
 SIGNIFICANCEOFCONSUMERBEHAVIOUR

The importance of consumer behaviour in marketing management is also known
as thesignificanceofconsumerbehaviour.Itincludesvariouspointssuchas:

1.Todesignproductionpolicies

2.Knowtheeffectofpriceonbuying

3.Exploitthemarketopportunities

4.Designmarketingmix

5.ImplementSTPstrategies

6.Helpsinunderstandingdiversifiedpreference

7.Understandingofvariousrolesplayedbyconsumer

8.Resultsinconsumersatisfaction

1.Todesignproductionpolicies-

Thisisthefirst importanceofconsumer behaviour anditmeansthatalltheproduction
policieshavedesignedtakinginto considerationtheconsumerpreferenceso that
productcanbesuccessfulinthe market.
Ineverybusiness,themainmotiveistoenhancetheproductionandaswellassalesof
thecompanyandtodoallthese,anycompanyorbusinesshastowinthetrustofits
customersandstudyingabouttheirtastes,likings,andpreferences

2.Knowtheeffectofpriceonbuying-

This is the second consumerbehaviourimportance and itmeans that consumer
behaviour canhelpinunderstandingtheeffectofpriceonbuying.Wheneverthepriceis
moderateorcheapmoreandmorecustomerwillbuytheproduct.
Afterthetimeofproduction,therecomesatimeinwhichthecompanyhastodecide
whatthepriceofourproductwillbebecauseithelpstodividethecategoriesofthe
customerandalsohelpstoattainmoresales.



3.Exploitthemarketopportunities-

Thisisthethird importanceorsignificanceofconsumerbehaviour anditmeansthat

thechangeinconsumerpreferencecanbeagoodopportunityforthemarktobring

somethingwhichcannotasarevaluationinthemarket. ForExample–Whenpalm pops

introducedinthemarket,itwassuccessfulduetothestylishandsleekdesign.

4.Designmarketingmix-

Thisisthe fourth importance ofconsumerbehaviour and itmeansthat consumer
behavior isverymuchvitalindesigningandapproachingmarketingmixtobechosen
(product,price,place,andpromotion).
Theproductshouldbevaluable,thepriceshouldbemoderate,placeanddistribution
shouldbeintensiveandappropriate. Promotionmechanism shouldbethere.

5.ImplementSTPStrategies-

Thisisthefifth importanceofconsumerbehaviour anditmeansthatthe segmentation,
targeting,and positioningstrategies areimplementedbyunderstandingthebehaviour
ofconsumerstowardsthevariousbrands.
The products are targeted grouping the customers having common taste and
preferenceandfinallypositionedinthemarket.Thus,buildingapositiveimageofthe
productofacompanyrelatedtothecompetitorsandaswellashelptobeatthem also.

6.Helpsinunderstandingdiversifiedpreferences-

This is the sixth importance ofconsumerbehaviour and itmeans thatthe consumerpreferences are

diversifiedinnatureandtheirkeeponchangingoveraparticularperiodoftime.Nowadaysconsumersare

morevalueconscious andtheywanttoextractthemaximum benefitsfrom aparticularproductofabrand.

7.Understandingofvariousrolesplayedbyconsumers-

Thisistheseventhimportanceanditmeansthattherearevariousrolesplayedbythe
consumers in the consumerdecision-making process.These roles are initiators,
influencers,decider,users,buyers,andgatekeeper.Thestepsofthe consumerdecision-
makingprocess canbedescribedareasfollows:-

1.NeedRecognition,

2.InformationSearch,

3.EvaluationofAlternatives,

4.PurchaseDecisions,

5.PostPurchaseBehaviour.



8.Resultsincustomerssatisfaction-

Thisistheeighth importanceofconsumerbehaviour anditmeanswhenthedesigned
productismatchingtheexpectationsofthecustomerthantheyresultincustomer
satisfaction.Incasetheproductisexceedingtheexpectationsofthecustomerthenits
resultincustomerdelight.
Inanorganization,therearevariousdepartmentslikepurchase,personnel,finance,
production,marketingandalldepartmentshaveamotivetosatisfythecustomerneeds
andwants.


