
Shaping One’s Buying Attitude 

People's buying attitudes are influenced by several factors and motives. People are influenced by their personalities, gender, values, self-identities, and attitudes. An attitude is a customer’s state of mind or viewpoint based on these factors. Three main categories of motivations can influence and affect buying attitudes, including emotional, rational, and patronage motives.
Emotional Buying Attitudes: It’s About the Experience
“The best part of skiing is looking good,” said the narrator on the Web ad.
Samantha remembered the ad as she tried on the ski jacket. Her friend, Cindy, was also weighing in on the jacket.
“But you’ll look so good in it,” said Cindy to Samantha. “It looks so great on you, too.”
Samantha was trying on a ski jacket for the upcoming snow season. It was expensive and a little out of her budget range. But she had seen it online and in the store display, and she was instantly drawn to it.
Consider the last purchase that you made. Did you base your motive on an emotional appeal from the advertisement?
A customer’s beliefs, feelings, and attitudes can be based on emotional motivators. Advertisers that emphasize an emotional appeal to the customer emphasize the importance of the experience over the quality of the product or service.
Rational Buying Attitudes: Quality Rules
“This is a good house that we can grow and retire in,” Kevin explained to his wife Katie.
“I think we should consider the open floor plan, yard, and location that is close to shopping.”
When a customer is concerned with logic and rational reasons to purchase a product, he or she is exhibiting a rational buying attitude. Customers often consider the purpose of the purchase first. For example, if a customer just needs a pair of shoes for a one-time event, he or she may choose a less expensive purchase. Or, when a couple plans on staying in a particular home for decades, a more expensive purchase may fill the need.
A rational buying attitude considers the product attributes of reliability, convenience, value, and cost (Kaser, 2013).
Patronage Buying Attitudes: Loyalty is Number One
“I only buy this particular brand,” Charlie reminded his friend Jason.
“Why?” questioned Jason. “They are all the same.”
“Not to me,” explained Charlie.
A patronage buying attitude is one of loyalty. Whether a customer buys the same brand of soft drink or car, shops at the same stores, or even buys the same clothing label, a patronage attitude rules the purchasing decisions.
If the customer has a positive experience with the brand, he or she will continue to buy it with a patronage buying attitude. Often, the motivator of a patronage appeal is based on family preferences. For example, if your family purchased a certain car brand, you may do the same (Kaser, 2013).
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How Class and Lifestyle Relate

“I’m just not sure that I should be spending $400 on a facial treatment,” commented Sara to one of her friends, Maria. “It seems quite extravagant for a weekend, and I’m just not in that ‘social class’ right now.”
Sara was discussing an upcoming bachelorette party for their friends, Josh and Jenna, who were getting married in a few weeks. The party consisted of everyone going to a fancy hotel with spa services. The popular hotel was elegant, and the luxurious rooms with amenities started at about $800 per night. It was a hotel designed for business travelers and upper-class customers who wanted amenities such as golf, spa, nightclub, and more. The clientele was usually successful businessmen and -women, doctors, lawyers, and retirees who had invested well.
Jenna had chosen the hotel as a different kind of experience to let her friends find out what “the good life” was all about. Jenna and Josh were from wealthy, upper-class families, and they were accustomed to such a lifestyle.
Class and Lifestyle
Numerous theories suggest that customer consumption of products is based on social class. Bourdieu (1984) noted that different classes often exhibit different lifestyles to show their class position or rank in society. Occupation is a factor in establishing class categories that influence consumption habits of customers, too.
In addition, education is often used with occupational factors in determining social class, showing that a college degree can be a major factor in determining a customer’s social class. Other factors, such as income, are another element of determining social class, but customers who make the same income can spend or save it in very different ways, often reflecting various lifestyles of social classes (Schiffman & Kanuk, 2010).
Rags to Riches
You have read the stories: poor but ambitious individuals who rise to the top or move to another social class through hard work, education, promotions, investing, and saving money to reach a successful stature in society. Unlike some countries, in the United States, individuals can move from one social class to another. This is called social mobility (Schiffman & Kanuk, 2010).
Consumer behavior can also be dependent on the social class that the person belongs to. Marketers often measure a customer’s social class based on both demographic and psychographic data that show income and lifestyle habits.
Advertising is usually targeted toward different social classes to appeal to their tastes, hobbies, lifestyles, and more. Purchases of clothing, leisure time, spending, saving, and investing are based on social classes. A few social classes that identify today’s consumer include the following (Schiffman & Kanuk, 2010):
· The Affluent Customer
· This customer earns more than $75,000 per year. Much of the income of affluent customers is discretionary, meaning that they can afford to spend money on quality products and services.
· The Middle Class Customer
· This customer earns anywhere between $25,000 and $50,000 per year. This customer has some discretionary income for products and services.
· The Working Class Customer
· This customer usually earns $40,000 or less, with a tendency to be brand-loyal in his or her choices of cars, clothing, and food.


Roll of Market Research

Imagine a focus group on a popular auto maker's trucks. “Why do you like this particular truck model?” asks the research facilitator to the group of 20 participants.
“I like the convertibility and compactness of the smaller truck,” responds one participant.
The focus group facilitator starts tapping the answers into her tablet as she prepares more questions.
A focus group is a research technique that companies and product brands often use to get customer feedback about how to make a product or service better and deliver the attributes, features, and qualities that the customer wants and needs. A marketer needs to know what a customer wants to make sure that the product meets or exceeds those expectations.
Establishing Research Objectives
One of the most important elements of creating any type of consumer research process is establishing objectives. Most of these objectives are focused on why a consumer wants to buy a particular product or service.
Collecting Consumer Data
Two types of research are conducted in any consumer research project: primary research and secondary research.
Primary Research
Primary research is conducted first-hand, such as in a customer feedback survey or focus group where the investigator writes the research questions and interviews the customer. The responses from the customers are collected, and the data are analyzed and interpreted.
Secondary Research
Secondary research includes using research that has already been conducted, such as sales reports, census data, and other analyses. A variety of research data exist from companies who specialize in this type of research.
Designing a Consumer Research Project: Quantitative Versus Qualitative Designs
Quantitative Designs
In addition, the research project can include collecting quantitative and qualitative methodologies. In consumer research, both methodologies are effective in understanding customer buying habits, attitudes, and decision making.
Quantitative research includes several data collection methods and instruments. For example, if a consumer researcher wanted to find out more about how customers choose products based on product shelf placement within a grocery store, the researcher might choose an observational method. Observational research can help the researcher gain more information about the customer by observing such buying patterns.
An experimentation methodology is another form of quantitative research that allows the investigator to observe customers in a laboratory or in the field. If a researcher wanted to observe how many people entered a particular store on a particular day, he or she might use this method.
Surveying or interviewing customers is another form of quantitative research. Sometimes, marketers use interviewers in a mall to find answers to certain questions from customers who are actually shopping.
The research instruments that the investigator can use include mystery shoppers, surveys, questionnaires, and focus groups both in-person and online. Surveys and questionnaires can be completed by customers in person, by telephone, by mail, or online. These types of research instruments help the marketer learn more about the customer.
Qualitative Designs
The other type of research methodology is qualitative research. Qualitative research seeks more abstract information from consumers. Often, the questions asked by the researcher are based more on emotion, feelings, or ideas related to the product or service. Qualitative research can include in-depth interviews with customers, consumer panels, and focus groups.
As part of the marketing research process, consumer research is essential in finding out more about the customer’s wants and needs. It should be conducted on a regular basis to evaluate customer attitudes, perceptions, buying habits, and patterns. Without an effective research program, companies can lose touch with current and potential customers (Schiffman & Kanuk, 2010; Solomon, 2013).





