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 In sophomore year of high school, I decided to take a finance class and I decided to join 

DECA, a business club that competes internationally. I fell in love with business classes and I 

continued to take more of them. In junior year, I decided to take an entrepreneurship class. This 

class had a focus on entrepreneurship and marketing. I started to research more information 

about marketing and realized that, this was the career path that I was going to follow. I then 

realized that the topics that I enjoyed the most throughout my life have related to business, 

especially marketing. The topic that I am most interested in, in marketing, is consumer behavior. 

It is so interesting that many people feel so unique, yet we follow the same patterns as other 

people. Businesses know how we act in order to convince us that we should buy their products. 

Last semester in Principles of Marketing, we talked about how consumers make decisions and 

the steps of the consumer decision process. Marketers want to know what consumers are 

thinking through each step of the process in order to effectively market in each step.  

 The first step of the consumer decision process is need recognition. Consumers realize 

that they need this product. It may be for a functional or a psychological need. Marketers need to 

realize the balance between functional and psychological needs that are the best for that target 

market. This relates to Maslow’s Hierarchy of Needs. This pyramid shows the progression of 

need from physiological, “safety and security, love and belongingness, self-esteem and finally 

self-actualization.” Marketers want to appeal to at least one of the levels. An example of this 

would be Louboutin shoes. They are functional because they are shoes that people can wear, but 

also they are psychological. Louboutin shoes are mostly for self-esteem because they are 

expensive shoes, since they range from a few hundred to a few thousand dollars a pair. They 

make people feel important and special because they can afford them. Louboutin shoes are 
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known for their red soles so it is easier for other people to recognize that you are wearing those 

shoes.    

 Carl Jung, a great contributor to consumer psychology, said that emotion, rational 

thinking, conscious and unconscious motivation also influence the consumer’s marketplace.  He 

stated, “Thinking tells us what this thing is; feeling tells us what this thing is to us.” It is 

important for marketers to think beyond the traditional mindset of the consumer decision process 

being, AIDA(awareness, interest, desire and action) and the 4 P’s of marketing (product, place, 

promotion and price) and think of marketing more as a science(“The Main Mistakes Marketers 

Make”). Emotion places an extremely important role in marketing. A consumer may compare 

well-known cleaning product brands to the store brand products, but even though the price is 

cheaper for the store brand, they may buy the well-known brand. The well-known brand brings 

back emotions from childhood when their mothers used it (Murray, P. (2014, March 12)). There 

were many studies done about relationship between emotion and marketing. fMRI imagery, an 

MRI displaying blood flow, shows that emotion plays a more important role than information 

when people are evaluating brands. Another study proved the importance of emotion in 

advertising. Emotion resulted in a greater chance of buying the product, three to one in television 

commercials and two to one in print advertisements. “Studies show that positive emotions 

toward a brand have a far greater influence on consumer loyalty than trust and other judgments 

which are based on a brand’s attributes.” Many times a consumer identifies with a brand because 

the brand has personality and they are attracted to different personality types. Marketers use our 

emotions to influence us to buy the product. Similar to the “flight or fight” response, these 

emotions may lead us to purchasing a good, for example, purchasing an iPhone. Our insecurity 
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says that we need it for our self-identity(Murray, P. (2013, February 26)). The core of marketing 

for luxury goods is to embrace self-identity. These goods are defined by what they mean and pull 

on our emotions (Murray, P. (2014, March 12)). Marketers need to realize the importance of  

emotion in the consumer decision process.  

 According to Jung, the unconscious is the next contribution to consumer behavior. Gerald 

Zaltman, a Harvard Business School professor, said that, “95 percent of our purchase decision 

making takes place in the subconscious mind.” Consumers do not even realize how they behave. 

They might say that they compare brands and prices, but really they do not. For example, when 

choosing soap, a consumer might pick it because of the scent or color, not because of how well it 

works and the benefits it gives them. The smell of the soap and color of the packaging “serve the 

deeper needs of connection or social bonding” (Harvard Business School). Consumers are not 

aware of the unconscious emotion that products give them, but the unconscious emotion converts 

to conscious behavior when the brain is stimulated (Murray, P. (2014, March 12)). Emotion and 

unconscious behavior are very important to marketing and the consumer decision process. More 

recently, companies have been doing more research about emotion and unconscious behavior 

because it is more influential than they have ever thought before.  

 The next step in the consumer decision process is the search for information. There are 

two ways that consumers search for information. One is the internal search and the other is the 

external search. The internal search would be thinking about their own personal experiences with 

the product and their personal finances. The external search would be the consumer seeking out 

information such as asking other people and searching on the internet. Consumers also examine 

the risks involved with purchasing the product such as the financial, performance, social, safety 
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and the psychological risks. This again relates to Maslow’s Hierarchy of Needs, mostly self-

esteem and safety. Consumers want to know that they are safe physically and financially and it 

fits with their image. Many companies lower the perceived risk by offering money back 

guaranteed (“Information Search and Decision Making”). Financial risk is very important to look 

at when marketers are pricing their products and showing consumers the benefits the product 

gives them.  

 Social and self-esteem risks are important to look at when marketers are thinking about 

this step. Examples of when these risks were not taken into consideration would be the 

introduction of instant coffee and instant cake mix. Instant coffee was not a success at first 

during the early 1900’s because it was seen as lazy for housewives to make instant coffee. Instant 

coffee become popular during the 1970’s because housewives could spend the time doing other 

more important household duties. Instant cake mix was also not a success at first because it was 

seen as lazy and looked too easy so then they introduced it so consumers had to add an egg. 

People felt more creative and sales took off. Cars can also be perceived as a psychological risk. A 

sixteen year old might want to drive a cool red convertible, but his mother gave him a van. This 

does not fit in with his self-identity (Tharakan). Social and self-esteem risks are important to 

look at when marketing products to consumers. 

 Word of mouth is also important when consumers are searching for information because 

consumers trust other consumers. A study by Johan Arndt found that people who were high 

risked perceivers relied more on word of mouth, especially the negative comments, when trying 

a new product compared to the low risked perceivers. This means that the word of mouth travels 

from low risked perceivers to high risked perceivers (Ross). The search for information step in 
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the consumer decision process is important to look at when marketing a good or service to a 

consumer because it can influence whether or not people decide to take action and buy a product.  

 The last three steps of the consumer decision process are the evaluation of alternatives, 

purchase/consumption and then post-purchase. The evaluation of alternatives is when consumers 

think of all the possible options before they decide which one to pick. They think of all the 

benefits of the product and how it compares to the competitors. People will tend to pick brands 

they are most familiar with and they have judgments about each recognizable brand. Then 

consumers pick the product and buy it. Then afterwards, consumers think about the product they 

bought. If they are unhappy with their decision this is called cognitive dissonance, which usually 

happens with more expensive items. If they are completely unhappy, they may tell many people 

how upset they are or if they are really satisfied, they may become extremely loyal and become a 

customer for life.  

 The consumer decision process is very important for marketers to understand. Many 

people do not realize that they go through each of these steps, even if it is just for a second. 

Marketers need to look at each step of the process to fully understand the minds of the 

consumers. The consumer decision process and the psychology of marketing are really 

interesting to me. I enjoyed researching this topic and I am excited next semester to learn more 

about this topic in Buyer Behavior and learn more about the role of psychology in business in 

Organizational Behavior. 
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