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Consumer Behaviour and the Customer Journey 

Introduction

I have been tasked by my manager in Apple to prepare a report on consumer behaviour to be able to help develop the marketing strategy for the launch of our new product which is the new iPhone 13. I will be educating my manager on the well-established principles of consumer behaviour, and I will however critically discuss within my report the toolbox which are psychological principles that relate to consumer behaviour and also how their marketing strategy is performed. 

Consumer behaviour is important because it’s the study of consumers and the processes that they use to consumer and dispose of any products and services.  Consumer behaviour helps marketers to help and understand consumers decisions and by understanding these consumers decide on the product that they are able to fill the gap that’s within the market, and they are able to identify the products that are needed (Consumer behavior in marketing - patterns, types, segmentation - Omniconvert Blog, 2021).

Attitude formation and change
The attitude of customers & consumers and the formation of these is an on-going process through life. These attitudes are, as defined by Schuette & Fazio (1995), provide people with a “ready-aid for interaction” and provide a way of “freeing the person from the deliberative processes” that individuals make every day on numerous different things from the shoes they choose to wear on their feet, the phone that they use every day and even down to the path that they would take to school, work or just on their morning walk. This can also be examined on a deeper level wherein that people have these “attitudes” developed from somewhere, someone or something; this has been referred to as the “attitude object” (Jhangiani & Tarry, 2014). Some attitudes are inherited, at least in some fashion due to people’s genetics, whereas others are built and formulated from experiences, either from family, friends and other people around an individual and then other attitudes come from direct interaction from an individual with something (Olson, Vernon, Harris & Jang, 2001).
These “attitudes” will continuously ebb and flow through a person’s life cycle but they are essential in life and allow people to make quicker decisions in a more efficient manner but having some preconceived notions about certain things also aids them in deciding which people to talk to or avoid and when deciding which products and which businesses to engage with. Certain attitudes can be perceived as popular or widely-held and others can be viewed as more niche or simply not as popular or being less popular; for whatever reason that may be. In a way of describing this, Jhangiani & Tarry (2014) gave the example of snakes equalling bad or dangerous so, people would have the attitude to run or to stay away from them. Likewise can be said for other things such as spiders, drugs and smoking however, this can also be applied to business and how people react toward certain businesses due to something that business has done, something that has been said about them or, their own personal experience with a particular business.
For example, there have been numerous cases where businesses have acted unethically or made poor decisions that have reflected badly on the business and as a result, people’s attitudes towards those businesses have changed. A few infamous examples of these are the Tesco horsemeat scandal that took place within the last decade (BBC, 2013) where some products were found to contain 60% horsemeat, as opposed to being Irish beef products. There was immense backlash from this with Tesco having to remove products from their shelves until the situation was rectified but it also saw them lose an estimated £30 million from their market value and the trust between Tesco and their customers was significantly damaged as a result (The Guardian, 2013.)
Another example of poor decision-making and unethical activities is Nike. Nike are one of, if not the biggest producer of sporting goods and footwear around the world and yet, they cannot seem to escape a shroud of controversy ranging from using persecuted and ill-treated Uighur Muslims in China and forcing them to work in poor conditions and without a fair wage to live on (Ethical Consumer, 2021) to imposing an estimated 70% reduction in pay to female athletes that made the decision to become pregnant and start a family (New York Times, 2019). 



Culture, ethics & sustainability
Sustainability is something that has grown in recent years and consumers have come to expect businesses to operate sustainably and to contribute to sustainability projects. There are numerous definitions that can be found but one such definition goes as ‘the idea that goods and services should be produced in ways that do not use resources that cannot be replaced and that do not damage the environment’ (Cambridge English Dictionary, 2021) and this definition highlights the expectation that consumers want businesses to conduct their operations while keeping the local community or the health of the planet in mind.
Apple in particular, have made efforts to become a more sustainable and eco-friendly business by committing to improving in a number of ways, one of which is that as of 2018, the stores, data centres and offices run on 100% renewable energy with their operations also being carbon neutral (Apple, 2021). However, there are critics that say otherwise, speaking on the issue with batteries in iPhones and how they are difficult to maintain once they start ‘slowing down’ and once this starts, people will move on to the next product and dispose of the old one where, even though Apple say it is going to be recycled, there is plastic that cannot be recycled along with other elements that are harmful to the planet (Foundation for Economics Education, 2017). 

Demographics
Utilising demographics to further understand their target market is vital to businesses. There is plethora of demographics to look and demographic itself is defined in a marketing sense as ‘a group of people, for example, customers, who are similar in age, social class, etc. (Cambridge English Dictionary, 2021).
In some situations, it is plausible that the business owner could theoretically stock and sell products that are attractive to them if they share similarities with their customers however, it would be risky to do so and as a result, demographics provide an opportunity to learn about potential consumers and to better identify the desired target market. Demographics will allow Apple to break down the customer base and target the desired segment more specifically by looking at different demographics such as age, location, interests and other different factors, creating a ‘product mix’ (Kelley, 2016).
From the perspective of Apple, geographically the target is in the US and further internationally, targeting males and females between the ages of 18 – 45 with a range of students, managers, executives and even those who have retired from work (Business Research Methodology, 2021). 
Learning & Knowledge
The learning and knowledge of consumers along with the attitude formation and change go hand in hand with each other. Attitudes are formed over time but can be changed through an experience with a business, hearing something through word-of-mouth via friends/family/colleagues. Within this, people learn from one another and then begin to associate what they have been told or learned from those around them and apply it to their day to day life. John & Gregan-Paxton (1997) identified that people go through phases of ‘mapping’, a psychological process where people begin to associate what they know and apply it to situations and during these phases, it was identified that people opt for ‘rational’ matches as opposed to matches based on attributes. 
An example is given regarding a person having to choose between Tide, an American washing detergent and store-bought laundry detergent. It is stated that the chemical configuration and the ability to clean clothes well (common relation) is of more importance to consumers than the fact that both products are sold in orange boxes. The orange box does not determine the strength or the cleaning ability of the detergents so, an individual may resort to other determining factors, one being prior knowledge of the products, another being price and another would be information provided to them from other sources.
Apple are in a good position here because general word of mouth is good and the popularity of the brand helps significantly with new consumers learning and acquiring knowledge about the business and its product. iPhones and other Apple products are seen as reliable, high quality and extremely popular. This puts Apple in a great position with regards to launching the new iPhone 13 because these events have become highly anticipated and ‘the stuff of legend’ (The StoryTellers, 2021.)


How people make decisions
Consumer’s decision making is the process of consumers which they identify and are aware of their needs, these are best solved when consumers collect the information and have look at alternative options and when they want to purchase a product or service then they evaluate their purchase before considering buying it. However, when marketers make decisions, they include the concepts of the marketing mix which are reasoning, developing decision alternatives, abstract thinking this is to show or see how it affects sales (Understanding marketing decision-making, 2021).

There are five stages in which consumers go through when they want to make a decision on purchasing a product or service in the first stage of decision making is problem and recognition, and this is so that the consumers are able to recognise what the problem or need is for what kind or product that is able to meet their needs. Without them using this step within the process then they may not decide on the product or service that they want to purchase. For the second stage which is the information search it considers the consumers to recognise a specific problem where they are more likely to search for more information, and it can either be internal or external. When consumers are using internal research, they are thinking about any past experiences they have with either the service, product or brand. Whereas external research is when a consumer knows no information about the product and gets more information from sources that are personal to them and this can be done through word of mouth or through family and friends. With the third stage being consumers evaluating their brand and products then the fourth step would be the consumers purchasing the product from whichever preferred brand they want to buy from. The last step in decision making for consumers is if they are either happy or not happy with their purchase (The Consumer Decision Process | Boundless Marketing, 2021). Apple should take these stages into consideration when they are thinking about the new launch of the iPhone 13 to know how consumers will make their decision on purchasing the product. 




Differences in consumption in B2B/C

Businesses marketing considers B2B (Business to Business) and B2C (Business to Consumer). B2B in marketing focuses on marketing their services or products to other businesses, and it is their primary customer for example Apple is a B2B business as much as it is also B2C, and their App store is where other businesses are able to put their custom apps and Apple would make them available for consumers to purchase therefore this is also B2C (Dignan, 2021). 

As opposed to decision making in marketing B2B and B2C decisions on buying products and services are made in groups. The business that are responsible for making their buying decisions are referred to as the DMU (Decision Making Unit) and the roles of DMUs are vary widely. 


Drive, Motivation, Hedonism 

There are numerous factors that generate and create drive and motivation within individuals that stems from their needs and wants; with there being significant difference between the two. Maslow’s hierarchy of needs highlights and organises theses needs to provide an insight in to how an individual may prioritise their needs, with some needs being paramount and essential, named ‘survival needs’. These needs are most important and ones that take first priority, with security, belonging, esteem, cognitive, aesthetic needs following in such an order. However, it may not be an order as such and each need does not need to be met in order to meet the following needs as people prioritise things differently in their lives and as a result, will meet some needs before meeting others (Pursuit of Happiness, 2021; Maslow, A.H., 1987). 

Within marketing, these needs and wants are targeted by businesses in order to better understand their target market and meet their needs and desired wants more effectively and specifically. Industrial economics are heavily consumer driven and as a result, businesses are always working on their marketing in a way that allows them to capitalise and profit from this. Needs and wants are different in the sense that needs are things that someone cannot live without on a daily basis whereas wants are desires that an individual has but, they could survive without them.

Looking at Hedonism, it is defined as ‘the doctrine that pleasure or happiness is the sole or chief good in life’ (Merriam-Webster Dictionary, 2021). It is argued that hedonism is a factor in all of an individuals decision making at some point however, this argument does not seem convincing when one considers Maslow’s hierarchy of needs. With survival needs being prioritised within the hierarchy, there may be pleasure to be gained from meeting these needs but pleasure is not the element being sought after so much as it is safety, surviving and security (Stanford Encyclopaedia of Philosophy, 2013). However, hedonism can be considered as the hierarchy progresses, specifically within the ‘Esteem’ element where things such as status, recognition and respect are housed (McLeod, 2018). 
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