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ABSTRACT 

The purchasing behavior of the consumers depend on a number of factors 

like economical factors, psychological factors or sociological factors etc. 

Keeping these factors in mind, some models were introduced which can 

categorize the factors affecting buying behavior of the consumers. 

Some of popular models are economic model, psychological model and 

sociological model. The economic model highlights the consumer buying 

behavior depending on their economical status. While, the psychology 

model presents the purchasing behavior of the consumers with respect to 

their perception and attitude.  On the other hand, the sociological model 

gives stress on the sociological factors that can really influence the 

purchasing behavior of the consumers. The current paper highlights the 

significance of consumer behavior models. 
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INTRODUCTION 

1. Economic Model  

In this model, consumers take after the rule of most extreme utility in 

light of the law of decreasing marginal utility. Consumer wants to spend 

least sum for augmenting his gains. Economic model depends on:  
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1. Price Effect: Lesser the price of the product, more will be the 

amount purchased  

2. Substitution impact: 

3. Income impact: When more income is earned, or more cash is 

accessible, more will be the amount purchased.  

2. Psychological Model  

Psychologists have been examining the causes which prompt purchases 

and decision making. This has been replied by A.H. Maslow in his order 

of needs. The conduct of an individual at a specific time is dictated by his 

most grounded require around then. This additionally demonstrates 

needs have a need. To start with they fulfill the essential needs and after 

that continue for auxiliary needs.  

3. Pavolovian Learning Model  

This model is named after the Russian Physiologist Ivan Pavlov. He 

investigated a doing and watched how it reacted on the call of a chime 

and giving it the bit of meat. The reactions were estimated by the 

measure of salivation discharged by the pooch. Learning is characterized 

the adjustments in conduct which happen by training and, in light of 

past experience. This is vital to marketers too. The learning procedure 

comprises of the accompanying elements. 

i. Drive: This is a solid inside boosts which induces activity. On account 

of the drive, a man is empowered to activity for satisfying his wants. 

Drives can be inborn (in conceived), which come from physiological 

needs, for example, a yearning, thirst, pain, cool, sex and so forth.  
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ii. Triggering Cues: these impact the decision procedure yet don't enact 

it. They are two sorts.  

a) Product signs are outside boosts got shape the product 

straightforwardly, e.g., shades of bundle, weight, style, price and so 

forth.  

b) Informational signals are outer jolts which give data about the 

product, similar to advertisement, sales promotion, conversing with other 

people, recommendations of sales work force and so on. Reaction is the 

thing that the purchaser does, i.e., purchase or not purchase.  

iii. Reinforcement  

At the point when a man has a need to purchase, say clothing, and goes 

by a showroom and is pulled in by the show of clothing their shading and 

style, which goes about as a jolt, and he makes a purchase. On the off 

chance that he prefers it, implementation happens and he is glad and 

happy with the purchase. He prescribes it to his friends too, and visits a 

similar shop once more. Reinforcement part along these lines is a critical 

piece of purchaser conduct and the marketer tries to make a decent 

picture of the product in the psyche of the consumer for rehashing 

purchases through Reinforcement.  

4. Sociological Model  

This is worried about the general public. A consumer is a piece of the 

general public and might be an individual from many groups in a general 

public. His buying conduct is impacted by these groups. Essential 

groups of family and friends have demonstrated a considerable measure 
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of impact on his buying. A consumer might be an individual from a 

political gathering where his dress standards are extraordinary. As an 

individual from a tip top association, his dress necessities might be 

unique. 

 

Figure 1: Buyer Behavioral Model 

 

SIGNIFICANCE OF CONSUMER BEHAVIOR MODELS 

Howarth-Sheth Model  

This model is marginally confounded and demonstrates that consumer 

conduct is an intricate procedure and ideas of learning, perception and 

attitudes impact consumer conduct. This model of decision making is 

material to individuals. It has four sets of variables which are:  
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I. Input  

II. Perceptual and Learning constructs  

III. Outputs  

IV. Exogenous or outer variables  

 

Figure 2 Howard-Sheth Model of Buyer Behaviour 

i. Input 

A few data sources are important for the client in making decisions. 

These sources of info are given by three sorts of boosts.  

a) Significative Stimuli: These are physical substantial qualities of 

the product. These are price, quality, distinctiveness, services rendered 

and accessibility of the product. These are basic for making decision.  

b) Symbolic Stimuli: These are the same as significative attributes, 

however they incorporate the perception of the individual, i.e., price is 
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high or low, quality is up to the check or beneath average, how is it 

unique in relation to different products, what services can the product 

render and, what is the position of after sales service and how rapidly or 

effortlessly is the product accessible and, from where.  

c) Social Stimuli: This is the jolts gave by family, friends, social 

groups, and social class. This is vital, as one lives in the public eye and 

for the endorsement and valuation for the general public, buying 

propensities must be administered.  

These develop psychological variables, e.g., thought processes, attitudes 

and perception which additionally impact consumer's decision making 

process. The consumer gets the boosts and deciphers it. Two factors that 

impact his elucidation are jolt - ambiguity and interminable inclination. 

Jolt ambiguity happens when the consumer can't decipher or completely 

comprehend the importance of the boosts he has gotten, and does not 

know how to react.  

ii. Perceptual and learning constructs  

Perceptual inclination happens when individual contorts the data as 

indicated by his needs and experiences. These two elements impact the 

individual for cognizance and rating of the brand. On the off chance that 

the brand is appraised high, he creates trust in it lastly purchases it.  

iii. Output 

Yield implies the purchase decision. After purchase there is satisfaction 

or dissatisfaction. Satisfaction prompts uplifting attitude and builds 

brand perception. With dissatisfaction, a negative attitude is developed.  
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iv. Exogenous or External Variables  

These are not straightforwardly impact the decision procedure. They 

impact the consumer by implication and change starting with one 

consumer then onto the next. These are the individual's own particular 

personality traits, social class, significance of purchase and financial 

status. All the four components examined above are dependent on each 

other and impact the decision making process. The model however 

confused, manages the purchased conduct in a thorough way.  

 

Engle – Blackwell – Kollat Model  

It comprises of four segments  

i. Information Processing  

ii. Central control units  

iii. Decision process  

iv. Environmental impacts  

i. Information process: The data preparing comprises of introduction, 

consideration, cognizance and maintenance of the marketing and non-

marketing boosts. For fruitful sales the consumer must be appropriately 

and more than once presented to the message. His consideration ought 

to be drawn, with the end goal that he comprehends what is to be passed 

on and holds it in his psyche.  

ii. Central Control Units: The boosts forms and translates the data got 

by an individual. This is finished by the assistance of four psychological 

components.  
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1. Stored data or past experience about the product, which fills in as 

a standard data for looking at different products and brands.  

2. Evaluative criteria could be not the same as individual to 

individual.  

3. Attitudes or the perspective which changes occasionally, and helps 

in picking the product.  

4. The personality of the consumer guides him to settle on a decision 

suiting to his personality.  

iii. Decision Process  

The parts of Buyer conduct process as clarified in the Figure beneath.  

 

Figure 3 Simple Consumer Behaviour model 

Understanding the purchaser conduct process is a systematic push to 

assess the consumer's endeavors to satisfy his needs, wants or demands.  

 

CONCLUSION 

Promoting is far beyond making an appealing expression or a jingle 

people will sing for quite a long time. Understanding consumer conduct 

is an indispensable part of advertising. Consumer conduct is the 

investigation of how individuals settle on choices about what they 

purchase, need, need, or act concerning an item, administration, or 

organization. It is basic to comprehend consumer conduct to realize how 

potential clients will react to another item or administration.  
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It additionally assists organizations with distinguishing openings that are 

not as of now met. An ongoing case of an adjustment in consumer 

conduct is the dietary patterns of consumers that drastically expanded 

the interest for without gluten (GF) items. The organizations that checked 

the adjustment in eating examples of consumers made GF items to fill a 

void in the commercial center. Be that as it may, numerous organizations 

didn't screen consumer conduct and were abandoned in discharging GF 

items. Understanding consumer conduct permitted the star dynamic 

organizations to build their piece of the overall industry by envisioning 

the move in consumer needs. 

 

REFERENCES 

1. Denzin, N.K. and Lincoln, Y.S. (2013) Introduction: Entering 

the field of Qualitative Research. In Denzin and Lincoln, Y.S. 

(eds). Strategies for Qualitative Inquiry. London Sage. 

2. Douglas. B, John. A, Quelch, and Taylor. E, (2014), “How 

Global Brands Compete”, Harvard Business Review 

3. Douglas S.P. and Craig, C.S. (2014), “The changing dynamic of 

consumer behaviour: implications for cross-cultural research”, 

International Journal of Research in Marketing, Vol. 14, 

pp.379-95. 

4. Douglas et al Domzal, T. and Ugner, L.S. (2014), “Emerging 

positioning strategies in global marketing”, The Journal of 

Consumer Marketing, Vol. 4 (4), fall, pp.23-40. 

5. De Mooij, M. (2014). Consumer behavior and culture. 

Thousand Oaks: Sage. 



THINK INDIA JOURNAL 
ISSN: 0971-1260 

Vol-21-Issue-03- July-September-2018 

P a g e  | 73             

6. Elliott, G.R. and Camoron, R.C. (2014), “Consumer perception 

of product quality and the country of origin effect”, Journal of 

International Marketing, Volume 2(2), pp. 49-62. 

7. Farquhar, Peter H. (2012), “Managing Brand Equity”, 

Marketing Research, 1 (September), 24-33. 

8. Farquhar, peter H., J. Y. Han, and Y. Iriji (2011), Recognizing 

and Measuring Brand Assets, Report 91-119, Marketing 

Science Institute, Cambridge, MA. 

9. Fatt, J.P.T. (2014), “Communicating a winning image”, 

Industrial and Commercial Training, Vol. 29 (5), pp.158-65. 

10. Fournier, Susan (2013), “Consumers and Their Brands: 

Developing Relationship Theory in Consumer Research”, 

Journal of Consumer Research, 24 (March), 343-373. 

11. Ger, G., Belk, R. and Lascu, D. (2013), “The development 

of consumer desire in marketing and developing economies: the 

cases of Romania and Turkey”, Advances in Consumer 

Research, Vol. 20, pp. 102-7. 

 


