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Cl Introductory Topics

5 steps in Customer
Purchasing
Behaviour

Types of Business

Types of Customers markats

B2B & B2C Specifics Buying Situations Product Types

Purchase levels of
involvement

Product Life-Cycle Crossing the Chasm
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The Five Basic Steps of
Customer Buying Process

Why is knowledge on the basic steps of
the Customer Buying Process important
for CRM?

How can we make an interconnection
with the previously mentioned specifics?
What are the specifics of the process in
connection with the customers of
products from the different Product
Lifecycle stages?
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Basic Steps in Customer Buying
Process

e Problem / Need Recognition

¢ Information Search
e Evaluation of Alternatives
e Purchase Decision and Purchase

e Post-purchase
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The Basic Steps in Customer Buying
Process are viewed as Five or as Six, but
essentially there is no difference.

University of Applied Sciences

e Problem (Need) Recognition
e Information Search

e Evaluation of Alternatives

e Purchase Decision

e Purchase

e Post-purchase
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Customer Purchase Decision Process

NEED /WANT
RECOGNITION

POST-
GATHER
PURCHASE INFORMATION

EVALUATE
OPTIONS

. . http://hiphoplives.net/best-promotional-tool/
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Basic Steps in Customer Buying
Process

Problem / Need Recognition

Information Search

Evaluation of Alternatives

Purchase Decision and Purchase

e Post-purchase
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Consumer Decision-Making
Process

Need Information Evaluation of
recognition search alternatives

Post-Purchase
behaviour

*Consumers don’t always move through the steps in
this sequence.
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5 MAMK -1 Need recognition
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When a consumer is faced with a difference
between actual and desired state — imbalance.
Internal stimulus - A need can occur
immediately and can be a very basic impulse
that you experience.

External Stimulus — When a customer is

affected by outside influences.
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EEMAMK 1. Need recognition ;9
How to create a need recognition?
The key weapons for marketer to create an
imbalance or need is by advertising and sales
components.

Need recognition and then a Want occur when:

1) A product customers have does not function
properly (frustration).

2) Consumers run out of a product they need.
3) Consumers become aware of a better

product / product meeting better their needs.

*What is the role of marketing team to handle best
these situations?
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Maslow Pyramid

love and belonging
friendship, family, intimacy, sense of connection
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2. Information Search

Comparing the different, alternative selections that
consumers can purchase to satisfy their need.

Internal External
Information Search Information Search

Search in the internal Search in the outside
environment environment

Memory, Personal search
Past Experiences, (friends, salesperson,
Internal Knowledge family, etc.)

Impersonal search
(Internet, blogs, forums,

Prior to External
Information Search

J
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“MAMK  Questions about Information
Search

 Which type of customers needed deeper
technical expertise information?

 How does the type of Product influence the
Information Search (time, amount of

iversity of Applied Sciences

information, type of providing the information,
channels, etc.)?

* How does the level of involvement with the
purchase and decision making influence the
information search process?

 How does the buying situation influence the
information search process?
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A
Questions (team work) {CV)}

Divide class into six teams, each identifying as
many as possible practical examples for sour-
ces of Internal and External Information Search:
Team 1, 3, 5 — for Business customers

Team 2, 4, 6 — for Consumer customers
Each team will present their list.

Technology products

http://seoexpertsdall.com/finding-reputable-sources-
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“mMaMK 3. Evaluation of Alternatives
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Evaluation of Alternatives is implemented
according the Evaluative Criteria of the
Customers.

Evoked set
Evoked set

Setof all available brands

Setof brands of which cansumer is

consists of tf svare o
Consumer,S r Setof brand which

consumer can recall

preferred
alternatives.

Evoked Set

This can be followed by final research and evaluation to further shrink their
choices....
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“MAMK  Questions about Evaluation of
Alternatives

 What are the evaluation criteria for Business
Customers?

 What are the evaluation criteria for Consumer
Customers?

 Would usually Business companies prefer
quality and support in front of quality, even with
small degree of advantage?

* How would the level of involvement influence
the time for evaluation of alternatives?

* How do the buying centers’ participants
influence the evaluation of alternatives?
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4. Purchase Decision and
Purchase

... uniting all Cl knowledge in this process...

Purchase Decision follows the Decision
Making Process with the according Level
of Involvement, Type of Decision

Making, Evaluation criteria, Buying
Centre’s participants, Buying situations
and Influencing Factors in the Decision

Making Process.

If decision is Yes, Customer proceeds with purchase and moves to next step:
Post-Purchase...




Questions about Purchase}Q
Decision and Purchase

Discussion
*What are the most important points of
good customer service for the different
Buying situations?

*What are the specifics of the Buying
Centers at B2B & B2C?

*What information is needed for the

products/services purchases with the
different level of involvement?
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Questions about Purchase }9

Decision and Purchase |piscussion
How is the decision making process and
Purchase decisions influenced by:

* Level of Involvement
 Type of Product

 Type of Customer
Evaluation criteria

Buying Centre’s participants
Buying situations

Influencing Factors in the Decision
Making Process?
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“MAMK 5. Post-purchase behaviour

University of Applied Sciences

Post-purchase service is defining whether
customers will feel: Brand Insistence, Brand
Preference or Brand rejection.

After purchase
Customers ideally
should feel:

Complete No negative No cognitive
satisfaction feelings dissonance
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Cognitive Dissonance
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Definition:

The inner tension that a consumer
experiences after recognising an
inconsistency between behaviour and
values or opinions.

How company can minimise cognitive
dissonance?
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Cognitive Dissonance Minimisation
ZEMAMK

newmmsses Marketers can use the following to minimise
cognitive dissonance:

1) Communication for their products positive benefits and
features

e highlight any and all positive emotions associated with
choosing that product, also remind option for returning or
exchange of the product (if applicable)

e send a follow-up email after the purchase helps to reinforce
the consumer's choice and create an even more positive
brand association for future purchases

3) Small gifts for current clients

e small gifts for current clients may include advertising
materials, promotion coupons, gifts and greetings for national

and personal holidays, etc.
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ZEMAMK

University of Applied Sciences

A
Questions (team work) 4\;(,2%

Situation: Your company is offering Laptops/Notebooks

in the middle-priced segment at the market. You have
Business and Consumer customers. You know well the
sources of Cognitive dissonance in your products.
Please, identify at least three practical examples (good
practices) for minimising cognitive dissonance:

Team 1, 3, 5 — for Consumer customers

Team 2, 4, 6 — for Business customers

Approachesfor Consumer /Business Customers
minimising cognitive

dissonance

1) Communication

2) Follow-up

3) Gifts

4) Others

“Customer Relationship Management" Course, Time: 10-15 minutes
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Decision Making Process in
Practice

PROBLEM

RECOGNITION
INFORMATION

EVALUATION OF
ALTERNATIVES

POSTPURCHASE
EVALUATION/
BEEHAVIORS

______ -+ Complications
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“MAMK Purchasing Process
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Purchasing process, stages, focus and
media of customer interactions,
need of integrated system for
communication with customers

ttps://media.licdn.com/mpr/mpr/shrinknp_800_800/p/7/005/0a3/264/2d36c08.jpg
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..... “MAMK Questions (team work) * <O>
Task: Identify (draw) as many as p055|ble
practical examples of channels used by
Consumer customers in all stages of the
Customer Buying Behaviour Process:
Team 1, 3, 5 — for Convenience Products

Team 2, 4, 6 — for Shopping Products

Newsletter .

Social Ad
PPLC . : Community
» 1 '.H EEEEEE Forum Social Metwo rks..’
Email ' % Blog i !
i "l' ) P -~ - - r
Online Ads ‘ B Media WEbE'tE. = Blog .'
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EED Iy wT DR
! ” ! ' L J
." Direct Mail () ® e ®
Email %, T st AQL W % o ¢ .
e ~ _ " Word of Mouth e = = ’ ore Knowledge Base Framotions
- . Ecommerce
Radio
TV
print Time: 10-15 minutes
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Market Segmentation and
CRM

How a good market segmentation can
help CRM?
In the next lecture we’ll start learning the
processes of work in CRM and see the
influence of a good segmentation?
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Market Segmentation and
CRM

Get + Keep + Grow (Customers)

Sales, Customer Service

Marketing
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The Three Basic Goals of CRM

Earned and “"Get Customers” “Grow Customers”
Paid Media Product

Updates
b —_— Outreach
Programs
r |5 ! — l

Customers”

I

Contests,
events

HLTLLLLLL

Blogs, RSS, Loyalty
e-mails Programs

2012 Steve Blank from The Startup Owners Manual

Which CRM goal is Most important according to you?
(discussion) http://www.successwithcrm.com/blog/bid/77499/Three-Pillars-of-Business-
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#SMAMK Consumer Markets
Segmentation

There are five different ways to consider
segmenting a market
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Geography

Demographics

Psychographics (market based on

personality, motives and lifestyles)
Benefits sought

Usage rate
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Business Markets
Segmentation

Additional criteria for good Business
market segmentation are:

Segmentation by industry type

Segmentation by service

Segmentation by value sought
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Criteria for Successful
Segmentation

In order for a company to consider a segment of the

market for business, the segment must be:

Substantial
(large

/ enough) \

Identifiable
\ / + Multiple Factors

Segmentation
Accessible Measurable
(-—
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Fragmentation (example)
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GLOBAL STEEL
SLOWLY CONSOLIDATING -BUT STILL FRAGMENTED

Top 15 Steel Producers make one-third of World Steel

Gerdau(15mt)
(14mt) Evraz Corus(18mt)

(20mt) US Steel
Baosteel (24m1)
ThyssenK
< {15??!?11} r“"?aum.- Posco(31mit)
(18mt) | Nippon JFE(30m?)

Riva (32mi)
Source : lISI (18mt) Iron and Steel Statistics Bureau

(14mt)
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Thank youl!
Enarogaps! (in Bulgarian)
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