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Discussion Review Questions
1. Explain the differences between culture, subculture, and social class
Culture refers to the features of a particular group of people that includes the social habits, art, music and language. Culture is taught and learned when people interact with each other since everyone has got a culture. According to Solomon et al. (2014), culture is crucial since it enhances members within a society to relate positively with one another at any given time. In addition, culture ensures that people work together effectively and understand each other since they feel connected together. For example, western culture defines the culture that encompasses all the countries that have been much influenced by European nations in terms of dressing, language and talking. Eastern culture refers to the norms that govern countries such as Japan, India and China. Therefore, a culture that governs a particular nation or a society is what defines them.  On the other hand, subculture refers to a certain cultural group that is based within a culture and it differs from the norms that define culture. For example, lesbians, gay, bisexual and transgender people may be referred as a subculture that is peculiar in the society. A social class refers to patterns or hierarchies that people or groups are categorized in terms of self-esteem, wealth and social prestige. Some examples of social classes that exist in the society are upper, middle and lower class.
2. Mention the personal factors that can influence the decision of a buyer
One of the personal factors that can influence the decision of a buyer is occupation. The occupation of an individual greatly influences what to buy since the individual considers their status. An individual with a high paying occupation will tend to consume products that are of high standards. On the other hand, individuals who have low paying occupations will buy and consumes low products in terms of price. For example, a banker will prefer buying a luxurious Mercedes Benz but a watchman will afford to buy a bicycle due to their low paying standards. Another personal factor that will influence the decision of a buyer is personality (Rani, 2014). The personality of an individual will force the buyer to buy products or things that best suit them in terms of color, shape, and price. People having different personality’s results to the buying of various products. For example, a media presenter will go for quality outfits as when compared to a farmer. Age comes in as the third factor that influences the decision of a buyer. Teenagers will prefer buying things with ‘shouting’ colors while the aged or elders will prefer buying things that are decent and with less ‘shouting’ colors.
3. Illustrate the differences between a straight rebuy, a modified rebuy, and a new-task purchase
A straight rebuy refers to the decision to purchase a certain product that you purchased last time instead of considering other products from the same company or a different one. For example, the purchase of office furniture for the second time from the same buyer is a straight rebuy since it occurs at regular intervals. According to Wind et al. (2014), a modified rebuy is a situation in which organization buys products that have been bought earlier but it decides to change some elements or the supplier of the previous order. For example, a mobile company may decide to use an updated android system with the aim of having more bids that it will choose the best either from the same supplier or from a completely different one. On the other hand, a new-task purchase refers to a crucial decision in which the buyers considers fundamental purchase but they have rarely or never involved themselves in the task since they did not need it. For example, a company that wishes to expand its office may first consider the bids available in coming up with the best contractor.
4. Explain with examples, the concept of solution selling
Solution selling is a sales concept that aims at the needs of the buyers instead of focusing on the features of the products. One of the steps that are involved in solution selling is to identify the needs of the customer. Identifying the need of the customers refers to examining what exactly they need in relation to the products that have been produced. For example, if one is indulging in cosmetic business, they must know the brands that customers of the female gender want. The needs of the customers may vary in terms of taste, type or color. Therefore, it is the role of the producer to decode and come up with products that are preferred by the customers. Another step that is crucial in solution selling is to uncover the need of the customers (Paiola et al., 2013). This is done by conducting extensive researches to recognize the actual needs of the customers where producers, for example, ask customers questions and details in form of questionnaires regarding their preferred products as an effort to meet their needs. The next step that involves solution selling is convincing the customers that they actually need the product. For example, if one is to open a coffee kiosk, it is the task of the owner of the business to convince customers that they actually need some coffee before they report to work for refreshment purposes. Customers cannot find sense to purchase a particular product unless the producers convince them of its importance. 
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