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Consumer Behavior
Consumer behavior is defined as the psychological and physical activities that are carried out by family as well as business buyers that leads to actions involving payments for, buy, and utilization of products and services (Arnold & Reynolds, 2003). For one to define consumer behavior will incorporate an assortment of activities and different roles that individuals maintain as buyers. Additionally, the customer includes payers as buyers and clients as buyers. Hence, consumer behavior incorporates the purchasing behavior of shoppers for either products or services (Arnold & Reynolds, 2003). In distinguishing and fulfilling purchaser’s needs, it is essential to perceive the value of every role by the customer. The customer role is vital in the designing of the product. The features of the item must be the ones that the client is looking for and that will address the client's needs. The payer assumes a basic role whereby, if the cost or other money-related considerations do not fulfill the payer, the client essentially cannot purchase the item. Without the payer, no deal will ever happen (Arnold & Reynolds, 2003). The mushrooming of customer credit card firms is an example of this affirmation. Currently, financing and renting for shoppers has emerged as a booming business. How affordable a product is to the consumer will constrain consumption in the marketplace compared to any other factor.
The buyer role is likewise critical. The purchaser's assignment is to discover the stock and figure out how to arrange or gain it. In the event that the purchaser's entrance to the item or administration is compelled, the purchaser will basically not purchase the item, and along these lines, the client would not have the item accessible. For instance, if the store is open just on weekdays and not on ends of the week it will result in access issues. Likewise, if the item is not on the store rack, it makes get to issues. Lastly, the buyer role is similarly significant. The buyer is tasked with discovering stock and figuring out how to order or get it. In the event that the purchaser's access to the item is compelled, they will just not purchase the item, and in this manner, the client would not have the item accessible for consumption. For instance, if the store is only accessible during the weekdays but not weekends, there is a likelihood of access issues emerging. Similarly, the same will occur if he is not on the shelf.
How different factors within the environment affect consumer behavior
Environmental factors
In a study to establish that consumer behavior in retail stores was mainly attributed to the emotional response to the factors making a retail environment, the Stimulus Organism Response paradigm was put to use. From the study, it was established that unplanned expenditure, as well as extra shopping time, were associated with the observed pleasure levels when shopping. An insignificant interaction and arousal were associated with a small number of shoppers perceiving stores not to be suitable environments. Moreover, it was established that store image had a positive impact on mood, therefore, moods positively impacted the behavioral response variables. When considered as an intervening variable, the influence of mood on store image and outcomes were positive and highly significant. Lastly, a store’s image will influence one’s mood after which the atmosphere induced mood impacts affiliate behavior while in store.
Psychological factors
The most important motivational orientations associated with shopping behavior literature relate with the fundamental motivational orientations within psychology (Yalch, 1993). One’s consumption during shopping can relate to the different psychological variable. Hedonic oriented consumers express their levels of satisfaction from the exact shopping activity, unlike the task-oriented consumers who shop due to necessity (Yalch, 1993). Therefore, hedonic consumers will be reliant of hedonic experiences for either simulative or experimental qualities as a source of motivation. In a study conducted by Arnold and Reynolds (2003) on hedonic shopping motivations, the following six-factor models were identified as sources of motivation: adventure shopping, gratification shopping, value shopping, social shopping, role shopping, and idea shopping.
Discuss some examples that evaluate the accuracy of the above statement.
Cultural influences are the accumulations of beliefs, traditions, customs or any other habit that people acquire due to living in a particular society. Consumption behavior will be influenced by one’s background. Different cultures hold a different emphasis on how certain products or services are consumed. The consumption behavior within the Asian region will not be similar to that of USA. An example includes how fast foods are more popular in the US than in countries like India who prefer maintaining their cultural diets (Sheth, 2014). In relation to social class, consumer behavior will be based on how a group of people shares an equal position in society. Parameters like income, education, and occupation will determine consumer behavior. Those who share similar values tend to maintain the same consumer behaviors. 
To assess the practice of Glocalization in your own consumption patterns or people you know well.
Glocalization involves the adaptation of global products to fit into the local context they are to be sold or consumed (Krossa, 2013). In simple terms, it can best be described as making global products or services fit into local markets. It is usually conducted so as to reach out to different cultures that have unique or specific needs. A good example of glocalization is of McDonald’s who had to change their product but maintain their type of services since the Chinese market was different compared to that of the US (Team, 2018). Among its staple foods, rice is considered one of the main delicacies, therefore, fast foods are not that popular. The decision for McDonald to offer to take away rice compared to fast food shows how the company is aware of its new market requirements. On the other hand, as much as it is deemed to be successful when adopting global to local contexts, it is not usually a success. Starbucks was unsuccessful in adapting its global practice in China’s Forbidden City (Team, 2018). This was mainly due to the problem of cultural identity.
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