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PREFACE 

I am delighted to present the first edition of my book named 

“Consumer Behaviour” to the teachers and students of S.Y.B.M.S. 

Second Year, Third Semester. 

This book has been written as per the prescribed syllabus of the 

University of Mumbai. Every effort has been made to explain the 

concepts not only in a theoretical manner but with practical and 

relevant examples. 

I believe that consumer behaviour has always been an evolving 

phenomenon and with fast paced technological advancements, the 

study of consumer behaviour is turning both fascinating and 

challenging for marketers. Sailing on the wave of greater 

disposable income, evolving lifestyle, deeper internet penetration 

and innovative marketing campaigns, the tide of e-commerce has 

changed the dynamics of Indian consumer behaviour. 

I am thankful to Kripa Drishti Publications for the support and 

guidance in publishing this book. 

                                                                                                                         

Sonam Arvind Singh  



 

 

Acknowledgement and Dedicated 

I would like to recognize and appreciate the contribution of: 

• The students whose eagerness kindled my writing skill. 

• The Principal, Vice-Principal and the entire staff of Bachelors 

of Management Studies (BMS) department of Karmaveer 

Bhaurao Patil College, Vashi, for their support, encouragement 

and help in getting the required resource materials. 

• My family Maya Singh (Mom), Arvind Singh (Dad), Sarita 

Singh (Mother-in-law), Chandra Kumar Singh (Father-in-law), 

Akash & Avnish Singh (brother). 

• Last but not the least; I am thankful to Prateek Singh (Husband) 

for their well wishers and patience and faith in me. 

• To the teaching fraternity of this subject who have encouraged 

me to bring out yet another edition. 

• To the publisher “Kripa Drishti Publication” for bringing out 

the edition. 

 

Sonam Arvind Singh  



 

 

 

INDEX 

Chapter 1: Introduction to Consumer Behaviour .................. 1 

1.1 Consumer: ............................................................................ 1 
1.1.1 Consumer Behaviour: ............................................ 1 
1.1.2 Features of Consumer Behaviour: .......................... 3 
1.1.3 Need or Importance of Consumer Behaviour: ........ 5 

1.2 Types of Consumer Behavior: .............................................. 6 
1.3 Understanding Consumer Needs: ........................................22 
1.4 Applications of Consumer Behaviour in Marketing .............25 
1.5 Consumer Decision Making Process: ..................................31 

Chapter 2: Individual – Determinants of Consumer Behaviour

 .................................................................................................40 

2.1 Consumer Needs and Motivation:........................................40 
2.1.1 Need for affiliation: ..............................................40 
2.1.2 Need for Achievement: .........................................40 

2.2 Personality: .........................................................................49 
2.2.1 Meaning and concept of personality: .....................50 
2.2.2 Nature of Personality: ...........................................50 
2.2.3 Theories of Personality: ........................................51 

2.3 Traits Theory and Personality Traits: ...................................54 
2.4 Product Personality: ............................................................57 
2.5 Consumer Learning: ............................................................61 
2.6 Features/ Nature / Characteristics of Learning: ....................62 
2.7 Learning Theories: ..............................................................65 

Chapter 3: Family Influence on Consumer Behaviour .........74 

3.1 Buying Roles of a Family: ...................................................74 
3.2 Family Life Cycle in Consumer Behaviour:.........................78 

3.2.1 Needs Perception: .................................................79 



 

 

3.2.2 Evaluation Rule: ................................................... 80 
3.2.3 Factors Affecting the Need of the Family: ............ 82 
3.2.4 Family life cycle: ................................................. 85 

3.3 Social Class and Influences:................................................ 89 
3.3.1 Types of Social Classes: ....................................... 89 
3.3.2 Features of Social Class: ...................................... 92 
3.3.3 Social Class and their Influences: ......................... 93 

3.4 Group Dynamics:................................................................ 96 
3.4.1 Factors Affecting Reference Groups Influence: .... 96 

3.5 Meaning of Culture: .......................................................... 100 
3.5.1 Features of Culture ............................................. 102 
3.5.2 Functions of Culture: .......................................... 108 
3.5.3 Culture and Society: ........................................... 110 

Chapter 4: Consumer Decision Making Models ................. 116 

4.1 Consumer Decision Making Models: ................................ 116 
4.1.1 Howard - Sheth Model ....................................... 116 
4.1.2 Engel, Blackwell and Miniard (EBM) Model: .... 117 

4.2 Process of Diffusion of Innovation:................................... 118 
4.2.1 Innovation: ......................................................... 118 
4.2.2 Marketing Effort: ............................................... 119 
4.2.3 Social System: .................................................... 119 
4.2.4 Time: ................................................................. 120 

4.3 Engel Blackwell Miniard Model of Consumer Behaviour: 128 

 



 

 


