive processes, habit formation, and behavioral design.
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Consumer: A consumer is an individual or entity that purchases goods or services for personal
use, consumption, or enjoyment. Consumers can be individuals, households, businesses, or
organizations that engage in buying activities to satisfy their needs, wants, or desires.
Consumer Behavior: Consumer behavior refers to the study of individuals, groups, or
organizations and the processes they use to select, purchase, use, and dispose of goods,
services, ideas, or experiences to satisfy their needs and wants. It encompasses a wide range of
activities, motivations, and influences that shape consumers' decisions and behaviours
throughout the entire consumption process.
Consumer Behavior Influenced Factors: Consumer behavior is influenced by a multitude of
factors that encompass psychological, social, personal, economic, cultural, and environmental
dimensions. Individuals' perceptions, motivations, attitudes, and personalities shape their
preferences and purchasing decisions, while social interactions, reference groups, and cultural
norms influence their behaviors and brand choices. Economic conditions, such as price levels,
income levels, and consumer confidence, impact purchasing power and spending habits.
Cultural values, beliefs, and subcultures shape consumer identities and consumption patterns,
while environmental factors such as physical surroundings, situational context, and marketing
stimuli influence purchase decisions and behaviors. By understanding and integrating these
diverse factors, businesses can develop tailored marketing strategies and create products and
experiences that resonate with consumers' needs, preferences, and aspirations, ultimately
fostering brand loyalty and driving business success.

IV. METHODOLOGY
The objective of the present paper is identified study variables and understands the factors
which are influencing behaviour of consumer on a theoretical basis. The sources of data are
collected from text books, journals, news papers, etc. This paper is not presented statistical
figures to know the factor is most important in the study. This paper employs a literature
synthesis methodology, drawing insights from key marketing texts to identify and analyze
consumer behavior influencing factors. By synthesizing findings across diverse sources, this
approach provides a comprehensive understanding of the subject matter.

V. FACTORS OF CONSUMER BEHAVIOR

Consumer

behavior
factors

Consumer behavior Factors

In the present study the researcher is presented the factors into six variables such as 1)
Psychological Factors, 2) Social Factors, 3) Personal Factors, 4) Economic Factors, 5) Cultural
Factors, 6) Environmental Factors. These aspects are discussed individually and presented
purely theoretical basis to understand the objective of the study.

1. Psychological Factors:Psychological factors refer to the internal processes, perceptions,
emotions, attitudes, and behaviors that influence an individual's decision-making process and
behavior. These factors play a significant role in shaping consumer preferences, attitudes, and
purchasing decisions. Here's a breakdown of some key psychological factors:
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a) Perception: Perception involves how individuals interpret and make sense of information
received through their senses (sight, sound, touch, taste, smell). Consumers perceive products
and brands based on their sensory experiences, which can influence their preferences and
buying decisions. Marketers often use various sensory cues, such as product packaging, colors,
textures, and sounds, to shape consumers' perceptions and create favorable impressions.

b) Attitudes: Attitudes are individuals' evaluations, feelings, and beliefs toward objects,
people, or ideas. Consumers' attitudes toward a product, brand, or company can significantly
influence their purchasing decisions. Positive attitudes are more likely to lead to favorable
purchase intentions and brand loyalty, while negative attitudes can deter consumers from
buying certain products or brands. Marketers employ strategies to shape and influence
consumers' attitudes through advertising, branding, product positioning, and consumer
experiences.

c) Motivation: Motivation refers to the underlying needs, desires, or drives that compel
individuals to take action. Consumers are motivated by a variety of factors, including
physiological needs (e.g., hunger, thirst), safety needs (e.g., security, protection), social needs
(e.g., belonging, affiliation), esteem needs (e.g., recognition, status), and self-actualization
needs (e.g., personal growth, fulfillment). Understanding consumers' motivations can help
marketers create products and marketing messages that resonate with their target audience's
needs and aspirations.

d) Learning: Learning refers to the process through which individuals acquire knowledge,
skills, behaviors, and attitudes through experiences, exposure, and interactions. Consumers
learn about products, brands, and purchasing decisions through various sources, including
personal experiences, word-of-mouth recommendations, advertising, social media, and
educational materials. Marketers use learning principles such as classical conditioning, operant
conditioning, and observational learning to influence consumers' perceptions, attitudes, and
behaviors.

e) Personality: Personality refers to individuals' unique characteristics, traits, values, and
behaviors that shape their thoughts, feelings, and actions. Consumers' personality traits, such as
introversion/extroversion, openness, conscientiousness, agreeableness, and neuroticism, can
influence their product preferences, brand choices, and purchasing behaviors. Marketers
segment consumers based on personality traits and tailor marketing messages and offerings to
appeal to different personality types.

f) Memory: Memory plays a crucial role in consumer decision-making by influencing how
individuals recall past experiences, information, and brand associations. Consumers rely on
memory to retrieve information about products, brands, prices, features, and past purchase
experiences when making buying decisions. Marketers aim to create memorable experiences,
messages, and brand associations that are easily retrievable from consumers' long-term
memory, leading to increased brand recall, recognition, and preference.

2. Social Factors: Social factors refer to the influence of social interactions, relationships,
groups, and societal norms on individual behavior and decision-making processes. These
factors play a significant role in shaping consumers' attitudes, preferences, and purchasing
decisions. By understanding and leveraging these social factors, marketers can develop
effective strategies to engage with consumers, build relationships, and influence their
purchasing decisions. Building strong connections with consumers through social networks,
understanding cultural nuances, and aligning with social norms can help marketers create
compelling value propositions and foster brand loyalty.

Here's a breakdown of some key social factors:

a) Family: The family unit is one of the most influential social factors on consumer behavior.
Family members often serve as role models, influencers, and decision-makers in purchasing
decisions. Family dynamics, such as household structure, roles, and communication patterns,

ISSN No: 2250-3676 WWW.ijesat.com Page | 232


http://www.ijesat.com/

International Journal of Engineering Science and Advanced Technology (IJESAT)
Vol 23 Issue 08, AUG, 2023

can impact consumers' preferences, buying habits, and brand choices. Marketers often target
family-oriented advertising and promotions to appeal to different family segments and
household needs.

b) Reference Groups: Reference groups are social groups or individuals that consumers look
to for guidance, approval, or comparison when making purchasing decisions. These groups can
include family members, friends, peers, coworkers, celebrities, and opinion leaders. Consumers
may conform to the preferences, behaviors, and opinions of their reference groups to gain
acceptance, status, or belongingness. Marketers leverage reference groups by using
endorsements, testimonials, and social proof to influence consumers' perceptions and purchase
intentions

c) Culture: Culture encompasses shared values, beliefs, customs, traditions, and norms that
shape individuals' behavior within a society. Cultural factors influence consumers' tastes,
preferences, lifestyles, and consumption patterns. Marketers must understand cultural
differences and adapt their products, services, and marketing strategies to align with cultural
values and sensitivities in different markets. Cultural symbols, rituals, and language can also
influence consumers' perceptions and brand associations.

d) Social Class: Social class refers to individuals' socioeconomic status, income level,
education, occupation, and lifestyle. Social class influences consumers' purchasing power,
spending habits, and consumption preferences. Consumers from different social classes may
have distinct tastes, preferences, and brand affinities. Marketers segment consumers based on
social class and tailor their products, pricing, and marketing messages to appeal to different
socioeconomic groups.

e) Social Networks: Social networks, both online and offline, play a significant role in shaping
consumer opinions, attitudes, and behaviors. Social media platforms, forums, blogs, and review
sites allow consumers to share experiences, recommendations, and opinions about products and
brands with their social networks. Marketers leverage social networks to engage with
consumers, amplify brand messages, and foster brand advocacy through influencer marketing,
social media campaigns, and user-generated content.

f) Social Influence: Social influence refers to the impact of social interactions, peer pressure,
and conformity on individual behavior and decision-making. Consumers may be influenced by
social norms, trends, fads, and peer recommendations when making purchasing decisions.
Marketers use social influence strategies such as social proof, scarcity, and authority to
persuade consumers and drive sales. Peer recommendations, testimonials, and user-generated
content can also influence consumers' perceptions and purchase intentions.

3. Personal Factors:Personal factors are individual characteristics and traits that influence
consumer behavior and decision-making processes. These factors vary from person to person
and can have a significant impact on purchasing habits, brand preferences, and product choices.
Understanding these personal factors allows marketers to segment their target audience
effectively, identify consumer needs and preferences, and tailor marketing strategies to engage
with consumers on a personal level. By recognizing the diversity of consumers' demographics,
lifestyles, personalities, values, and self-concepts, marketers can develop products, services,
and messaging that resonate with their target audience and drive brand engagement and loyalty.
Here's a breakdown of some key personal factors:

a) Demographics: Demographic factors include characteristics such as age, gender, income,
education level, occupation, marital status, and family size. These demographic variables
provide insights into consumers' socioeconomic status, lifestyle, and life stage, which in turn
influence their purchasing behaviors and preferences. For example, younger consumers may
have different preferences and spending habits compared to older demographics, while income
level can affect affordability and brand choices.
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b) Lifestyle: Lifestyle refers to individuals' patterns of living, activities, interests, opinions, and
values. Consumers' lifestyles reflect their attitudes, aspirations, and consumption patterns
across various domains such as work, leisure, socializing, and personal interests. Lifestyle
segmentation helps marketers identify consumer segments with similar values and preferences
and tailor marketing messages and products to meet their needs and desires.

c) Personality: Personality traits are enduring characteristics that shape individuals' thoughts,
feelings, and behaviors. Personality traits such as extraversion, introversion, openness,
conscientiousness, agreeableness, and neuroticism influence how individuals interact with their
environment and make decisions. Consumers with different personality traits may have distinct
preferences, brand affinities, and buying behaviors. Marketers use personality-based
segmentation to target specific consumer segments and personalize marketing communications
accordingly.

d) Self-Concept: Self-concept refers to individuals' perceptions of themselves and their
identities. It encompasses self-image, self-esteem, and self-identity, as well as how individuals
perceive their roles and relationships in society. Consumers' self-concept influences their brand
preferences, product choices, and consumption behaviors. Marketers create products and
marketing campaigns that resonate with consumers' self-concept and help them express their
identity and personal values through their purchases.

e) Values and Beliefs:Personal values, beliefs, ethics, and principles guide individuals'
decision-making processes and shape their preferences and behaviors. Values represent what
individuals consider important or desirable in life, while beliefs are convictions about the
world, oneself, and others. Consumers' values and beliefs influence their attitudes toward
products, brands, and companies, as well as their purchase decisions. Marketers align their
brand messaging and positioning with consumers' values and beliefs to create emotional
connections and build brand loyalty.

4. Economic Factors: Economic factors refer to the conditions and influences related to the
economy that impact consumer behavior, purchasing decisions, and business operations. These
factors play a crucial role in shaping market trends, pricing strategies, consumer spending
patterns, and overall business performance. Understanding these economic factors helps
businesses anticipate market trends, adjust pricing strategies, and develop marketing plans that
resonate with consumers' changing financial circumstances and preferences. By monitoring
economic indicators and adapting to shifts in economic conditions, businesses can position
themselves for success and mitigate risks in a dynamic marketplace.

Here's a breakdown of some key economic factors:

a) Price levels: Price levels refer to the general level of prices for goods and services in the
economy. Fluctuations in prices, including inflation (the rate at which prices rise over time) and
deflation (the rate at which prices decrease), can affect consumers' purchasing power and
buying decisions. High inflation may erode consumers' purchasing power, leading to decreased
demand for goods and services, while deflation may stimulate consumer spending but could
also signal economic weakness.

b) Income levels:Income levels represent individuals' or households' earnings from wages,
salaries, investments, and other sources. Changes in income levels impact consumers'
disposable income, which affects their ability to afford goods and services. Higher income
levels generally lead to increased consumer spending on discretionary items, while lower
income levels may result in reduced spending or a shift towards essential goods and value-
oriented purchases.

¢) Consumer Confidence: Consumer confidence reflects consumers' perceptions of the current
and future state of the economy, job market, and personal finances. High consumer confidence
levels typically correlate with increased consumer spending and economic growth, as
consumers feel more optimistic about their financial prospects and are more willing to make
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discretionary purchases. On the other hand, low consumer confidence may lead to cautious
spending behavior and a slowdown in economic activity.

d) Financial Situation: Debt levels, credit availability, and financial obligations that impact
consumers' spending behavior and saving habits.

e) Employment Rates: Employment rates measure the percentage of the labor force that is
employed. Low unemployment rates typically indicate a healthy economy with strong
consumer confidence and spending, as more people have jobs and disposable income.
Conversely, high unemployment rates may lead to reduced consumer spending, lower demand
for goods and services, and overall economic uncertainty.

f) Interest Rates: Interest rates, set by central banks, influence borrowing costs, investment
decisions, and consumer spending. Changes in interest rates affect the cost of borrowing for
consumers (e.g., mortgage rates, credit card interest rates) and businesses (e.g., corporate loans,
capital investments). Lower interest rates encourage borrowing and spending, stimulating
economic activity, while higher interest rates may curb borrowing and investment, leading to
slower economic growth.

g) Government Policies: Government policies, including fiscal policies (e.g., taxation,
government spending) and monetary policies (e.g., interest rate adjustments, money supply
regulation), impact economic conditions and consumer behavior. Tax cuts, stimulus packages,
and government subsidies can boost consumer spending and stimulate economic growth, while
austerity measures or tax increases may have the opposite effect. Central bank policies, such as
quantitative easing or tightening, also influence interest rates and credit availability, affecting
consumer borrowing and spending.

h) Global Economic Conditions: Global economic conditions, including international trade,
exchange rates, and geopolitical events, can have ripple effects on domestic economies and
consumer behavior. Changes in global economic trends, such as economic growth, trade tariffs,
currency fluctuations, or supply chain disruptions, may impact domestic businesses, prices, and
consumer purchasing power.

5. Cultural Factors: Cultural factors refer to the influence of shared values, beliefs, customs,
traditions, and norms within a society or social group on individual behavior, attitudes, and
preferences. These factors play a significant role in shaping consumers' perceptions, values,
and purchasing decisions. By understanding and leveraging cultural factors, marketers can
create products, branding, and marketing messages that resonate with consumers' cultural
identities, values, and aspirations. Cultural sensitivity, cultural adaptation, and cross-cultural
communication are essential for building strong brand relationships and connecting with
consumers in diverse cultural contexts.

Here's a breakdown of some key cultural factors:

a) Cultural Values: Cultural values represent the core beliefs, ideals, and principles that define
a society's collective identity and guide individuals' behavior and decision-making processes.
These values can include concepts such as individualism vs. collectivism, materialism vs.
spirituality, tradition vs. modernity, and risk aversion vs. risk-taking. Cultural values influence
consumers' preferences, attitudes, and perceptions of products, brands, and marketing
messages.

b) Cultural Norms: Cultural norms are societal rules, expectations, and standards of behavior
that govern individuals' conduct within a particular culture or social group. Norms dictate
acceptable behavior in various contexts, such as social interactions, family dynamics, and
consumption practices. Marketers must understand and respect cultural norms to ensure that
their products, advertising, and promotions align with cultural expectations and do not
inadvertently offend or alienate consumers.

¢) Cultural Beliefs: Cultural beliefs are shared convictions, traditions, myths, and rituals
passed down through generations within a culture. These beliefs shape individuals' worldviews,
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perceptions of reality, and interpretations of symbols and meanings. Cultural beliefs influence
consumers' attitudes toward products, brands, and marketing messages, as well as their
consumption rituals and purchase behaviors. Marketers may leverage cultural beliefs and
rituals in their branding, packaging, and advertising to create emotional connections with
consumers.

d) Cultural Symbols: Cultural symbols are objects, images, icons, and gestures that carry
meaning within a particular culture or social group. These symbols represent shared values,
identities, and aspirations and serve as powerful communication tools in marketing and
branding. Marketers use cultural symbols to convey messages, evoke emotions, and build
brand associations that resonate with consumers' cultural identities and aspirations.

e) Cultural Subcultures: Cultural subcultures are smaller groups within a larger culture that
share distinct values, beliefs, lifestyles, and consumption patterns. Subcultures can be based on
factors such as ethnicity, religion, age, gender, occupation, or hobbies. Members of subcultures
may have unique preferences, tastes, and purchasing behaviors that differ from the mainstream
culture. Marketers may target specific subcultures with tailored products, messaging, and
marketing strategies to appeal to their unique needs and interests.

f) Cultural Influences on Consumer Behavior: Cultural factors influence consumers'
decision-making processes, product choices, and brand preferences in various ways.
Consumers may evaluate products based on cultural symbolism, social status, conformity to
cultural norms, and alignment with cultural values and beliefs. Cultural influences also shape
consumers' perceptions of quality, trust, authenticity, and prestige associated with brands and
products. Marketers must consider cultural factors when developing marketing strategies,
product designs, and advertising campaigns to resonate with diverse cultural audiences and
foster brand loyalty.

6. Environmental Factors: Environmental factors refer to the external influences and
conditions outside of an individual or organization that can impact behavior, decision-making,
and operations. These factors encompass a wide range of elements, including physical
surroundings, situational context, societal trends, and market dynamics. By understanding and
responding to environmental factors, businesses can anticipate market trends, identify
opportunities, and mitigate risks. Adaptation to environmental changes, agility in responding to
market dynamics, and innovation in product development and marketing strategies are critical
for success in today's dynamic business landscape.

Here's a breakdown of some key environmental factors:

a) Physical Environment: The physical environment includes factors such as geographic
location, climate, terrain, natural resources, and infrastructure. These physical factors can
influence consumer preferences, needs, and behaviors. For example, consumers in different
climates may have different preferences for clothing, food, and recreational activities.
Marketers must consider the physical environment when developing products, distribution
channels, and marketing strategies to meet the unique needs of specific regions or locales.

b) Situational Context: Situational factors refer to the specific circumstances or contexts in
which decisions are made. These factors can include time constraints, urgency, proximity to
purchase, and situational needs. Consumers' purchasing decisions may vary based on
situational factors such as time of day, day of the week, or occasion. Marketers may leverage
situational cues and triggers in their promotions, pricing, and advertising to capitalize on
consumers' immediate needs and preferences.

c) Social Context: Social factors within the environment include interactions with other
individuals, social networks, peer pressure, and group dynamics. Social influences can shape
consumers' perceptions, attitudes, and behaviors, affecting their product choices and brand
preferences. For example, word-of-mouth recommendations, social media influence, and peer
endorsements can impact consumers' purchasing decisions. Marketers may harness social
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context by leveraging social networks, influencers, and user-generated content to amplify brand
messages and engage with consumers.
d) Economic Environment: Economic factors in the environment include macroeconomic
conditions, such as GDP growth, inflation, unemployment rates, and consumer confidence
levels. Economic conditions impact consumers' purchasing power, disposable income, and
spending behaviors. For instance, during economic downturns, consumers may cut back on
discretionary spending and prioritize essential goods and services. Marketers must adapt their
pricing strategies, product offerings, and promotional tactics to align with prevailing economic
conditions and consumer sentiment.
e) Technological Environment: The technological environment encompasses advancements,
innovations, and trends in technology that influence consumer behaviors and market dynamics.
Technological factors can create new opportunities, disrupt existing industries, and change
consumer preferences and expectations. For example, the rise of e-commerce, mobile
commerce, and digital payments has transformed the retail landscape and reshaped consumer
shopping habits. Marketers must embrace technological advancements and adapt to digital
trends to stay competitive and meet evolving consumer needs.
f) Regulatory and Legal Environment: Regulatory and legal factors include laws,
regulations, and government policies that govern business operations, product safety,
advertising practices, and consumer rights. Compliance with regulatory requirements is
essential for businesses to ensure consumer trust, protect brand reputation, and avoid legal
liabilities. Changes in regulations or industry standards can impact product development,
marketing strategies, and distribution channels. Marketers must stay informed about regulatory
developments and ensure their practices comply with applicable laws and standards.

V. CONCLUSION:
The Researcher Synthesizing insights from several marketing literature, this paper highlights
the multifaceted nature of consumer behavior influencing factors. By understanding these
factors, marketers can develop more effective strategies to engage and influence consumers,
ultimately driving positive outcomes for their brands.
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