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Consumer Perception: -


According to Schiffman & Kanuk, “The process by which an individual selects, organizes, interprets and stimuli in to a meaningful and coherent picture of the world.”


“Perception is the process of selecting, organizing and interpreting or attaching meaning to events happening in environment.” – LM Prasad.

· Perception means total understanding of concept.

· Interpretation means connecting something.

Perception happened in the mind of customer: -
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SR + STM = UNDERSTANDING

UNDERSTANDING + LTM = PERCEPTION


Perception is a mental process, where by an individual selects data or information from the environment, organizes it and then draws significance or meaning from it. Perception is basically a cognitive or thinking process and an individual’s activities, emotions, feelings etc are used on his or her perceptions of their surroundings or environment.

Information processing of perception: -


P

E

R

C

E

P

T

I

O

N

Exposure to stimuli: -

· Exposure depends on the sensation of customers.

· Sensations are mental, physical, emotion of the people.

· Thresholds are of two types.

· Absolute Threshold means the lowest level at with an individual experiences sensation people i.e difference between nothing and something.
· Differential Threshold means a smallest detectable the difference between two values of some stimulus i.e minimum level stimulus and average level stimulus.

Perceptual Organization of stimulation: -


According to Gestalt, customers organizing the stimulation in 3 methods.

(1) Figure and Ground Method: -

· Letters (figures) on black board (Ground)
· In advertisements, there is a black ground that advertisements are shown.
· In some cases the consumers wait for the particular matching (for example Red colour fridges)
· Sometimes family background is shown.
· The advertiser should take care that the product should match with background.
· Customers have the habit to match the product with the background.
(2) Grouping Property Method: -

· The customer should group the entire product.
· The advertiser takes a lot of care in grouping.
(3) Closure Property Method: -

· We are the habit of closure picture.

· Though little closure property.

· Weak defects in advertisement are profitable.

· Customers are habit to neglect the small defect in product or service advertisement.

Interpretation of stimuli: -

· It is the one of the property in the stimulation.

· Stimulations are two types – strong & weak ambiguous (confusions) products.

· Customers believe strong stimulations.

· Interpretation depends on nature of stimulations.

· Interpretations are physical appearance, first impression jumping to conclusions, stereotype (seeing exactly 100% same)

Perceptual Mapping: -  
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Perceptual process: -

The perceptual process consists of many sub process. The selective organization of perception is the result of two kinds of inputs that interact to form the final perception. (1) Physical stimulus (lies outside in the environment); (2) Internal individual’s predispositions based on his or her previous experience.


The dynamics of perception can be understood by taking a note of the input – through put – output approach. This approach is based on the fact that there is an input, which when processed gives outputs. That is, the perceptual inputs will comprise of stimuli in the environment – various subjects, events or people.


The actual aspects of perceptual mechanism include – the selection, organization and interpretation. The perceptual outputs will be the behaviour or actions of the individuals i.e the resultant opinions, feelings attitudes.

Perceptual Inputs: -


The first process in the perceptual process is the presence of stimuli like people, objects, events, information etc. Though the presence of stimulus is necessary for perception, it is not the actual process of perception.

Perceptual Mechanism: -


The actual perception process starts with the receipts of information or data from various sources. The receipt of stimuli is a psychological aspect of the perception process. The perceptual mechanism selection, organization and interpretation are very important for understanding perception.

Perceptual Selection: -


As discussed above, individuals exercise selectivity in consciously recognizing only certain aspects of the environment as stimuli. The selection of the stimuli will be dependent on two major factors apart from the nature of the stimulus itself – the individual’s previous experience as it affects their expectations and their motives at that time.

Perceptual Organization: -


People do not experience all the stimuli selected by them as separate and discrete sensations. This method of perceptual organization enables individuals to view life in a simplified manner. These principles help in understanding perceptual organizations, which are primarily related to the physiological events occurring in the nervous system of the individual in direct reaction to stimuli by the physical objects.

Perceptual Interpretation: -


People have the tendency to interpret the meaning of what they have selectively perceived and organized on the basis of their own assumptions about the stimuli. This interpretation of the stimuli will be dependent on what the individual expects to see in the light of his previous experience, intuition data received, motives and interests at the time of perception.

Factors influencing perception: -


There is a tendency among people to consciously see and hear only certain aspects of the advertising message which is being communicated.


Selective Attention: -


Perception is a selective process. Usually, people are able to sense and receive only limited information from the environment and hence are characteristically selective. During this process of selection certain aspects of stimuli are screened out and others admitted. These aspects of the stimuli which are admitted remain and fall within the threshold of the person, while those which are screened out fall out or below the threshold limit.

Selective Exposure: -


Through selective exposure people try to avoid coming into contact with or avoid any message that may go against or be contradictory to the strongly held beliefs and attitudes. A person’s beliefs very strongly influences his perception about people or things because of this, a fact is conceived not on what it is but on what a person believes it to be.

Selective Reception, comprehension and retention: -


There is a natural tendency among people to notice the stimuli such that the information received will fit into his or her existing mind set. People are selective in their tendency to receive certain information and retain it in such a way that will support their preconceptions. People have a tendency to forget many of the things they learn. Further, they are likely to retain information that supports their beliefs & attitudes.
Perceptual Vigilance or Defence: -


Perceptual defence refers to the individual being vigilant and screening out of those stimuli or elements which create conflict or may give use to a threatening situation. Thus perceptual vigilance or defence can be said in reference to the way in which people maintain their prior beliefs. For instance, going by the saying, “the customer is always light.”

Expectation: -


Expectation affects what a person perceives. Expectation refers to the state of anticipation of a particular behavior from a person. Even in marketing, people often perceive what they expect to perceive rather than the message they actually receive.

Subliminal Perception: -


Subliminal perception is used to describe something that is below the level of perception people can get stimulated below their conscious awareness level. Such persons can perceive stimuli without being consciously aware that they are doing so. Perception of the stimuli that are above the level of conscious awareness is called supraliminal perception.


There are three forms of subliminal perception.

(a) A visual stimulus presented in brief.

(b) Speech given fast in low volume auditory messages.

(c) Embedded or hidden imagery or words, given either in print ads or on product labels.

CONSUMER MOTIVATION: -


A psychologist has described the study of motivation as covering all those things which are biological, social and psychological and that they defeat our laziness and move us, either eagerly or reluctantly to action.


It can be said that all the activities of human being are caused and behind every action there is a particular need or motive. Needs can be a feeling or desire for something which is lacking and through performing various activities to get the feeling of lacking removed and thus become satisfied. Thus human behavior is caused by motives or needs and motivation is the process of inducing persons to experience needs for a certain goal or behavior. So we can say motivation is concerned with:
Needs – The most basic human requirements.

Drives – Tells how these needs translate into behavior.

Goals – what these behavior aims to achieve.  

Motivation can be described as the driving force within individuals that impels them into action.




Nature & Role of motives: -


The word motivation has been derived from the word “motive” which means any idea, need / emotion that prompts a man into action.


Motive is defined as an inner state of our mind that energies / activates / moves and directs our behaviour towards goals.


A motive is the active form of a desire. A motive is the main spring of human action. It makes person to act in a particular way. Motive can be known by studying a person’s needs & desires. Generally, differ motives operated at different types among different people and influence their behaviour.

Buying Motives: -


A buying motive is the reason why a person buys a particular product. It is the driving force behind buying behaviour & may be based on physiological or psychological wants.


A consumer buys a particular product; he is influence by certain motives. Motive is a strong feeling, desire, emotion that makes the buyer to reat in the form of a decision to buy. Every human activity is motivated.

Buying motives

The buying motives are offering known as influence / consideration helping the buyers to getting satisfaction. The term buying motives refers to the feelings, thoughts which create in a customer desire to purchase an article. The buying motives are fear, desire of money, fashion, romance, love & affection for other, health, physical well-being, comfort & convince.


Hattwick has classified the motives into primary & secondary motives as follows:

Universal Motives

Motivational Research: -

· Motivation is very important in marketing.

· The consumer should be motivated to buy any product.

· For motivation, incentives are offered.

· One satisfied customers can convert 100 non – buyers to buyers by using motivation

· In order to improve sales, they are use marketing brand ambassadors.

· An existing customer can clarify the doubts clear.

· Sales must have using new ideas we can motivated.

· There are two techniques used in motivational research.

1. Qualitative motivation Research Technique:

· Probing = Penetrating deep in the customer.
· The sales man should know what are the qualities of that product that the customers would like
· Disguised interview technique = Hiding something
2. Quantitative motivation Research Technique: -

· Brand Maps
· Trait Sorting
· Trait = characteristics / qualities
· Sorting = Ranking / Grading
· Branding personification = the brand given the shape of the person
· Bubbles drawing = use of cartoons.
Process of consumer Motivation: -


Hull’s drive reduction theory attempts to explain both motivation and learning. This theory is based on principles which may be of general interest, though Hull was mostly concerned with the operation of primary needs.


As mentioned above a need will give rise to a drive and the resulting behaviour will be aimed at reducing the drive and there by the need. According to Hull, the drive reduction act re-inforces the drive reducing behaviour where by it is likely the behaviour be repeated again in case of recurrence of the need in future.

Thus motivation the driving force is the outcome of a state of tension, which arises because of unfulfilled needs and desires. Individuals are consciously and subconsciously engaged in a tension reduction behaviour, which they presume will help in fulfilling their needs and thus reduce the tension or stress felt by them. Of course the selection of the specific goal and the action undertaken to meet the goal will be based on the individual’s thinking and learning process. This can be illustrated with the help of a model of motivation process given in below.



According to Fred Luthan’s, “motivation is a process that starts with a physiological or psychological deficiency or need that activates behaviour or a drive that is aimed at a goal or incentive.”


From the diagram, we can see the motivation is seen as a state of need induced tension that will exert pressure on the individual to be engaged in a behaviour which will satisfy the need and thus reduce the tension.


We can see that both the Hull’s Drive Reduction theory and the ‘model of motivation process’ are similar. In both the cases it is discussed that individuals are engaged in a behaviour so as to reduce the drive (or tension). This only goes to show that only those marketers who understand motivational theory can attempt at influencing the consumer cognitive process.

Motives: -


Motives give directions to human behaviour. A motive is an inner state that energizes activates, or moves and directs or channels behaviour towards goal.

Motivating: -


Motivating implies on activity engaged into by an individual, by which he or she will channelise the strong motives in a direction that is satisfactory.

Dynamic characteristics of Motivation: -


Motivation is a highly dynamic process. It continuously changes, to adapt to the changing life experiences of the individual. Under the dynamic constructs of motivation there are broadly three aspects which will be discussed as:
Role of needs & Goals to adapt to the change in an individual’s motivation: -

Whenever there are changes in a individual’s physical condition, environment or situation, experience etc., his or her needs & goals will change accordingly according to economists needs and goals will continuously influence an individual’s buying behaviour. Some of these characteristic features of needs & goals are

(a) Needs are never fully satisfied.

(b) New needs emerge as old needs are satisfied.

(c) Success and failure influence goals

(d) Substitute goals.

2) Frustration and Defence mechanism in the needs satisfaction chain: -

Frustration is the feeling experienced by an individual when he or she fails to achieve goal. There are various reasons which come in the individual’s way in the attainment of a goal. These may be in the form of inability due to limited financial resources, the goal not in concurrence to the social and cultural environment etc.

While some may go for substitute goals, others may adopt a defence mechanism like behaviour to protect their self image and self esteem.
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3) Arousal of motives and motivations: -

An individual’s specific needs are dormant most of the time. The arousal of any particular needs may be as a result of an individual are

(a) Internal stimuli (physiological, emotional or cognitive processes)

(b) External or environmental factors.
Theories of Motivation: -


Marketers have always been interested in knowing about human motives which influence consumer behaviour. There are certain theories of motivation usually referred to in a marketing context. These are:

1. Maslow’s Hierarchy of needs: - Dr. Abraham H Maslow, a famous social scientist had developed a frame work of needs and formulated a widely accepted theory of human motivation based on the notion that there is a hierarchy of needs which influences the person’s motivation level. Maslow’s theory goes by the notion that there are basically five levels of human needs arranged in their order of importance.

Self Actualization

(Self Fulfilment)

Esteem Needs or Ego Needs

(Prestige, Status, Self respect)


Social Needs

(Affection, Friendship, Belonging)

Safety and Security Needs

(Protection, Order, Stability)

Physiological Needs

(Food, Water, Air, Shelter)
Physiological Needs: -


These primary level of needs include all those needs required to sustain biological life – such as Food, Thirst (water), Air, Shelter and clothing.

Safety Needs: -


Once the first level of needs are satisfied, safety and security needs will become the driving fore behind an individual’s behaviour. These needs are more concerned with personal needs and security. Health and wealth are of primary concern. People are concerned about the need for being free from physical danger or self preservation. This safety and security needs will make them feel free from theft, health and also security order and stability.

Social Needs: -


The third level of needs is related to needs such as love, affection, belonging and acceptance. Being a social being man feels the need to belong to and be accepted by various groups. When this need becomes dominant, a person will strive for satisfying relations with others and are motivated by love for their families. People are now looking for relationship, affection and sense of belonging or identification.
Esteem Needs: -


When the social needs are more or less satisfied, the esteem needs gain importance. The esteem needs are concerned with ego. They reflect an individual’s need for self respect, self confidence, a feeling of personal worth, prestige, success, power and control.

Self Actualization Needs: -


This refers to the need to maximize one’s personal potential i.e, he or she desire to become everything he or she is capable of becoming. Though Malsow also said that most people are not able to satisfy their esteem needs sufficiently to move up to the fifth level of needs – self actualization. This is because self actualization needs imply control over environmental factors both physical and social and achievement.

2. Alderfer’s ERG Hierarchy of Needs: - This theory proposes a hierarchy of three needs – Existence, Relatedness & Growth (ERG). Though it is similar to Malow’s theory in many ways Alderfer has introduced another useful notion of frustration. He says in the event of a need not being satisfied it can result in frustration which in turn may lead to other behaviours.

In the marketing context it can be said that when consumers are not satisfied with a particular purchase they may either opt for an alternative competitors brand or may resort to complaining about what product they have purchased. Thus accepting that frustration is a defence mechanism adopted by consumers, marketers must plan how to handle their consumer frustration (if any).

PERSONALITY IN CONSUMER BEHAVIOUR: -


According to Morgan & King personality may be defined as “the characteristic and distinctive trait of an individual, the stable and shifting pattern of relationship between these traits and the way the traits interact to help or hider the adjustment of a person to other people and situations.”


According to Wood Worth, “the total quality of an individual behaviour.”


According to Carl Jung, “Personality is a superium realization of the internal individuality of a particular living being.”

· Superium = Total

· Realisation = to what extend understand himself

· Personality = sum of total characteristics of person both internal and external

According to Schiffman & Kanuk, personality can be defined as, “the inner psychological characteristics that both determine and reflect how a person responds to his or her environment.”

How does a personality form in human being: -

Personality forms in human being are three ways:

(1) Through the childhood brought up (32-50%)

(2) Influence of the society or social relationship (upto 30%)

(3) The environment influence (10-20%)

Specific Qualities are:

(4) There are some inner characteristics, that comes out with genetically transferred to us.

Nature of Personality: (Characteristics)

(a) Personality is a reflection of individual preferences or differences: -

Traditionally the term personality was used in reference to how individuals could influence others through their external appearances or actions. No two individuals are alike and this is visible in the way they express themselves, their attitudes and interest, mode of behaviour, acting, and ability to adapt to the social features of their environment. Thus there are so many personal qualities or traits which may vary from person to person.

(b) Personality of an individual is more stable: -

Man has been consistently coping with the environment. That is, man has adopted a consistent pattern of responding to all the internal and external factors, in the environment, which impinges upon him or her. It is believed that how an individual will react to an internal or external situation will depend on his or her ability to be consistent and their power of endurance. These two qualities are very important and will help marketers to understand and predict consumer behaviour also.

(c) Personality can change: -

Although it has been accepted that the personality of an individual dtends to be consistent and enduring, there could be a change in his or her personality due to certain events, circumstances or situations. Very often an individual’s personality can undergo changes due to some happenings – death of a close family member, marriage, career promotion etc. Even a person’s personality can change as a part of the gradual maturing process.

Consumer Personality Theories: -


Theories of personality will reveal more information on the nature of personality. The discussions will have relevance only on those theories of personality which have played a prominent role in the study of consumer behaviour, they are:

(1) Freudian Theory: -

· Freudian theory is also called as psychoanalytic theory.

· This theory proposed by Sigmund Freud

· This theory based on unconscious, needs & wants.

· He was the 1st person to analyze the dreams.

· In this theory, there are 3 important elements. 

They are 
(a) ID are unconscious



(b) Ego are Reality




(c) Super Ego are Ideal


Gratification

(a) ID are unconscious: -

· The ID is referred to as the source of all its driving psychic energy.
· It is ware house of primitive and impulsive drives
· Impulsive = suddenly
· Premative = The element is connected to pass generation
· It motivates to immediately satisfy the needs & wants.
· It works very strongly in human being.
· It tells you don’t mind the method of satisfaction
· It force to get immediate satisfaction 
· It is not 100% capable to satisfy 
· Gratification is not possible with ID. But it give gratification then it connect with Ego and super Ego
(b) Ego are Reality: -

· Ego is individual’s conscious control.
· It functions are internal monitoring = Checking
· It manages the conflict between ID & Super Ego
· It helps to ID to operate with the reality principle
· It some times postpones the satisfaction.
(c) Super Ego are Ideal: -

· It is the individual’s internal expressions of society moral and ethical codes of conduct.

· It helps a person to satisfy a need in a socially acceptable manner.

(2) Neo Freudian Theory: - 
· This theory proposed by Alfred Adler, Harry Stack, Sullivan, Karen Horney. They are students of Freudian.
· They argued that social responsibilities / fundamentals
· Alfred Adler & HS Sullivan given 2 types of relationships.
a. Significant relations = Important Relations
b. Rewarding Relations = Equal Relations
· Karen Horney worked on relationship between children and parents are 3 types of relationships
a. Compliant = to always move towards other
b. Aggressive = The people move against others
c. Detached = Move away from others
(3) Jungian Theory: -

· Jungian proposed this theory and he was colleagues of Freudian.
· He divides the human personalities into 4 dimensions based up on certain parameters.
· Intuiting = having think your own ideas and come out your own idea.
  Thinking (T)

     Feeling (F)

	Sensing (s)


	ST
	SF

	Intuiting (N)


	NT
	NF


(a) Sensing & Thinking (ST): -

(1) Rationality = thinking your own decisions

(2) Logical view points = Reasoning

(3) Objective decision making

· In research methodology, 2 types of decision making. They are objective and subjective

· Objective = More important to your opinion

· Subjective = More important to other’s opinion

(4) Give importance to economic consideration = optimize

(5) They are risk avoiders

(6) Short term decision making

(b) Sensing & Feeling (SF): -

(1) Believe in personal values but not logic

(2) Subjective decision making

(3) Share risk with others

(4) Status conscious customers

(5) Short term decision making
(c) Intuiting & Thinking (NT): -

(1) Thinking views as broader

(2) Realize on imagination for decision making = Depends

(3) Weighing the options mentally = measuring

(4) Willing to take risks

(5)  Long term decision making

(d) Intuiting & Feeling (NF): -

(1) Thinking views as broader

(2) Using imagination for decision making

(3) Consider the view points of others (subjected decision making is involves)

(4) They are least price sensitive = They are not at all sensitive towards price.

(5) Risk seeking people = searching.

(6) They are indifferent in time as for as decision consideration

(4) Trait Theory: -


Acc to J.P.GuilFord , “trait is an any distinguishing and relatively enduring way in which one individual differs from another’s”

· Trait = qualities or characteristics

· Enduring = continuous characteristics

· Distinguishing = different

· According to this theory, there are three assumptions

· Assumption = Believe Something

a) Behavioral tendency in individual are relatively stable

b) Limited numbers of traits are common in most of the individuals.

c) Personality is100% depends upon traits or characteristics

PERSONALITY TRAITS:-

· Personality trait is given by R.B.Cattell. He collected 171 traits. The important traits are

(1) Customer innovativeness = finding something doesn’t exist

(2) Dogmatisem = superstious

· More dogmatisem customers are closed minded customers.

· Less dogmatisem customers are opened minded customers.

(3) Social characteristics

(4) Inner directed customers & other directed customers.

(5) Optimum stimulation level = high or low

· Absolute threshold = minimum percentage of stimulation

· Different threshold= different between one stimulation to another.

(6) Susceptibility = Ability to get attract to new product

(7) Cognitive factors = ability to think & ability to feel

a. visualizers = seeing or observing something

b. verbelisers = customer talk satisfaction to others

(8) Materialism = they want to buy luxury products.

(9) Ethnocentrism = customer who have affection on Indian product but not foreign products

UNIT-III

CONSUMER ATTITUDES AND LIFE STYLE MARKETING

CONSUMER ATTITUDES:


According to Gordon.N. Allpost defines,” Attitudes are learned pre-dispositions to respond to an object or class of objects in a consistently favorable or unfavorable”

· Pre -  disposition = Action that is going to perform in future.

· Object = May be advertisement, components of products

· Consistant = Continuous for long time.


According to D. Krech & R. Cruch field defines, “Attitude is an endowing organization of motivational, emotional, perceptual and cognitive process with respect to some of aspects of our environment”.
CHARACTERISTICS OF ATTITUDES:
1. Attitudes can be held about any object, person issue or activity – referred to as the attitude object. 

2.  Attitudes may be strongly or weakly held. An attitude is an assessment based on continuous evaluation.

3.  Attitudes are learned: We acquire attitudes in which the same way we acquire culture, through classical and operant conditioning and social interaction.

4.  Attitudes are dynamic and can change.

5.  Some attitudes are more fundamental than others and more resistant to change. Certain opinions stay with us throughout our lives, while others may change from week to week.
Functions of Attitudes:
1. Utilitarian function:

· It helps the customer in achieveing desired benefits.

· The benefits are satisfied when we see the product in utility view.

2. Value – Expressive Function:

· How to be seems to more prestigious. This is the view that customers looking in value expressive function.

· Customers think “ which type of product will increase the prestige or style of us”

· Generally people watch the advertising in the value – expression function i.e. observing the ambassador but not at the product.
3. Ego – Defensive Function:

· Ego = Feeling to dominate the other +ve or –ve

· Defensive = Protective

· In this function, he wants to protect his ego

· Many times customers purchase many products to satisfy their ego needs.

· When a customer is seeing a product in the ego – defensive, he want (search) to product which dominates others, the product would keep his ego very high.
4. Knowledge Function:

· With the help of knowledge only we will be get ride of from confusion.

· Customer search for more information that he do not want to be confused while consuming.

· Customer in this case is different from above three cases.

· Information is collected form package, advertisement, brand ambassador, etc.

· The main point in the mind together more information, when we looking a product in the knowledge of function view.

· This is the only case that customer wont get confusion.
5. Overall Function:

· In the attitude of people these functions occupy the different percentages depending up on their behavior and the situations that the person is in.

MODELS OF ATTITUDE:
1. TRI – COMPONENT MODELS:


[image: image1]
· It has three important components.

· Cognitive = Connected to Believes.

· Affective = Connected to feelings & Emotional reactions.

· Attitude is expressed in the form of Behavior.

a. Cognitive:

· It is based on believes ( +ve or –ve )

· There are different from one person to other.

· Believes are power to influence over evaluation 

· Believes are occupy 30% of our mind.

b. Affective:

·  It is connected to feelings and emotional reactons.

· Feelings = Happy, sad

· Believes = It tells whether it is good or bad

· Feelings are one dimension

· Believes are multi – dimension

· Feelings may change with situations

· Believes are traditional and never change

· Feelings are result of evaluation because feeling comes after believes.

· Believes are causing feelings.

c. Co native:

· It is connected with behavior 

· Behavior = Responding

· When believes are –ve, feelings are – ve then behavior is –ve, total it is –ve Co native.
2. Fishbein’s Model:

· It is also known as attitude – toward – objective model
                     n

                           A O= Σ   Bi. ai
                                  I=1

· A= Attitudes towards objective ‘o’

· B = Belief towards objective ‘I’

· a = Evaluation of Belief ‘ I ‘

· n = Number of Beliefs.
3. Theory – of Reasoned – Action Model:


[image: image2]
· Reasoned = own thinking logically or practically.

· Some subjective norms are stopping the customer attitudes towards behavior.

     Ex: parents, people, status, society, family, friends, etc.

· Subjective norms should co – opetate then onluy a consumer behavior as like as his attiude.

· Subjective norms are two types., They are favourable and un – favourable.

· Favourable intention to act is +ve, Behavior is +ve.

· There may be a possibility that favourable norms changed to unfavourable norms.

4. Attitude – towards – advertisement(ad) – model:
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MODERN METHODS OF ATTITUDES: (THEORIES)

1. Elaboration likely hood model (ELM):

· Likelihood = Chance or probability

· Elaboration = Wide area

· This is linked with the involvement of customer.

· High Involvement – Focus on content & Information

· Low involvement – Focus on music, colour, and Brand ambassador.

· High involvement is considers tgow arguments.

· A. Support Argument = Customer is listening valuable information about product or product is matching.

· B. Counter Argument = Product is not matching

2. Post – purchased attitude change:

· Post – purchased means Aftger purchasing

· There are 2 types of Theories:

A. Cognitive Disonance Theor:

· It is a type of mental distrubacne ( +ve or –ve)

· Disonance = Doubt, Discomfort or Anxiety of choice 

· After purchase the product, the market take feedback from customers. Marketers taking responsibilities. 

· There are 4 important techniques to stop th3 customers flls in to congnative dissonance are

b) Attribution Theory:-
· This theory brought up by D.J.Bem.

· Attribution = Blaming others for your wrong decisions.

· He says consumes search for causes to escape.

· Customers taking responsibilities.
ATTITUDE MEASUREMENT:-


Attitude is subjective attributes of people. They are also regarded as constructs in the sense that they are conceptualization of human qualities which are formed based on either rational consideration or on the basis of statistical evidence. This means individual’s may vary along a number of attitudinal dimensions. Psychologists have devised numerous methods for the measurement of attitudes. The most significant ones are:
1. Thurstone type of scale:-

         This scale was developed by L.L.Thurstone and E.J.Chave by collecting a large number of statements relating a large number of statements relating to the areas in which attitudes were to be measured. The statements relating to the attitude object are both favorable and unfavorable. The scale is then presented to the respondents who will make his selection based on his choice of the statement. His attitude score will be worked out based on the average or medium scale of the statements that he has checked.

2. Likert scale:-


Likert’s attitude scale uses five points. The statement relating to the measurement of attitudes is given to the respondent, who is then asked to check one of the five points given for every statement. These points show degree of agreement or disagreement with the given statements. A positive aspect of the likert scale is that in this in this scaling technique, it will be possible to make numerous statements because for every aspect only one statement is required, which will have both positive and negative degrees.
3. Semantic differential:-
 
This attitude scaling technique was developed by C.E.Osgood, G.H.Suci and P.H.Tannenbowm. This technique calls for successive allocation of a concept to a point in the multidimensional space by selection from among a set of given scaled semantic alternatives. It consists of several or many pairs of opposite adjectives or phrases, with scale values in between. While using this scale, the respondent will mark the position along each scale that reflects his or her attitude to the attitude object.

4. Repertory grid:-

The personal construct theory developed by George Kelly has been considered to be of relevance to the study of perception, personality and attitude.


The repertory grid technique developed by Kelly for the measurement of constructs is frequently used in marketing in the comparative study of attitudes.

     
The underlying notion of Kelly’s theory is the belief that people are fundamentally inquisitive and will explore and explain the world using what he calls ‘contructs’. These contructs are, essentially, definitions of the parts of the world – a way of – a way of dividing it into various compartments – to make sense of it and predict what is likely to happen in the future.

ATTITUDE CHANGE:-


Though we have considered various theories of attitude formation, since attitude affect’s consumer behaviour, firms are keen on bringing about a change in consumer attitude such that they may adopt a desirable behaviour. Broadly stated, attitude change techniques will be more effective if the following basic factors are considered adequately:-

      1. The characteristics of attitudes 

      2. The personality of attitude holder and 

      3. The group affiliation of the attitude holder.

Strategies of Attitude change:-


When the product or brand is the market leader, the marketers will at ensuring that their customers continue to patronize their product with the existing positive attitude.

But it is the firm whose brand is not the market leader, which tries to adopt marketing strategies so as to change the attitudes of the market leaders, customers and win them over. They usually adopt one or more of the following attitude change strategies.

1. Change the consumer’s basic motivational function.

2. Co-relate the product with an admired group or event.

3. Resolving two conflicting attitudes.

4. Altering components of the multi attribute model.

5. Changing the consumers belief about competitors brands.

6. Changing the behavioural intension.

7. Changing the brand evaluations.

8. Changing the values that customers have about the products & Product characteristics.

LIFE STYLE MARKETING:


The study of consumer life style is called psychographics. The concept of consumer life style has been defined in a variety of ways. Life style has been defined simple as “How one Lives”.


Psychographics refers to the description of consumer on the basic of their psychological characteristics. Psychographic studies usually include questions to assess a target markets life style .psychographic is the quantitative investigation of characteristics which are used to assist the marketing decision making.


Life style rebates to how people live, how they spend their money and how they allocate their time. Of course, the study of life style and personality can be closely related. Personality refers more to the internal characteristics of a person .In contrast; life style refers more to the external characteristics of how a person lives.


“What one does in spare time is a good indicator of one’s life style”. Variable are defined by how people spend their time, what they consider important in their environment and what they think of themselves and the world around them. Life style variables are also known as psychographic Characteristics. Psychographic is the science of using psychology and demographics to better understand consumers


People from the same sub-culture, social class and occupation may lead quite different life styles. A life style is a person’s pattern of living in the world as expressed in the activities, interests and opinions. Marketers search for relationships between their products & life style groups. Some activities, interest & opinions that define life styles are listed here:
Activities    
  
Interests          Opinions                    Demographic

Work


Family               Social issues                Age

Hobbies                   job

     Politics                        Education

Social Events          Community        Business                     Income

Vacations                Recreation         Education                   Occupation

Entertainment         Fashion             Products                     Family Size

Club Membership    Food                  Culture                       Life cycles

Shopping                 Home                 Future            

Sports                      Achievements


These life styles can provide additional insight into consumers consumption patterns. Life styles can have important implications for market segmentation, communications and new product ideas. Life style segmentation has important cross-cultural implications. Marketers often monitor life style changes to identify new opportunities.

Values and life style survey (VALS):-


Another approach to measuring life styles is to conduct consumer survey to identify consumer activities, interests & opinions and then to develop life style categories on this basis. VALS system was developed by Stanford Research Institution (SRI) in 1978. VALS classified the primary groups based on psychological attributes and key demographics. Marketers have used VALS to develop market segmentation and advertising strategies.

INFLUENCE OF SOCIAL AND CULTURAL FACTORS ON CONSUMER BEHAVIOUR:-

1) SOCIAL FACTORS ON CONSUMER BEHAVIOUR:-

Social Stratification: - (social class)


According to Schiffman & Kanuk, “Social stratification is the division of member of a society into a hierarchy of distinct status classes, so that members of each class have relatively the same status and members of all others classes have either more or less”.

Factors Responsible for social stratification:-
	Sl. No
	Status, value & Prestige Enjoyed
	Social Class
	Factors Affecting Social Class

	1
	Low
	Lower Class
	Lower level occupation with no authority, less income, and no education or minimum education. Example, labour class, or clerks, etc., of lower level

	2
	Medium(Neither High nor Low)
	Middle Class
	Graduates or post graduates, executives managers of companies with authority, drawing hand some salary of which certain amount can be saved and invested. Example, executives or middle level managers of companies

	3
	High
	Higher Class
	Authoritative person, drawing handsome salary, vary often professionally qualified, working in a very senior position or a person born in to a rich family with a good background of education.


CHARACTERISTIC FEATURES OF SOCIAL CLASSES:-

1) Persons within a given social class tend to behave more alike:-


Social classes are relatively permanent homogeneous divisions of the society with each social class showing similar life styles, values, status, prestige, interests and behaviour pattern. Marketers have observed that there was existence of shared attitudes and behavioural patterns, values and attitude between social classes.

2) Social class is hierarchial:-


Persons are ranked as occupying inferior or superior positions according to their social class or status held by them in the society. As discussed earlier, social class is decided by income, occupation, education and place of residence. Broadly speaking, in India, we have got at least three social classes-upper class, middle class and lower class. Here each social class have similar life styles, values, interests and behaviour. 
3) Social class is continuous rather than concrete, with individuals able to move into a higher social class or drop into a lower class:-


This mobility either up or down can take place either with more industrialization or degree of urbanization as mentioned earlier. Few of the successful men today have moved up to the higher class due to increasing awareness to strive harder and harder, sheer determination and hard work.
Social influence on consumer behaviour:-


Man as a social being, believes in having constant interaction with the various organizations because it serves many of his needs like socialization, feeling secure, a feeling of belongingness, etc. These constant interactions have an impact on him. While formulating purchase decisions, a person refers to the behaviour of another person or group and tries to conform do it. Such interactions may often also have a bearing on his day-to-day life.

There are broadly three types of intimate groups in society who can influence

1) The buying behaviour of individuals. 

They are: 

a) Group which serve as comparison points:-

This will refer to such groups who will be considered / used as appoint of comparison to evaluate the individual status. It has been observed that today’s unpredictable consumer gets influenced by people with whom he perceives as sharing similar traits, psychological quirks, behavioural perculiarities and this automatically gets imprinted on his mind and influences his buying behaviour.

b) Group whose perspectives are assumed by the individuals irrespective of whether he aspires for its membership or not:- 

      With the market in the urban areas getting stagnated, marketers have woken up to the fact that there is a big rural market potential waiting to be tapped. This is because the rural customer is looking out for value and quality in the product and subconsciously he too wants to upgrade his living standards.

2) Role of opinion leaders in consumer behaviour:-


Marketers have spent lots of money in trying to identify those factors which affect consumer behaviour. However, it is often seen and said that “word-of-mouth advertising” has more influence on the success of the product rather than the money that is poured into advertising. In other words this refers to the person who has exposure to the product and voices his opinion about the same. The opinion is taken as a feedback by the individual consumer and may influence his purchase decision also.                                                                                                                                                                                                             

3) Exposure of Individuals to the Media of Communication:-


Another important aspect of consumer behaviour related to social class is that of the exposure of individuals to the media of communication social class acts as an important variable in segmenting the market, a knowledge about the various media will help the marketer to understand how best to reach out to these target markets.

4) Influence of social class on saving and buying attitudes of Individuals:-


Social class also affects the saving and money borrowing attitudes of the members belonging to a particulars class. Marketers have ralised that it is the middle class, as per the social stratification, which is emerging as the “consumption community” for all types of goods and services. The individuals belonging to his class are better educated/professionals, exposed to the life styles of the rich/upper class and with high flying aspirations.
2) CULTURAL FACTORS ON CONSUMER BEHAVIOUR:-

Culture:-

         Acc. to Howard and Sheth, culture is defined as, “a selective, manmade way of responding to experience, a set of behaviour pattern”. Thus, culture consists of traditional ideas and in particular the values which are attached to these ideas. It includes knowledge, belief, art, morale, law, customs, and all other habits acquired by man as a member of society. An accepted concept about culture is that it includes a set of learned beliefs, values, attitudes, habits and forms of behaviour that are shared by a society and are transmitted from generation to generation with in that society.
(Institutions and Elements of Society)
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Measurement of Culture:-

1) Projective tests: - These tests are helpful in assessing individuals motivation and personality.

2) Attitude measurement tests: - These tests will be useful in determining beliefs and values.

3) Depth interviews and group discussions; - These methods can be used to discover the emerging cultural characteristics.

4) Observation: - Through this method it is possible to gain valuable insights into the more obscure aspects of culture which may not be amenable to direct questioning.

5) Content analysis: - This technique uses an analysis of past and present media to know the cultural changes. This analysis can be carried out on a cross-cultural basis also.
CHARACTERISTICS OF CULTURE;-

1) Culture is a learned response;-

 
As a human being living in the society, the consumer is required to behave in a particular way as desired by the socio cultural environment. Consumers individuals learn to behave though experience. The cultural field represents a set of stimuli and a set of responses appropriate to the stimuli. Right from his childhood, aperson has observed his parents showing respect to elders and maintaining a respectful distance while talking to elders. This custom gets imprinted in the mind of the child and is carried over even when he becomes an adult.

2) Culture includes inculcated values:-


Cultural norms and values are inculcated and passed on from generation to generation by specific grops and institutions. Much of our behaviour is determined by culture. There are various institutions like an individual’s family, institutes imparting education, religious organizations, customs, traditions, ets., which help in transmitting cultural values, beliefs, traditions and customs from generation to generation.

3) Culture is a social phenomenon:-


An individual’s way of thinking and behaving is governed by the society and the group he interacts with. The process of rewarding normative behaviour and punishing deviant behaviour is the out come of the acculturation (Learning a culture of which one is not native) and socialization (Learning ones own native culture).
4) Culture as gratifying responses:-



The society rewards people whose behaviour are gratifying for its members. In India, people have a lot of faith in the preachings of various religious heads. These religious heads are able to convey about the customers, traditional values and beliefs to the public through religious discourses. Such people are given due importance and recognition for contributing to the welfare of the society. This is also a part of our culture.

SUB CULTURE:-


Sub culture can be said to be sets of learned beliefs, values, attitudes, habits and forms of behaviour that are shared by subsets of a society and are transmitted from generation to generation with in each subset. Members of a subculture do conform to most of the norms of the dominant wide culture but deviate from those which are not compatible to the norms of the subculture.

	Sub cultural Category
	Variations(Examples)

	Religion

Geographic Location

Age 

Gender / Sex 

Occupation

Social class (status)
	Hindu, Christian, Muslim, jain, etc

North, South, East, West

Elderly(old), teenage(young), middle age

Male, Female

Service, professionals, Businessman, etc.

Upper, Middle, Lower.


Sub cultural Division and Consumption pattern:-


The individual of a particular subculture may show different consumption patterns related to their life style, financial ability, food preferences, reading habits, purchase of specific brands in a particular product category, purchase time, store patronage, etc.


There is also a lot of difference observed in the consumption pattern related to rural-urban sub cultural division. This is more visible in their tastes and preferences in food items, housing, clothing, home furnishing, transport vehicle used, recreation and leisure activities, saving pattern, etc.

3) FAMI1LY INFLUENCE ON CONSUMER BEHAVIOUR:-


Even though it is the family unit, which purchases home appliances, toys, furniture etc., it cannot be implied that all the families are in the market at the same time or for that matter at any time. This means that along with family decision making, the family life cycle also plays a role in influencing consumer behaviour and also helps in gaining insight into the consumption related behaviour.
	Sl. No.
	Name
	Characters
	Buying Patterns

	1
	Bachelor hood
	Young people who are not living at home
	Fashionable products, recreational products

	2
	Newly Marred Couples
	Young couples with out children
	Fashionable products, leasure products, Household products etc. 

	3
	Full Nest – 1
	Newly married couple with 1st child
	Child cloths, medical, hospitals, child food, etc

	4
	Full Nest – 2
	Youngest child is atleast 6 years
	Children toys, cloths, education, medical expenses, etc

	5
	Full Nest – 3
	Teenaged & college going children
	Educational expenses, Recreational expenses

	6
	Empty Nest
	Older married couples with out any children living with them
	Medical expenses, Traveling & home improvement.

	7
	Solitary Stage = Single
	Death of life partner
	Needs of attention, Medical & security.


4) REFERENCE GROUPS INFLUENCE ON CONSUMER BEHAVIOUR:-


Acc. To Herbert Hyman, has defined a reference group as “ the type of  group that an individual uses as a point of reference in determining his own judgments, preferences, beliefs and behaviour”.

Types of Reference Groups:-

1. Reference groups can be of many types. Reference groups that directly influence general or broadly defined values or behaviour are usually called “Normative Reference Group”.

2. Another reference group which will serve as a benchmark for certain specific or narrowly defined attitudes are called “Comparative Reference Group”.

3. There could be indirect reference groups in the form of movie stars, sports personalities etc.

4. Another way of classifying reference group will be in terms of a person’s membership or degree of involvement with the group and in terms of the positive or negative influence they are able to evolve on the person’s attitudes, behaviour and values.

5. At times people get influenced by groups to which they do not belong. An aspirational group is one to which the individual wishes or aspires to belong.

6. Another type of reference group is the disclamant group. This is a group whose values or behaviour does not appeal to the individual.

7. Avoidance group be a group with which the person may not hold membership nor have face to face contact and also of whose values, attitudes and behaviour, the person totally disapproves.

Factors which play a Role in Reference Group influences

1) Information and Experience:-


The last few years have witnessed enormous diversity in the amount of information available to the marketing decision makers. Our own government’s economic liberalization programmes have brought about a lot of changes in the structure of the market place. The customer has also responded in a more conscious and choosy manner. They are involved in a process of gathering, interpreting and using market information in a more systematic and thoughtful way. The consumer is of the opinion that the most reliable source of information will be the person who has actually used / experience with the product.

2) Credibility, Attractiveness and power of reference group:-


The group members are attracted to each other by some social bonds because they share some common concerns, values or ideology. The group, through interactions with the members assures that a process of two way communication exists, without any boundaries. This facilitates sharing of knowledge and information about the products/services available in the market by the group members.

3)   Conspicuous of the product:-

It is to be noted conspicuous of the product could be a visually and verbally conspicuous one.

Visually conspicuous means the product appeals to others without any barriers of communication.

 Verbally conspicuous products refer to verbally communicate/inform the consumers about the products.
5) CROSS CULTURAL VARIATIONS IN CONSUMER BEHAVIOUR:-


Cross cultural marketing is defined as, “the effort to determine to what extent the consumers of two or more nations are similar or different. This will facilitate marketers to understand the psychological, social and cultural aspects of foreign consumers they wish to target, so as to design effective marketing strategies for each of the specific national markets involved”.


Today, various companies are going for cross cultural marketing or marketing in a big way. The reasons behind such a move are (1) pushed by poor opportunities in the domestic market (2) pulled by better and superior opportunities abroad. These are certain Characteristic features of a film going global:
· High market share in the domestic market

· Advantageous economies of scale

· Access to marketing/manufacturing bases across global borders.

· Availability of resources and capability to absorb huge losses.

· Product or technology clout.

· Cost and differentiation advantages.


Thus, each country has its own tradition, culture, preferences, mores and taboos, which the marketers must understand before entering the global market.
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1) Target market -               Geographic area, economic factors.

2) Market position –            Market development, Market conditions, competition.

3) Nature of product –         Type of product, product positioning 

4) Environment (Factors) – Physical, legal, political and Marketing Infrastructure.

5) Organizational Factors – Corporate orientation, Head office-subsidiary relation, Delegation of Authority.

Cross cultural marketing objectives and policies:-


Before entering the global market, the company must determine its international marketing objectives and policies. Either way, the firm will have to work out the objective, which will be

1. To determine how consumers in two or more societies are similar / different and devise suitable, appropriate strategies.

2. Devise individualized marketing strategy if cultural beliefs, values and customs of a specific country are different.

UNIT-IV

CONSUMER DECISION PROCESS AND DIFFUSION OF INNOVATION;

CONSUMER DECISSION PROCESS:

                     According to G.SCHIFFMAN and L.H. KANUK, “ The behavior that consumer display in searching for purchasing, using, evaluating and disposing  of products and services that they expect will satisfy their needs.”
                          According to Bearden-et-al, “It refers to the mental and emotional process and the physical activities of people to purchase and use the goods and services to satisfy particular needs & wants.”

                           “The process by which a person is required to make a choice from various alternative options is referred to as decision making.”

DIFFERENT VIEWS OF CONSUMER DECISION MAKING (MODELS)

     The term models of consumers refers to a general view or perspective as to how individuals behave as they do.  Specifically we will examine models of consumers in terms of the following four views:

1. AN ECONOMIC VIEW:-

In the field of theoretical economics, which portrays a world of perfect competition, the consumer has often been characterized as making rational decisions.  The model is called the man theory.  Economic view is divided kin to two types.

(a) Rationally Economic view:-

To behave rationally in the economic sense, a consumer would have to 

· Be aware of all available product alternatives.

· Be capable of correctly ranking each alternative in terms of its benefits and disadvantages.

· Be able to identify the one best alternative.
(b) Classical Economic view:-

It has been argued that the classical economic model of an all-rational consumer is unrealistic for the following reasons:

· People are limited by their existing skills, habits and reflexes.

· People are limited by their existing values and goals.

· People are limited by the existing skills, habits, and reflexes.

(2) A PASSIVE VIEW:-

It is a quite opposite to the rational economic view of consumer is that view that depicts the consumer as basically submissive to the self-serving interests and promotional efforts of marketers.  In the passive view, consumers are perceived as impulsive and irrational purchasers, ready to yield to the aims and into the arms of marketers.  At least to some degree, the passive model of the consumer was subscribed to by the hard-driving super sales people of old, who were trained to regard the consumer as an object to the manipulated.

(3) A COGNITIVE VIEW:-

                          In this view, the consumer as a thinking problem solver.  Within this frame work, consumers frequently are pictured as either receptive to or actively searching for products and services that fulfill their needs and enrich their lives.  The cognitive model focuses on the processes by which consumers seek and retail outlets.

                       Within the context of the cognitive model, consumers are viewed as information processors.  Information processing leads to the formation of preferences and ultimately to purchase intention.  The cognitive view also recognizes that the consumer is unlikely to even attempt to obtain all available information about every choice.

(4) AN EMOTIONAL VIEW:-

                    Although long aware of the emotional or impulsive model of consumer decision making, marketers frequently prefer to thing of consumers in terems of either economic or passive models.  In reality however, each of us is likely to associative deep feelings or emotions, such as joy, fear, love, hope, fantasy, and even a little “magic”, with certain purchases or possessions.  These feelings or emotions are likely to be highly involving.

TYPES OF DECISION MAKING:-

(1) Reutilized response (or) Habitual buying behavior:-

                    This is the most simple type of buying behavior.  The behavior is adopted for the purchase of low cost, frequently purchased items.  The products in this class are generally classified as low involvement goods.  The buyers are very well aware of the product class, know the brands and also have a clear preference among the brands.  So the buyers have to take very few decisions for the purchase of such type of goods.

    The marketers have to ensure two tasks.

(a) The marketer must continuer to provide satisfaction to the existing customers by maintaining quality, service and value.

(b) He must try to attract new customers by making use of sales promotion techniques like point of purchase displays, off-price offers, etc., and also introduce new features to the products.

 (2) Limited problem solving (or) dissonance reducing buying behavior:-

                    Here the buying behavior is more complex as compared to routine buying behavior because three consumers are confronted with as unfamiliar brand in a familiar product class.  The buying behavior is described as limited problem solving because the buyers are in a situation where they are fully aware of the product class but not familiar with all the brands and their features.

(3) Extensive problem solving or complex buying behavior:-
                       This buying is referred to as a complex buying behavior because the consumer is in an unfamiliar product class and is not clear about what criteria to consider for buying.  The marketers must understand the information gathering and evaluation activities of the prospective consumers they have to educate the prospective buyers to learn about the attributes of the products colas, their relative importance and the high standing of the marketers brand on the more important brand attributes.  In other words, the marketing communications should aim at supplying information and held the consumer to evaluate and feel good about his/her brand choice.

CONSUMER DECISION MAKING PROCESS:-

                    It provides an overview of the consumer decision making process.  The mode is made up of three major components:

1. Input 

2. process and 

3. output
(1) Input:-

The input component comprises of the external influences, which are the sources of information used to make a positive influence on the consumer’s product related values, attitudes and behavior.  The input component includes the marketing mix elements i.e. the various marketing stimuli used by the organizations and the socio cultural environmental factors, which, will also act as a stimuli and influence the consumer’s purchase decision.

(a) FIRM’S MARKETING – MIX EFFORTS OR MARKETING STIMULI:-

The firms marketing stimuli will consist of the four P’s (product, price, place& promotion).The marketers are interested in knowing how consumers will respond to the various marketing stimuli.  They are marketing activities or efforts to communicate the benefits of their products and services to potential consumer.  These may be in the form of attractive product features site, packages, suitable prices, mass media advertising, personal selling, direct marketing, other sales promotion measures and the selection of suitable distribution channels to ensure the   availability of the product at the market place.

          In spite of all these efforts marketers are interested in knowing and understanding how these marketing efforts have had an impact on the consumers mind.  To understand this better and gauge the consumer’s behavior, many marketers are turning to consumer researches.

(b) SOCIO-CULTURAL ENVIRONMENT;-

The socio-cultural inputs also play a major role in influencing the consumer’s decision making process.  These social cultural environmental factors include the family, social class, culture and subculture, informal sources and all the other non commercial sources.

                          The family members can exercise a strong influence on the buyer’s behavior. The family can also include a friend.   Informal sources will include public’s communication via print media, comments of a friend etc.  All could be the specific non commercial sources of information.

                     Social classes show distinct product and brand preferences in areas such as clothing, home furnishings, leisure activity and automobiles.  Social class influences can be seen in their choice of the retail outlets, exposure to media, etc. 

                      There are certain unwritten codes of conduct communicated and to be followed by each culture.   These cultural norms will put restrictions or the ‘do’s and don’ts on the buying behavior of individuals.  Thus culture also influences the buying behavior of consumers.

                      Though it should be remembered that unlike the firms marketing inputs, socio-cultural environment will only influence consumers to avoid a product; whereas, the marketing efforts will induce and motivate consumers to purchase the specific product.

(2) PROCESS:-

The process component of the model is indicative of the consumer decision making.  This starts with the psychological field.  This refers to the psychological factors such as motivation, perception, learning, personality and attitudes which will determine the consumers needs or wants, their knowledge about the various product choices, how they gather more information and then their evaluation of alternatives.  We can see that the consumer decision making process consists of three stages:
(a) NEED RECOGNITION STAGE:-

                     The consumer is likely to ‘recognize a need’ when he is faced with a ‘problem’. The need or problems recognition, among consumers can be of varied types.  Some consumers may occur when they recognize a problem in the form of a product not performing satisfactorily.  Another type of need or problem recognition could be the desired state consumer.  Here the consumer may experience the desire for something new, which again may trigger the decision making process.  The desired state of consumer will be the starting for the consumer to become involved in the decision making process.

                      The need or problem recognition can be either simple or complex.  Come problem recognition is characterized as a state, when a problem occurs over a period of time and the actual state and desired state gradually moves apart.

(b) PRE-PURCHASE SEARCH STAGE:-

During this stage the consumer recognizing a need that requires to be satisfied, now is engaged in an information seeking process.  In case of having been satisfied with the product in the past, the consumer will make a choice without going for an extensive search for information.

 The consumer will be influenced by his or her internal psychological field before being engaged in an external search for information. very often, the past experience playas a relevant role in deciding the extent of information that will be sought to by the consumer.  Many consumer decisions will be based on a combination of past experience and marketing and non commercial information.

  The amount of information a consumer will gather also depends on various situational factors. The situational factors can be broadly classified into                
(1) Experience                           
[2] Social acceptability of the product.

(3) Value related consideration.

   Experience will be in relation to whether it is a new experience or whether the past experience with the product has been satisfactory or not.

      Social acceptability will consider whether the product is socially visible and acceptable to the society.

   In case of value related considerations, the consumer will evaluate and consider whether the purchase is discretionary rather than necessary, all the possible alternatives, family members assessment of product requirements, reference group influences and all the possible sources of information.
(c) Evaluation of alternatives:-

      The usual human tendency is to select a brand from a sample of all possible brands. The evaluation of alternatives is carried out by using twp types of information;

(1) The evoked set: - A list of brands from which they plan to make their selection.

(2) The criteria used to evaluate each brand.

   The evoked set refers to the specific brands a consumer considers while making a purchase within a product category.  Usually a consumer’s evoked set will comprise of only a few brands.  Since the evoked set will vary from consumer to consumer, the marketer must use promotional techniques designed to import a very favorable and more relevant product image to the target consumer.  

At times this may also include a change in product features or attributes.

 3) OUT PUT:-

             The output component of the consumer decision making is closely related to two kinds of past decision activities

(a)Purchase Behavior:-

The consumer may make three types of purchases, namely: first time or trial purchases, repeat purchases and long term commitment purchases.  When the consumer is purchasing the product for the first  time, he or she may buy lesser quantity than usual.  This will be a trial purchase because the consumers would purchase the product to try it out on an experimental basis.  The consumer would prefer to evaluate the product through direct use on a first time trial basis.  This can happen especially when purchasing a new brand.

When a consumer goes for repeat purchase, it is an indication that the product has met the consumer’s approval and that he or she is willing to purchase it again for consumption purpose.  Then the firm can look forward to a long term commitment from the purchaser.

(B) Post purchase evaluation:-
    There is a general tendency among consumers to judge their experience against their expectations when being involved in a post purchase evaluation process.  There are three possible out comes of the consumer’s evaluation of the product’s performance in the light of their own expectations.  These out comes forms are 

1. Actual performance matches expectations, leads to a neutral feeling.

2. Performance of product surpasses or exceeds expectations, which result in positive disconfirmation of expectations and this leads to satisfaction

3.Performance of the product falls below expectations, causing negative disconfirmation of expectations leading to dissatisfaction.

                     A very important component of past purchase evaluation is the reduction of uncertainty or doubt that the consumer might have regarding their selection.  Generally consumers, as a part of their post purchase evaluation will try to reassure themselves that their decision was the right one.  That is, they try to reduce their post cognitive dissonance by adopting one of the following strategies are 

· They may rationalize that the decision is a wise one.

· They will look lout for advertisements to support their choice and avoid those of competitive brands.

· They may attempt to persuade friends or neighbors to buy  the same brand and thus confirm their own choice.

· They may turn to other satisfied owners for their reassurance.

     The degree of post purchase analysis that consumers undertake will depend on the importance of the product decision and the experience in using the product.  However, if the product’s performance is disappointing or falls below expectations, they will look  out for alternative products or brands in the future.
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DIFFUSION OF INNOVATION:-
Meaning & Definition:-

 “Diffusion of innovation is the process by which the adoption of an innovation spreads over the period of time to other consumers through communication”.

           Group communications are an important or primary source of information and can influence the consumer decision making.  Group communication can occur within or across groups.  Communication within groups refers to word-of –mouth influence which is considered to be highly credible since it comes through family, friends, peers and neighbors.  Communication across groups takes place through the above mentioned process of diffusion of innovation and influence.

     The process of diffusion will occur for new products as informational influence and is likely to affect the adoption of new products across groups.  Consumer acceptances of new products are primarily interested in understanding two closely related processes.  

I. THE  DIFFUSION PROCESS
II. THE ADOPTION PROCESS
(I) THE DIFFUSION PROCESS:- 
    The diffusion process is concerned with the acceptance of an innovation (a new product or service or idea or practice) when spread by communication to members of a social system (the target market) over a period of time.  Thus the diffusion process includes.

1. The Innovation:-

      There are various approaches used to define an innovation. These can be classified as firm oriented, product oriented, market oriented and consumer oriented definitions of innovation.

(A) Firm oriented approach will consider newness of a product or service from the perspective of the manufacturer or marketer.  This definition ignores the newness of the product or service at the market place. For, as long as the innovation is ‘new’ to the company it is treated as new.  However, if one is trying to understand the consumer acceptance of a new product, this definition may not hold good.

(B) Product oriented approach focuses on the inherent features of the product and the effect they are likely to have on consumer’s established buying patterns.  As per this product oriented frame work the innovations can take the form of:

· A continuous Innovation.

· A dynamically continuous innovation.

· A discontinuous innovation.

(C) Market oriented approach focus on the newness of the product is viewed from the angle of the market. In other words the ‘newness’ or innovativeness of the product is judged based on how much exposure consumers have to the new innovation or new product.  Here the emphasis will be on the consumer’s reaction to the new product at the new product at the market place.  This is judged based on.

1. A product is accepted to be a new innovation or a new product, if it has been purchased by a relatively small but fixed percentage of the identified potential or target market.

2. A product is considered to be a ‘new’ one if it has been available in the market for a relatively specified short period of time i.e., with regards to the time duration.

(II). THE CHANNELS OF COMMUNICATION:-

            Communication also plays a big role in determining how quickly an innovation spreads through as market.  This communication will include two types of communication.

1. Communication between marketers and consumers.

2. Communication among consumers (word of mouth communication).
     Consumer information sources fall into 4 categories. 

· Personal sources – Family, friends, neighbors.

· Commercial sources – sales people, advertising, sales promotion techniques.

· Public sources - mass media, consumer rating organizations.

· Experimental sources – Demonstration, Handling samples.

         A part from the above traditional communication media, today, marketers are looking our for an integrated marketing communication media.  This includes off-line activities (like road shows, exhibitions, posters etc.) Direct marketing, telemarketing & Internet marketing (on-line). Depending on the innovation (new product) and the prospective customers, the firms try to adopt a cost effective way of communicating with them.

(III) THE  SOCIAL SYSTEM:- 

            The diffusion of a new product and the consumer behavior occurs in a social setting or social system.  The social system is a physical, social or cultural environment to which people belong and with in which they function.

           The social system serves as the boundary within which the diffusion of the new product must exist.  The orientation of our social system has its own special values or norms, which is likely to influence the acceptance or rejection of new products.  With the changes occurring in the social system, a lot of changes are taking place in the outlook of the consumers.
(IV) TIME:-

Time also plays a very important part in the diffusion process.  this can be understood by determining (a) the purchase time, (b) determining the various adopter categories and (c) the rate of adoption.
(A) PURCHASE TIME:-

There is usually a time gap between consumer’s initial awareness of a new product or service and the time when he or she makes the purchase or rejection of it. Knowing the purchase time will help the marketer to determine the average time a consumer is ,likely to take to adopt the new product. This information is turn will be a predictor of the overall length of time taken by the product to achieve wide spread adoption.  Firms are using innovative ways to inform the consumers about their new products or services and also going out of way to build relationship with them.

(B) RATE OF ADOPTION:-

The rate of adoption determines how long it will take for a new product or service to be adopted by the members of a social system.  The rate of adoption will indicate how quickly a new product or service will be accepted and then adopted by them.  Depending upon the product category and target audience, marketers are using various marketing strategies to increase the speed of the rate of adoption.
(C) ADOPTER CATEGORIES:-

It must be remembered that people vary remarkable in their readiness to try out new product or an innovation.  Everett M.Rogers has defined a person’s innovativeness as the degree to which an individual is relatively earlier in adopting new ideas than other members of his social system.  Just as nay product goes through a product lifecycle, for each new product there are adopter categories too.  We can categories adopters of the new products based on the relative time of consumer’s adopt on of the innovations.

     The diffusion process shows, the shape of a normal distribution curve, when considered over a period of time.  The process starts with a slow beginning, then picks up momentum with more number of persons adopting the innovation, then, after a certain number reaching the peak, there is a decline with less number of adopters remaining.  A brief description of the category of adopters is given here under:
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1. INNOVATORS:-

 
After being aware of and seeking more information of new products, only 2.5% of all the customers normally try out the new product.  These people are referred to as the pioneers or innovators, of the new product.  Innovators are venture some.  They are easily acceptable to new ideas.

2. EARLY ADOPTERS:- 

   
The early adopters are the next 13.5% of the buyers  who adopt the new idea or new product.  These people do not immediately plunge into buying as soon as  soon as a new product is available in the market.  However, they also  purchase the new product reasonably early though only after carefully verifying & gathering information about the new idea.

3. EARLY MAJORITY;- 

The early majority are the next 34% of the consumers to adopt the new product.  These people are more deliberates when compared to the innovations and early adopters.  These people are more thoughtful and shrewd and will not easily get swayed by the new products or innovation.  They prefer to wait and watch and learn by hearing from the experience of the early adopters, before thinking of adoption an innovation.

4. Late Majority:

The next 34% of buyers of new product are referred to as the late majority to adopt the innovation.  These people unlike the earlier mentioned categories of adopters are more conservative in their approach and do not  immediately respond in favor of a change.  Their acceptance of the new product will come into effect only after a public opinion is the favor of the new product or innovation.  They are more skeptical and will adopt an innovation only after a majority of the people have tried it.

5. Laggards:-

This is the lacst category of buyers to adopt a new product, comprising of 16% of the total market.  As the term ‘Laggards’ indicate, these are people who lag behind in their acceptance of an innovation.  These people are very conservative, tradition hound and are vary or suspicious of changes.  A lot of deliberation, caution and suspicion is exhibited in their buying behavior for new products.  They generally prefer to mingle with peopce who share a similar tradtitionla outlook.  They  will adopt the innovation ophly because the innovation has taken a step  in the direction of traditional in itself.

NON- ADOPTER CATEGORIES:

    There is another opinion to include the category of non adopters also, which will be in accordance to the market place reality, because nlot all potential consumers will necessarily adopt a product innovation.  The classification of the different types of non adopters are 

1. The unaware group- Thoise consumers who are not aware of the new product.

2. Symbolic Rejecters – who, though aware of the product, have decided against buying it.

3. Symbolic Adopters – who know the product will be useful for them but have not tried it.

4. Trial Adopters – who have tried the product  but have not gone for a repurchase or actual purchase.

5. Trial Rejecters:- who have tried the product and also rejected the same.
(II) THE ADOPTION PROCESS:-

        Marketers are interested in knowing how consumers learn about new precuts and the decision making process involved in adopting them. Adoption process may be defined as the mental process through which an individual passes form first hearing about an innovation to final adoption.  So, adoption cab be said to be the decision by an individual to become a regular user for the product.

           When marketers introduced  a new product or a new innovation to its tsrget market, a lot of planning goes into managing the resistance to adopt the new innovation.  This is because it involves brining about a change in buyer’s attitude and perception.  Generally it is assumed that the consumer goes through five stages in the process of adopting new products.  The five stages are represented as 

        1                         2                      3                      4                    5

1. Awareness stage:-

In this stage an individual comes to know about a news innovation or new idea or new product or ser vice.  He becomes aware of the innovation from any source of information such as from friends, neighbors , co-workers, commercial sources etc.  The individual only learns about the new innovation from either of the sources of information mentioned above.  This means his knowledge about the new innovation is only limited to the extent of the information generated by the source of information from where he first learns about the new innovation.

2. Interest stage:-

After being aware of the new product or innovation, in this stage, the consumer gets stimulated and interested in the innovation.  He goes about seeking more information about the new product.  He is interested in gathering more detailed information related to the innovation in terms of its utility aspects, its performance, durability and so on.  The in-depth information sought by him will try to be obtained form all the sources he finds reliable.

3. Evaluation stage:-

Based on the information gathered by the individual, he will evaluate and take a decision whether it is worthwhile and whether it will make sense and do him good to try out the innovation.  In other words, from all the information collected by him h=related to innovation, he will mentally try to evaluate the worthiness of the innovation.  He will assign weights to the product attributes and work out to what extend the new product will be  useful to him and them decide whether or not to try the new product.

4. Trial stage:-

After evaluating the worthiness of the new prodcuct to him the consumer may decide to try out the innovation on a small scale basis initially to make an actujal assessment of the value of the new product.  This stage also indicates that now the consumer is mentally prepared to try oout the innovation though initially on a wmall scale. He or she wants to experiment with the innovation and depending on how comfortable he feels with the product, he will decide whether or not to go for large scale use.

(5)Adoption stage:-

On being satisfied with the use of the new product, pujrchased by him on a trial basis, the consumer now decides to make full and regular use of the innovation.  This is the last stage in the adoption process.  The consumer takes the decision to go for a full fledged and continuous use of the new product or innovation.

  The marketers must think of ways to help the consumer or facilitate easy movement of consumers through all these stages.  Understaznding how a consumer seekds and processes information about new products and the decision making process can help in early adoption of the new products by consumers.

          Although the above mentioned traditional adoption process model is very simple to understand, it has got certain limitations

i. This process has not taken into consideration the fact that there is a need or problem recognition stage comnfronting a onsumer before being aware of the various options or solutions.
ii. The model does not consider that there is a possibility of the consumer rejecting the product after trial or may not use the product on a continuous basis.
iii. Another fact which is not adqauately recognized is that usually the evaluation takes place through out the decision making process and not necessarily at the evaluation stage only.
iv. The model does not include the post; purchase evaluation behaviour, which may either lead to firm commitment or a decision to discontinue usage of the product.

           In view of the above cited limitations, consumer researchers have suggested including two more stages between the trial and adoption stages direct product experience and product evaluation stages.  The proposed modification to the adoption process is given here under.
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The Revised Adoption process Model;-

To take care of the above limitations, Everett M.Rogers has suggested a better and updated decision making model (innovation decision process). The five stages of the newer version of the adoption process are:

1) Knowledge (Awareness Stage):-

The consumer is aware of the innovation and also has some understanding of how it functions.  The model is presuming the existence of certain prior conditions like felt needs, socio economic status and personality factors, which will help the consumer to become aware and also receive information about the product.

2) Persuasion (Forming Attitude):-

At this stage the consumer will become more aware of the innovation through the various sources of communication (personal, interpersonal, impersonal & mass media source).  The consumer perceives the characteristics of the innovation and forms either a favourable or an unfavourable attitude towards the innovation.

3) Decision:-

During this stage the consumer will assess the innovation by engaging in activities which will make him or her decide whether to adopt or reject the innovation.

4) Implementation:-

   During this stage more communication is received or obtained as the consumer starts using the innovation

5) Confirmation:-

After using the innovation, the consumers will evaluate their purchase experiences.  They will seek re-enforcement for their innovation decision and then may take a firm decision whether to continue or discontinue using the product.
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Influence of Product Characteristics on the Rate of Adoption or diffusion Process:

All new products or innovations are not always easily accepted by consumers.  Some products gain easy acceptance or are easily accepted by consumers.  While there are other new products or ideas which take a long time to be accepted.  The characteristics of the new product or innovation also affect its rate of adoption or adoption process.  Five characteristics have been identified which play a important role in influencing the diffusion or adoption process.  They are
(1)Relative Advantage:-

The first characteristic is the new products relative advantage i.e., the degree to which it appears to be better and superior than the existing products.  If the consumer perceives.  The new product to be relatively superior or as compared to the existing products, more is the chance of the innovation being adopted.

(2)Compatibility:-

             The degree to which the new –product or innovation matches the values and experiences of the consumers in a particular community.  Greater the degree of compatibility, Sooner will the innovation be acceptable to the consumer.

(3) Complexity:-

    
     The degree to which the new product is relatively difficult ot understand or use.  Greater the degree of complexity, more the time it will take to be accepted.

(4) Divisibility or trialability:-

The degree to which the new product may be tried on a limited basis. These means the extent to which the new product can be tried on a small scale basis before going for full hedged use  of the same. If consumers have got the option of trying out the product and then decide to buy if trial result found satisfactory the innovation rate of adoption increase.

(5)Communicability:

The degree to which the result or observable or described to others or the case with new product salient features or observed. A new product concept will work if the new technology or new product usage can be described and demonistrated

UNIT-5

CONSUMER RELATIONSHIP MANAGEMENT

CUSTOMER RELATION SHIP MANAGEMENT:-


              According to Gron Ross (1990), “Relationship marketing is about establishing, maintaining, enhancing and commercialization consumer relationship through promise fulfillments”.

· Establishing            
= starting first

· Maintaining             
= continuous the relationship

· Enhancing               
= in time improvement relationship 

· Commercialization 
= popularizing.

                    According to PhilipKotler, “the task of creating customer loyalty” is called customer relationship management.

IMPORTANCE OF CRM:

                           CRM Customer Relationship Management is one of the newest innovations in customer service today. CRM stands for customer relationship management and helps the management and customer service staffs cope with customer concerns and issues. CRM involves gathering a lot of data about the customer. The data is then used to facilitate customer service transactions by making the information needed to resolve the issue or concern readily available to those dealing with the customers. This results in more satisfied customers, a more profitable business and more resources available to the support staff. Furthermore, CRM Customer Relationship Management systems are a great help to the management in deciding on the future course of the company.

                        As mentioned, there is much data needed for the CRM system to work. These fields include the customer name, address, date of transactions, pending and finished transactions, issues and complaints, status of order, shipping and fulfillment dates, account information, demographic data and many more. This information is important in providing the customer the answer that he or she needs to resolve the issue without having to wait for a long time and without going to several departments. With just a few mouse clicks, a customer support representative for example can track the location of the customer's package or order. This is infinitely better than the cumbersome process of tracking shipments previously. Furthermore, the customer service representative will also be able to see the previous concerns of the customer. This is a great help especially if the customer is calling about the same issue since he or she will not have to repeat the story all over again. This results in less time in resolving the issue, thus, higher productivity of the support staff.

                        CRM Customer Relationship Management systems are also important to the top management because it provides crucial data like customer satisfaction and efficiency of service by the frontline crews. A piece of customer relationship management software will also be able to generate the needed reports for product development or new concepts. Furthermore, this system will also be a great help for the top management in deciding the company's future course of action, whether it involves phasing out one of the products on the shelves or making adjustments to one of the products sold.

                    The reports generated by CRM systems are also invaluable to your advertising and marketing planners, as they will be able to pinpoint which ideas works and which do not. Because of CRM systems, you will be able to release advertisements or plan marketing campaigns more in tune with your target market. This will also lead to more responses to your advertisement and a more effective marketing campaign.

                      Successful integration of a CRM Customer Relationship Management system in your company, however, might not be as easy as it seems. The following might give you an insight why CRM systems fail in some companies... Most companies fail to prepare for CRM systems. By this, I mean that most companies fail to integrate all the departments that need to share the information for it to be effective. Furthermore, CRM units scattered all over the company's departments is often more effective than just making one big CRM department. This will ensure that each department will get the information and data that they need.

                     A CRM system will also help you a lot in expanding your business. As CRM systems are capable of handling enormous amounts of data, CRM systems will help you a lot in coping with the increased numbers of customers and data. With a CRM Customer Relationship Management system installed and properly utilized, you can be sure that all data is maximized and used to ensure that your business will be successful and your customers a lot more satisfied than before.

ROLE OF CRM:-


The purpose of CRM is not limited to merely improving customer service, it also allows companies to acquire customers and serve them, increase the value of the customer to the organization, retain good customers and determine which customers can be retained or given a higher level of services.


A good consumer relationship management programmed can improve customer service by:

a) Providing product information and technology assistance with an accessibility for 24 hours a day, seven days a week.

b) Identifying the difference in qualities perceived by different customer and then by designing a suitable service strategy for each customer based on expectation.

c) Helping identify potential problems quickly, even before they occur.

d) Providing a fast mechanism for managing follow-up sales calls to assess post-purchase problems, re-purchase probabilities, re-purchase times, frequencies etc.

e) Providing a fast mechanism for handling problems and complaint, etc.

f) Using internet cookies to track customer interests.

g) Integrating other functional systems and there by providing accounting and production information to customer when they need it.

Although there are still may grey areas in CRM implementation, an attempt has been made in this article to identify the components of CRM, which is viewed as a major element of present corporate strategy. The following issues before implementing CRM are:
1. Nature of the core business.

2. Future prosperity of the business.

3. Appropriate form of CRM needed.

4. Suitable information technology infrastructure needs.

BENEFITS OF CRM:-


The benefits of CRM are considered abound. It allows organizations not only to retain customer, but enables more effective marketing, creates intelligent opportunities for cross selling and opens up the possibility of rapid introduction of new brands and products.  To be able to deliver these benefits, organizations must be integrate products and services and deliver the service as promised and demanded by the customer base.


The strategic benefits of CRM allow companies to reduce the cost of customer acquisition and give established players the ability to react like a new market entrant, the very people they are battling against. These benefits generally fall into three categories: Cost savings, revenue enhancement and strategic impact. Based on successful CRM implementations, the following benefits seem reasonable:

1) Increased sales revenues:-

 
Increased sales result from spending more time with customer which results from spending less time chasing, needed information.( i.e., productivity improvement)

2) Increased with rates:-


Win rates improved since companies can withdraw from unlikely or bad deals earlier on in the sales process.

3) Increased margins:- 


Increased margins resulting from knowing customers better, providing a value-sell & discounting prices.

4) Improved customer satisfaction ratings:-


This increase occurs since customers find the company to be more responsive and better in touch with their specific needs.

5) Decreased general sales and marketing administrative cost:-


This decrease occurs since the company has specified its target segment customers, it knows their beeds better, and thus it is not wasting money and time, for example, on mailing information to all customers in all existing and potential target segments.

ELEMENTS OF CRM:-


The elements in the CRM plan as follows:

1. Objectives: - Clearly defined objectives that the company seeks to achieve through the CRM. Measurable targets should be set so that the progress of the CRM initiative can be gauged.

2. Data Requirements: - A comprehensive list of all the data that would be required for analysis in order to fulfill the desired objectives. The source of data should be identified and formats in which the data is generated be considered before making decisions on data analysis. 

3. Data Analysis: - The data gathering and collecting plan needs to be created after ensuring that the format of the gathered data is usable. The manner in which the data would be gathered and incorporated into the system would require careful consideration regarding the technology aspects. The desired analysis should be checked for feasibility taking into account the chosen technology and tools.

4. Outputs and the Usage:- The chosen CRM tool that would be used for data analysis should ensure that all the desired outputs are available whenever and wherever needed. The various objectives that require to be fulfilled would necessitate a variety of uses from the outputs generated.



These could include issues like: better segmentation predicting next purchases of customers, cross-selling and up-selling campaigns, etc. unless the data analysis is used in a useful manner the entire CRM initiative could become fruitless. Therefore, the top management could appoint a suitable person as a champion for the CRM cause whose responsibility would be to own the CRM initiative and bring it to fruition.

5. Checking the progress:- Despite all the planning, a reality check on the progress of the CRM initiative will help to ensure that the project is on track or enable corrective measures at the right time. The assumptions made during the planning stage could prove unreliable and a reality check would enable the decision maker to realize the folly and quickly make amends. During the CRM planning stage, suitable milestones should be designed to enable measurement of the progress of the project vis-à-vis the set milestones.

TYPES OR COMPONENTS OF CRM:-


These are three components in applying CRM, namely

1) Operational CRM:-



This implies supporting the ‘front office’ business process, which includes customer contact. The outcome of these processes is forwarded to relevant employees who are engaged in it. It is possible to have a 360 view of the customers, while interacting with them. Some of the operational CRM, in practice are in the form of Sales Force Automation (SFA). SFA facilitates the automation of contact management, quota management, forecasitn keeping track of customer preferences, buying habits and demographics and performance management.

2) Analytical CRM:-



The data gathered in operational CRM are analyzed to segment customers or to identify the potential for enhancing a relationship with a client. This helps expand the list of customers of a bank. The main objectives of analytical CRM are acquisition, retention, information and modification of the customer’s list. Some useful and relevant analyses which are possible in analytical CRM are:

a. Campaign management and analysis

b. Contact channel optimization

c. Customer segmentation

d. Customer satisfaction measurement

e. Financial forecasts

f. Pricing optimization

g. Product development

h. Programmed evolution
3) Collaborative CRM:



Collaborative CRM facilitates interactions with customer through all channels such as personal, letter, fax, phone, e-mail, etc., and supports co-ordination. This solution brings people process and data together, and enables companies to offer better services while also retaining their customers.
This component provides the following additional benefits:

· The companies can carry out efficient and productive interactions with customers.

· The companies can have web collaboration to reduce customer service cost.

· It facilitates multi-channel personal customer interaction through integration call centers.
CUSTOMER RELATIONSHIP MANAGEMENT PROCESS:-


CRM process is defined as any group of action that is instrumental in the achievement of the output of an operation system, in accordance with a specified measure of effectiveness.


The final objective of the CRM process is to originate a powerful new tool for customer retention. The CRM implementation and success rate purely depends upon the process, which includes the future, revenue, customer value, customer retention, customer acquisition and profitability. 
IMPORTANCE OF PROCESS IN CRM 

                     The CRM or Customer Relationship Management process is one of the more important topics in the world of business. Its impact and measurement simply cannot be denied. Without proper customer relationship management there is no way to draw in and keep customers to your business and it will be unsuccessful as a result. 

                   The process has a few steps involved. The first step is to establish CRM goals. This would go into your business plan at the startup of your company. This means figuring out who your target audience is and how you are going to draw them into your business. You have to figure, no matter what products or services it is you are offering, chances are there is already a multitude of stores offering pretty much the same thing.
                  The only way to make your business a success then is by making people realize why they should come to you over those other stores. Depending on who you are and what you have to offer you can figure out how to set yourself apart from the others. 
               The next step in the CRM process is to educate other departments. Then you assemble all required customer information, design the data model, vendor study and select the right CRM solution. After this you establish authority and responsibility. Obviously if you are the sole owner of your company and have no employees, this would all fall on your shoulders. Again this depends on the size of your business and all the people involved with it.
               Pilot projects and communicate with customers. This is one of the most important things to remember. It can be hard to always keep up with all your customers and potential customers, especially with the rest of the tasks you need to focus on to run your business but this step must not get neglected. Communicating with customers is a CRM best practice. This practice is how you show them you appreciate their business and build relationships. 
                  Customer surveys can help keep track of your customers and what they are interested in and the same goes for customer satisfaction programs. These help you to realize certain areas you may need to work on. Always get feedback from your customers. It shows you are willing to change and do what it takes to please your customers.
Anyone who owns or manages a business absolutely must understand the importance of the Customer Relationship Management process. If not, their business will turn into a struggle and most likely not stay afloat

BENEFITS OF A CRM PROCESS:-

· Ability of retain loyal and profitable customers and channel for rapid growth of the business project.

· Acquiring the right customers, based on known characteristics, which drives growth and increased profit margins.

· Increasing individual customer margins, while offering the right products at the right time.
PROCESS FOR CRM:-

1) A CLOSED-LOOP CRM PROCESS:-
a) Gathering Information: - Initially, gather information about customers. Customer’s data comes from sources both internal and external to organization.

b) Perform data aggregation:- It is here that the data is merged and compressed into a complete view of the customer. A large customer data repository is produced.

c) Create “exploration Warehouses”:- these are extracts of the customer data needed to support specific analyses, such as customer profitability and predictive modeling. Exploration warehousing are the engines for analytical applications that support identification of opportunities and developing strategies.

d) Execution of strategies:- Execute these strategies by developing and launching marketing campaigns across targeted segments of customers. Campaign execution inevitably results in an interaction with customers.



Finally, once a customer interaction takes place and the customer responds, capture that response and “recycle” it to use in the on-going learning, analysis and refinement process.



Each time the process loop is completed, more is learned about the needs and wants of customers. Marketing improves as understanding of customer is enhanced and the ability to anticipate their needs increased.
2) FOUR C’S (ELEMENTS) OF CRM PROCESS:-
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The appropriate approach for the CRM process involves:

1) Correlate:- 



A series of transaction and interaction that make up a dialogue between customer/ channel/ end user and an organization. This is the data that is collected from all contact points and communications, with outside points of contact.

      2)  Combine:- 



The mapping and management of interaction points between a customer/ channel/ end user and an organization.
3)  Cognize:- 



The insight gained through capture and analysis of detailed information is to create continuous learning from the data warehouse and knowledge base that is created, interrogated and analyzed.

4)  Connect:-


The application of insight to create relevant interaction or communication with customers, consumers, channels, suppliers and partners that build value relations.


The basic structure of the CRM organization should align around the key communication process. In order to recognize the right customer, relate the right offer, and schedule the interaction or communication of the offer at the right time, with the connection across the right channel. People will have to share a process and activate their skills to complete the activities and tasks required for success.

CUSTOMER LOYALITY:-
The True Meaning of Loyalty and Customer Service

Although customer loyalty is often achieved through offers, discount coupons, rebates and other kinds of rewards, long-term customer loyalty can only be created by making your customers feel that they are your number one priority.

My Definition of Customer Loyalty

If I were asked to define customer loyalty, my definition would look something like this:
              "Customer loyalty is when an organization receives the ultimate reward for the way it interacts with its customers. Loyal customers buy more, buy longer and tell more people - that's true customer loyalty."
Competitive advantage can be achieved through customer loyalty. This is the way to gain the best kind of customers, repeat customers. Repeat customers tend to spend more money and provide the best word-of-mouth advertising.Organisations that use loyalty schemes such as Staples and American Airlines are constantly looking at the customer lifetime value (LTV) and other customer data. This information combined with providing customer service excellence can lead to long term loyalty.
One of the latest schools of thought is concerning Net Promoter. NPS is calculated by subtracting the percentage of customers who are detractors from those that are considered promoters. This simple concept is now being used across many companies both large and small. Another way to create customer loyalty is through branding. One of the world's largest retailers, Carrefour, uses a far reaching customer loyalty program in order to help it achieve competitive advantage by focusing on high customer experience standards.
          An entire industry has evolved to help others achieve your customers. Ipsos generates millions of dollars in revenues, helping companies achieve customer and employee loyalty and satisfaction. One important thing to remember is that not all loyal customers are profitable. Complex loyalty schemes, discount coupons and offers can sometimes cut into the bottom line. Careful analysis of profitability is advised.
It is often thought that the 80/20 rule applies to customer loyalty and customer profitability. For example 20% of your customers can quite often provide 80% of your profits. Call centers have a part to play in building customer loyalty. The better rapport call center advisers have with customers, the more likely customers are going to be loyal to that organization and its brand. In summary, customer loyalty can be achieved by communicating well and caring for your customers on a consistent basis, and putting them at the heart of everything that you do. 
Benefits of Customer Loyalty:-


Business leaders are making concerted efforts at driving customer loyalty through various loyalty schemes. CRM is also regarded as a potent weapon to drive loyalty. However, the concept of loyalty has been interpreted in several ways.
CUSTOMER LOYALTY AND TYPES:-


Loyalty in the marketing context may be defined as a willful, voluntary, repeated choice of a specific brand do a product or type of service. Loyalty caters to fulfilling a particular category of need. In the case of one-time purchase, loyalty could be explained in terms of the extent of commitment to the brand selected. The positive attitude developed towards using the brands selected and the positive image the customer projects about the brand he owns.


Loyalty may be explained further. Loyalty in sense is a willful commitment to the brand in view of perceived satisfaction. The action of loyalty is a positive, repeated behavior of preferring one brand of a product from among the several brands available.                    
Customer loyalty may fall into several types that include

a) Loyalty towards brands

b) Loyalty towards stores

c) Loyalty towards organization

d) Loyalty towards sales persons

e) Loyalty towards any other related aspect in the process of purchase and consumption.

Loyalty towards brand is the committed willful option for a specific brand. Loyalty towards brand is what customers normally develop with specific references to a brand, irrespective of any one of the above categories such as organization, store, salesperson etc.

The process of brands loyalty is illustrated below:

[image: image10]


In the above process, it is likely that at any stage in view of the dissatisfaction accumulated or may be due to the competitor’s pressure the customer may not join brand loyal group and may get out of the chain to join with brand rejection group.


In tune with the loyalty, the customers may be classified under three heads.

a) The hardcore loyalists

b) The soft core loyalists

c) The switchers
1)  The Hard core Loyalists:-

          
Those who maintain undivided loyalty with regard to their brand choice. They would restrict their brand choice to one or selected few brands and    normally would not switch brands.

2)  The Soft core Loyalty:-

             Those who divide their loyalty among few available brands and select one or the other brand from among their choice of brands. The fact that they have selected and used a brand itself may be a reason for not selecting the same during their immediate next purchase.

3) The Switches:- 


 The group of customers who do not maintain loyalty. They prefer accepting the available brand without any restriction. Most switchers go by emotional criteria as regards their brand selection may not feel committed to any brand in particular.


If we consider three brands viz, brand A,B and C. the brand selection pattern of above three types of customers, would be as below:

· Hard core loyalists: A,A,A,B,B,B,C,C,C,A,……..

· Soft core loyalists: A, B, C, BAC, CAB…

· Switchers: ACB,BCA,BCA,CAB


A close look at the loyalty continuum of the brand users would appear as below:
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Towards Reaching Loyal Customers:-

The reach of loyal customers involves a sequence of actions, starting with identification of the right market for the product concerned. The sequence has been illustrated below.

	Market Identification


· 
	Segmented and targeted Market


· 
	Prospective Customers


	Customers



	Loyal Customers


1. Market Identification:-
    The market for a brand constitutes the potential customers for the brand. When the brand already exists, the market comprises of current customer for brand would have been manufactured in tune with the market requirements or in tune with the brand’s characteristics, a market is to be developed.
a. The organization is concerned with four important tasks with regard to finding market for its brand which are Market Identification, Market Entry, Market Existence and Market Expansion.

b. The organization, in terms of its market share is expected to play any one of the following roles as Market Leader, market Challenger, market Follower and Market Nicher.

c. For the purpose of market existence and expansion, the organization may adopt any one of the following strategies are Market Penetration, Product Development, Market Development and Diversification.
2. Segmented and Target Market:-
From mass marketing, the marketers have switched over to targeting segmented markets. This approach is because of a number of advantages being associated there with under the mass marketing approach, the marketers consider the whole market as an undifferentiated one and adopt the same marketing mix strategies without any differentiation to attain marketing goals. This approach would work as long as the market size is small and easily approachable. Market segmentation refers to grouping of customers on the basis of selected criteria.

· Age, Marital Status, income, Gender, Location, Volume of purchase, type of customers, Buying habits, Lifestyle, benefit Expected, Extent of Loyalty.

Selection of target market would be governed by factors such as the organization’s capabilities, future prospects, return on investments, competing forces. In the light of the characteristics of the  target market, suitable marketing strategies would be evoved.
3. Prospective Customers:-
In the target market, potential customers would be identified by means of a systematic approach. The method of getting prospective customers may be any one of the following or a combination of more than one method like:
· Referral Letters

· Through friends and relatives

· Various directories
· Through trade associations
· Advertisements 
· Blind Telephone Calls
· Developing Data base
· Cold Canvassing
· Follow up the Competitor’s Customers
· Customers of related products, etc;
Effective prospecting would help in identifying a large number of potential customers in the target market, when form the foundation of loyal customers and therefore the prospect identification could be called as the Life blood of the entire scope of marketing activities.

4. Customers:-
In a boarder sense, all those who are involved in the process of transfer of ownership of a product from the production centre to the consumption centre are customer and not merely the one who ultimately enjoys the benefit of a product or service.

There are three terms normally used in this context the buyer, the consumer and the customer. The buyer refers to the one who buys a product or service and it is immaterial whether he consumer a product of an organization, and it is immaterial whether he is involved in the purchase activity or not. A customer is one who repeatedly buy from one source.

This categorization must follow relevant strategies to convert the prospects in to customers. The sequence may be illustrated as:

Identification of prospects

           Categorization of prospects

   Conversion of prospects in to customers

                                Conversion of customers to loyal customers

5. Loyal Customer Ladder:-
                  A customer reaches the status of a loyal customer by passing through a series of stages. An analytical look at the process of reaching the status of loyal customer would reveal the following sequences:
a. Customer by Chance
b. Customer by occasion
c. Customer by Choice
d. Customer by repetition
e. Customer by insistence
f. Customer by Locality
LOYAL CUSTOMER CHAIN:-
Reaching of loyal customers requires careful marketing approach and systematic planning and execution of all aspects connected with marketing functions. The organization must view the product, process, and the people behind it from the customers and competitor’s point of view and make appropriate marketing decisions. Only then the potential customer’s can be converted into loyal customers otherwise, potential customers would turn into cost customers. This view has been illustrated bellow.
CONSUMER RETENTION STRATEGIES:-
Customer retention marketing is a tactically driven approach based on customer behavior. It’s the case activity going on behind the scenes in Relationship Marketing, Loyalty Marketing, Database Marketing, Permission Marketing, and so forth. Here’s the basic philosophy of a retention-oriented marketing:

1. Post and Current Customer Behavior is the best Predictor of Future Customer Behavior:-
In general, it is more often true than not true, and when it comes to action-oriented activities like making purchase and visiting websites, the concept really shines through. Take these two groups of potential buyers are

a. People who are a perfect demographic match for your site, but have never made a purchase online anywhere.

b. People who are outside the core demographics for your site, but have purchased repeatedly online at many different websites.

If you sent a 20% - off promotion to each group, asking them to visit and make a first purchase, response would be higher from the buyers(second) than the demographically targeted group(first). This effect has been demonstrated for years with many types of Direct Marketing. It works because actual behavior is better at predicating future behavior than demographic characteristics. You can tell whether a customer is about to defect or not by waiting their behavior. One you can predict defection, you have a shot a retaining the customer by taking action.  
2. Active Customers are happy(retained) Customers; and they like to “Win”:-
They like to feed they are in control and smart about choices they make, and they like to feel good about their behavior. Marketing take advantage of this by offering promotions of various kinds to get consumers to engage in a behavior and feel good about doing it.

These promotions range from discounts and sweepstakes to loyalty programs and higher concept approaches and promotions encourage behavior. Retaining customers means keeping them active with you. Promotions encourage this interaction of customers with your company, if you are just sending out a newsletter or birthday card. 
3. Retention Marketing is all about: Action – Retention – Feed back – repeat:-
Marketing with customer data is a highly evolved and valuable conversation, but it has to be back and forth between the marketer and the customer and you have to LISTEN to what the customer is saying to you. The customer data is telling you something is wrong, and you should react to it with a promotion.
4. Retention Marketing requires allocating marketing resources:-
You have to realize some marketing activities and customer will generate higher profits than others. You can keep your budget flat or shrink it while increasing sales and profits if you continuously allocate more of the budget to highly profitable activities and away from lower profit activities.

Levels of Retention Strategies:-
Berry and Parasuraman, two early advantages of relationship marketing have developing a frame work for understanding the type of relationship strategies. The frame work suggests that retention marketing can occur at different levels and that each successive level of strategy results in ties that bind the customer a little closer to the firm. At each successive level, the potential for sustained competitive advantage is also increased. Building on the levels of the retention strategy idea, based on four types of retention strategies,
1. Financial Bonds:-
The customer is tied to the firm primarily through financial incentives – lower prices for greater volume purchases or lower prices for customers who have been with the firm a long time. One reason of these financial incentive program’s proliferation is that they are not difficult to initiative and frequently result in at least short – term profit/gains. Unfortunately financial incentives do not generally provide long – term advantages to a firm since, unless combined with another relationship strategy, they bon’t serve to differentiate the firm for a long period,

While price and other financial incentives are important to customers, they are generally not difficult for competitors to imitate, since the primary customized element of the marketing mix is price. A company may offer a points – based reward program or discount club to gain repeat business. This type of loyalty can be cultivated over a relatively short time frame, but it’s difficult to sustain. And it’s easy to imitate, since you are really just “Buying” loyalty. A competitor can just offer a similar program with a slightly higher point value. Then you are in a price war for loyalty.
2. Social Bonds:-
This strategy bonds the customers to the firm through mare than financial incentives. While price is still assumed to be important, the retention marketers build long – term relationship through social and interpersonal as well as financial bonds. Customers are viewed as clients rather than mere customers. The clients are the individuals whose wants and needs the firm tries to understand and design the product accordingly. Services are customized to fit individual needs, and the marketers find ways of sticking to the customers, there by developing social bonds with them.


Social, interpersonal bonds are common among professional services providers and their clients. Interpersonal bonds are alsocommon in business – to – business relationships where customers develop relationships with sales people and/or relationships managers working with their firms. Sometimes relationships are formed with the organization due to the social bonds that develop among customers rather than between customers and the provider of the service. Over time, the social relationships they have with other customers are important factors that keep them from switching to another organization.


While social bonds alone may not tie the customer permanently to the firm, they are much more difficulty for competitors to imitate than is price incentives. In the absence of strong reasons to shift to another provider, interpersonal bonds can encourage customers to stay in a relationship. In combination with financial incentives, social – bonding strategies may be very effective.
3. Customization Bonds:-
These strategies involve more than social ties and financial incentives, although there are common elements of financial bonds and social bonds strategies encompassed with in a customization strategy. Two commonly used terms fit within the customization bonds approach; mass customization and customer intimacy. Both these strategies suggest that customer loyalty can be encourage through the knowledge of individual customers, and through the development of one –to – one solution that fit individual customers needs.



Mass customization has been defined as the use of flexible process and organizational structures to produce varied and often individually customizes products and services at the price of standardized mass produced alternatives. Mass customization, however, does not mean providing customers with endless solution or choices that only make them work harder for what they want; rather, it means providing them-through little effort on their part-with tailored services to fit their individual needs.



Customer intimacy means, the superior management of the customer experience and relationship. It’s a commitment to deliver a higher level of service to every customer across all channels, product lines, and geographies. Simply put, Customer Intimacy means knowing a customer habits and wants and delivering on, or even anticipating their needs. To the extent that customer loyalty is increased, the customer’s desire to switch to a competing vendor is vastly decreased, thus creating formidable competitive barriers. Having a comprehensive, integrated view of the high-tech buyer and channel is a key component of Customer Intimacy.



Mass customization is based on harnessing the power of information technology to narrowly target product and services to the needs of the individual buyer. Customers choose their options and the product is assembled according to their specifications.
4. Structural Bonds:-
Structural bond strategies are the most difficult to imitate and involve structural as well as financial, social and customization bonds between the customer and the firm providing services to the client that are designed light into the services delivery systems creates structural bonds. Providing customized services to the client that are technology based and serve to make the customer more productive often creates structural bonds.
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THE CRM STRATEGIC PLANNING PROCESS

                  The strategic planning process for CRM is about creating better long term relationships with your customers.  Developing a CRM strategy is critical form CRM success. So don't let the fact that the typical strategic planning process is ripe with failure deter you from developing the plan you need for a successful CRM initiative. Follow some simple steps and you will have great success. 

CREATE A CRM STRATEGY - Without a CRM strategy, there is no guiding corporate wide vision for how you will interface with customers. This is a key component which works in conjuntion with your functional CRM initiative (the technology). It takes both to succeed. 

PERFORM A CRM ANALYSIS - You need to start by understanding where your company is today. To do this you need to throw out the baggage and be realistic or you won't be doing your company and favors.

IDENTIFY CRM BENEFITS - Clearly identify the knowledge you will gain and how you will apply this knowledge (about your customers) through its collection in your CRM software and customer database.

QUANTIFY CRM BENEFITS - Once the benefits have been defined, you must determine what the economic impact will be to your bottom line. Without this, you will not know the appropriate level of investment to make.

QUANTIFY CRM COSTS - Your CFO will be far more likely to write a check if you can detail the financial benefits as well as the financial costs. The return on investment is critical in making a major go/no go decision.

MANAGE CRM RISK - Any investment done right is underwritten. This is the process of assessing and mitigating risk. If a plan to manage risk is not detailed, your ROI justification will lack substance...and most likely be wrong.

CRM IMPLEMENTATION - The last thing you must address is how you plan to implement your CRM strategy. I'm not just talking about implementing the software! Their is a human process that factors into a successful CRM initiative as well. Actually, it's bigger than the software in my opinion.

CRM METRICS - A high level view of CRM metrics that will help you better understand success or failure and also areas for opportunity going forward
CUSTOMER VALUE ASSESSMENT PROGRAM BY THE SIX SIGMA MARKETING INSTITUTE




The Customer Value Assessment Program developed by the Six Sigma Marketing Institute provides a road map to assist you in determining and evaluating your Customer Value Score. This Value Assessment will give you insight on whether your organization has effective and efficient marketing based on Customer Value. Customer Value being the only true measure for Driving Market Share. 
The assessment was developed by the Six Sigma Marketing institute in conjunction with the 5 Cs of Driving Market Share Program. you will receive five survey’s based on one of the 5 Cs of Driving Market Share: Customer Identification, Customer Value, Customer Acquisition, Customer Retention and Customer Monitoring. These 5 surveys will expose your weaknesses and strengths in each of the 5 Cs of Driving Market Share. Before receiving, the next survey, you will receive evaluation sheets that will allow you to evaluate your scores and some actionable steps to improve this area.  We want you to enlist as many people and even customers to assist you in completing the task. 
Six Sigma Marketing is a fact-based, disciplined approach for growing market share in targeted product/markets by providing superior value. The Six Sigma Marketing Institute is dedicated to the advancement and deployment of Six Sigma Marketing. At the heart of SSM is a modified DMAIC process that provides the architecture for growing top line revenues and market share.
VALUE STREAM ASSESSMENT OVERVIEW
Value Stream Assessment (VSA) is an approach that is used to assess the strengths and weaknesses of an enterprise's value stream(s) for the express purpose of creating a value stream driven solution (VSDS). VSA is a way of looking at an enterprise's business problems, within the context of the enterprise's value stream(s), with the objective of rapidly identifying a comprehensive solution to identified business problems. The intent of value stream assessment is to take a high level look at the business, in a compressed timeframe, with an eye for identifying opportunities for performance improvements across the breadth of the enterprise. The opportunities for improvement are not limited to one aspect of the business, but cross-organizational lines and cover managerial, operational, social and technological issues that are interrelated.
A value stream assessment project is high impact, short term and relatively low cost. It provides high-value feedback to the executive suite concerning the business, the business vision, management’s alignment with the vision, and the strengths and weaknesses of the enterprise in relation to achieving the vision. It shifts the focus of the enterprise from functions and organizations (internal focus) to satisfying the customer of the value stream (external focus). Ideally, value stream assessment projects are conducted in a matter of weeks - not months. 
UNDERSTANDING VALUE STREAMS
· Before an understanding of value stream assessment can be achieved; there must be an understanding of value streams - what they represent and their boundaries. A value stream is an end-to-end collection of activities that create or achieve a result for a customer of the enterprise. The value stream is made up of everything that supports the value stream tasks and activities, including:
· the people who perform the tasks and their knowledge and skills
· the tools and technology that are used to perform and support the value stream tasks
· the physical facilities and environment in which the value stream resides
· the organization and culture of the enterprise which owns the value stream
· the values and beliefs that dictate the corporate culture and behaviors and affect the way in which work is accomplished
· the communications channels and the way in which information is disseminated through the enterprise
· the policies, procedures, and processes which govern the activities of the value stream
· the social systems that support the value stream
THE FOCUS OF VALUE STREAM ASSESSMENT
Value stream assessment focuses on the activities of the enterprise’s value streams. It takes a rapid, high level look at the business within the context of the value streams. It focuses on rapidly identifying business problems and opportunities for improvement, defining solutions to resolve those problems and to take advantage of identified opportunities to effect improvement. Through value stream assessment, an unbiased understanding of the business, the vision, and the strategies upon which the business is founded, the way it operates, and its strengths and weaknesses are developed. The results of value stream assessment focus on the need for business improvement through change, defining the changes necessary to resolve business problems, and the ways to make that change happen.

IMPLICATIONS OF VALUE STREAM ASSESSMENT
Two major implications in value stream assessment center around the involvement of key senior resources and the reuse of corporate assets. Value stream assessment focuses on the business, the vision, the direction, and how to achieve them. Value stream assessment projects are strategically oriented. Their objectives are tied to those of the enterprise and they affect long term business strategies and practices. This requires the involvement of key executive resources and decision makers within the enterprise and comparable senior resources to manage and conduct the project activities.
VSA projects are completed within a matter of weeks. The rapid pace makes VSA dependent on the concepts of reuse. There are different types of reusable assets that expedite the delivery of VSA while minimizing risk. These include:
- Reuse of knowledge assets, such as technical templates, business templates, process templates, and package software.
- Reuse of skill assets - those skills with an industry focus and those skills with a technology focus. Reuse of process assets, including methodology, task structure and work plans, metrics, techniques and iterative delivery.
The MOST Perspective
The solutions identified in VSA are not limited to any single aspect of the business. In fact, a comprehensive value stream assessment will address all aspects of the value stream, and the solution posed will address all aspects of it comprehensively, including:
1. Managerial
2. Operational
3. Social
4. Technological

THE MANAGERIAL ASPECTS of the value stream to ensure that the management style and philosophies, organizational structure and hierarchy, methods of communication and messages about values and beliefs are compatible with the work requirements of the enterprise, promoting effectiveness and efficiency.
THE OPERATIONAL ASPECTS of the value stream are analyzed to ensure that the business processes, policies, and procedures support the work requirements, are cost effective and positioned to satisfy the needs of the customers of the value stream.
THE SOCIAL SYSTEMS are assessed to ensure that job titles and descriptions, measurements, benefits, compensation and rewards, and training programs support and are in keeping with the work of the value stream.
THE TECHNOLOGICAL ASPECTS of the value stream are assessed to ensure that technology is being utilized appropriately and leveraged to gain maximum benefit for the enterprise. Technology encompasses more than computer systems; it also includes other automated, laborsaving machinery and devices.
The way in which all of these aspects are bound together and leveraged to achieve maximum customer satisfaction                                                                
Customer Relationship Management (CRM) Services

                  As the saying goes”, all customers are not created equal.” Some are no doubt more valuable than others and represent a reliable source of profitable revenue, while others do not justify the cost of attracting or retaining them. And then there are all those other diverse segments of customers somewhere in the middle. A company must address the unique needs and preferences of all members of these customer segments as they proceed through the different stages of the customer life cycle. Each company is therefore challenged to strike a delicate balance in running its business: minimize the cost of attracting, retaining and rewarding their best customers and maximize the customer experience from Marketing through Sales to Customer Service to create loyal and satisfied patrons and advocates.

Companies who achieve this balance are rewarded with profitable growth and increased market share. For those who struggle with this, HP Customer Relationship Management (CRM) Services provides a proven approach to catch — and surpass — the competition.
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