Chapter 8

The Buying Process and Buyer Behavior

True/False

1. Abraham Maslow defined the term “self-actualization” as our desire for affection and approval from others.

F
196

2. The criteria used to rank people according to social class will vary from one society to another.

T
197

3. Very few purchases are guided by emotional buying motives.

F
200

4. The three prescriptions for developing a customer strategy focus on (1) the customer’s buying process, (2) why customers buy, and (3) consummating the transaction.

F
183

5. The need to belong, a social need, is really just an urge not a basic human need.

F
195

6. One difference between organizational and consumer buyers is that organizational buyers’ purchases are made for some purpose other than personal consumption.

T
185

7. The person who withdraws money from a savings account and uses this money to buy government bonds at a higher return on investment is very likely guided by rational buying motives.

T
200

8. One reason companies launch such a large number of new products is to attempt to satisfy more customer needs.

T
182

9. There are three types of organizational buying situations: new-task buy, straight rebuy, and modified rebuy.

T
185

10. Patronage buying motives are particularly important when product offerings from several companies are very similar.

T
202

11. Social class is determined by a combination of factors such as income, education, occupation, and accumulated wealth.

T
197

12. “When should I buy?” is a decision in the buyer resolution theory of personal selling.

T
193

13. Systems selling appeals to buyers who prefer to purchase individual products from a variety of sellers.

F
186

14. The three types of consumer buying situations are habitual buying decisions, complex buying decisions, and modified buying decisions.

F
187

15. Business people should expect shorter negotiations when dealing with French clients.

F
202

16. The first stage in the typical buying process is evaluation of solutions.

F
189

17. Transactional buyers are well aware of their needs and usually know a great deal about the products or services they intend to purchase.

T
191

18. Buyer behavior is often influenced by perception.

T
199

19. Today’s customers are less demanding.

F
182

20. A habitual rebuy is a routine purchase of items needed by a business-to-business customer.

F
185

Multiple Choice

Select the response that best answers the question or completes the statement.

21. In order for a customer to arrive at a buying decision the salesperson should present the product according to:

a. his/her own point of view.

b. a standardized procedure or presentation.

c. the individual customer’s needs.   * 194

d. the buyer profile based on industry research.

22. The three major types of organizational buying situations are:

a. new task buy, straight rebuy, and modified rebuy.   * 185

b. new task buy, rebuy, and limited task buy.

c. habitual buying decisions, variety-seeking buying decisions, and complex buying decisions.

d. transactional buy, consultative buy, and strategic alliance buy.

23. Which influence on buying decisions is defined as a set of characteristics and social behaviors based on the expectations of others?
a. reference group

b. role   * 196

c. social class

d. cultural

24. Which buyer behavior theory focuses the salesperson’s attention on five important factors that the customer is likely to consider before making a purchase?

a. Buyer-action theory.

b. Compulsive-buying theory.

c. Need-satisfaction theory.

d. Buyer-resolution theory.    *193

25. Which type of selling appeals to buyers who prefer to purchase a packaged solution to a problem from a single seller, thus avoiding all the separate decisions involved in a complex buying situation?

a. Systems selling.   * 186

b. Transactional selling.

c. Straight selling.

d. Bundled-option selling.

26. Which type of consumer buying situation requires very little consumer involvement and brand differences are usually insignificant?

a. Modified rebuy decision.

b. Complex buying decision.

c. Straight rebuy decision.

d. Habitual buying decision.   * 187

27. Obtaining new accounts is a major challenge facing Kim Fernández, Director of Natural Food Sales for Alta Dena Certified Dairy, because:

a. the demand for natural dairy food has declined in recent years.

b. natural dairy foods are very expensive compared to other dairy products.

c. competition for limited shelf space is fierce because 800–900 new dairy products are introduced each year.   * 182

d. Alta Dena Certified Dairy products are not well known in her sales territory.

28. According to the buyer resolution theory, which of the following is an important factor that the consumer is likely to consider before making a purchase?

a. Where should I buy?

b. What is a fair price?

c. When should I buy?

d. All of the above .  * 193

29. Which of the following is an important limitation of the buyer resolution theory?

a. Some decisions are more difficult to make than others.   * 193

b. Few customers ask the question, “What is a fair price?”

c. Customers already know the answer to the question, “What should I buy?”

d. Salespeople find the theory too complex.

30. Which of the following motives would most likely make a customer buy from the same business?

a. Patronage buying motives   * 202

b. Product buying motives

c. Brand loyalty motives

d. Emotional buying motives

31. At which stage in the typical buying process is the customer aware of a need and has evaluated one or more solutions with the resolve to do something but may have obstacles or concerns to contend with?

a. Need awareness.

b. Evaluation of solutions.

c. Resolution of problems.  *190

d. Purchase.

32. A customer will tend to screen out or modify stimuli.  This process is known as:

a. selective attention.   * 199

b. conscious input.

c. discrimination.

d. selectivity.

33. After physiological needs have been satisfied the next need level is likely to be:

a. a romantic desire to attract the opposite sex.

b. to fulfill one’s potential.

c. a freedom from danger.   * 195

d. worthiness in the eyes of others.

34. When a teenage girl asks her best friends for their opinions on a career opportunity, she is most likely seeking support from her _______ group.

a. reference   * 197

b. social class

c. culture

d. subculture

35. Which of the following statements about social class is true?

a. People in the lower classes purchase items less impulsively than upper class shoppers.

b. Social scientists agree that there are an unlimited number of social classes.

c. “New money” people possess inherited wealth, often acquired several generations before.

d. Social class is determined by a combination of factors such as income, education, occupation, and accumulated wealth.   *197

36. A careful study of buying behavior reveals that people make buying decisions based on:

a. emotional buying motives only.

b. rational buying motives only.

c. social buying motives only.

d. a combination of emotional and rational buying motives.   * 200

37. Product buying motives include all of the following EXCEPT:

a. social group.   * 202

b. design and/or engineering preference.

c. price preference.

d. brand preference.

38. In which value creation selling approach do salespeople focus a great deal of attention on customers’ needs awareness? 

a. Transactional selling.

b. Consultative selling.   *191

c. Strategic alliance selling.

d. New task selling.

39. According to Abraham Maslow, self-fulfillment (a full tapping of one’s potential) is achieved throughout satisfaction of the ______ needs.

a. esteem

b. social

c. self-actualization   * 196

d. safety and security

40. Which is NOT true regarding the differences between consumer and organizational buyers?

a. Consumers purchase for individual or household consumption, while organizational buyers purchase for some purpose other than personal consumption.

b. Consumer decisions are usually made by individuals, while organizational decisions are frequently made by several people.

c. Consumer purchases are based primarily on emotional responses to products or promotions, while organizational purchases are based primarily on rational criteria.

d. Consumers mostly engage in a lengthy decision process, while organizational buyers make quick decisions.   * 185

Completion 

41. The process through which sensations are interpreted, using our knowledge and experience is called _______.

perception   199

42. Within most cultures are groups whose members share value systems based on common life experiences and situations.  We call such a group a _______.

subculture   199

43. _______ buying motives are those that cause the prospect to buy products from one particular business.

Patronage   202

44. _______ _______ can be grouped into such areas as role influences and reference groups.

Group influences   196

45. A _______ _______ is a carefully conceived plan that will result in maximum customer responsiveness.

customer strategy   183

46. A _______ _______ can be thought of as an aroused need, drive, or desire.

buying motive   199

47. _______ can be defined as the accumulation of values, rules of behavior, beliefs, and the like.

Culture   199

48. A first-time purchase of a product or service by a business-to-business customer is a _______ _______ buy.

new task   185

49. _______ needs are sometimes called primary needs.

Physiological   194

50. Buying a product because it is durable and inexpensive is an example of a(n) _______ buying motive.

rational   201

Short Answer 

51. List and describe the three types of consumer buying situations.   187

1. Habitual buying decisions usually require very little consumer involvement and brand differences are usually insignificant.  Typical for frequently purchased, lost-cost items (e.g., shampoo).

2. Variety-seeking buying decisions are characterized by low customer involvement, but important perceived brand differences.  Brand switching is not uncommon because buyers can be influenced by advertising appeals, coupons, or lower prices to try a new brand.  Brand switching is usually motivated by the desire for variety rather than dissatisfaction.

3. Complex buying decisions are characterized by a high degree of involvement by the consumer.  Consumers are likely to be involved when the product is expensive, purchased infrequently, and highly self-expressive.

52. There are three prescriptions involved in developing a customer strategy.  List and describe these three prescriptions.   183

1. Focus on the customer’s buying process.  Buying procedures and policies can vary from one buyer to another, especially in business-to-business selling.

2. Focus on why customers buy.  Find out what the customer wants and needs.

3. Build a strong prospect base.  Expand your file of prospects because you may lose some of your customers.

53. List and describe four group influences that can shape customer behavior.   196-199

1. Role: Our positions within groups, organizations, and institutions that influence our behavior.

2. Reference groups: Influence our values, attitudes, and behaviors.

3. Social class: Groups that have similar income, wealth, and educational backgrounds.

4. Cultural: The arts, beliefs, institutions, transmitted behavior patterns, and thought of a community or population.

54. List the steps in the typical buying process.   189

1. Need awareness.

2. Evaluation of solutions.

3. Resolution of problems.

4. Purchase.

5. Implementation.

Matching

For each descriptive phrase or statement in Group A, select the most appropriate answer from the items listed in Group B.

Group A

55. Reference groups can have a significant effect on our buying decisions.

B   196

56. Factors such as superior service and selection cause prospects to buy from a particular business.

D   202

57. A purchase decision that is based on a very objective review of information.

C   200

58. People buy to satisfy a need to fully tap or test their potential.

A   194

59. A purchase based on the desire to attract the opposite sex.

C   200

60. A purchase that satisfies our needs for social approval.

B   196

61. Personal selling efforts focus on developing “brand preference.”

D   202

62. A salesperson representing a new firm is likely to have difficulty with the “source” decision.

G   193

63. A routine purchase of items needed by a business-to-business customer.

K   185

64. A first-time purchase of a product or service by a business-to-business customer.

I     185

65. There are usually several opportunities in a sales presentation to establish what constitutes a fair price.

G   193

66. Buyers who lack needs awareness or need help evaluating possible solutions.

F   191

67. Usually know a great deal about the products or services they intend to purchase.

L   191

68. A carefully conceived plan that results in maximum customer responsiveness.

E   183

69. Establishing an answer to “Why should I buy?” can be a challenging aspect of this theory.

G   193

70. Becomes frustrated if the salesperson attempts to use needs assessment, problem solving, or relationship building.

L   191

Group B

A. Maslow’s hierarchy of needs

B. Group influences

C. Emotional/rational buying motives

D. Product/patronage buying motives

E. Customer strategy

F. Consultative process buyer

G. Buyer resolution theory

H. Need-Satisfaction Theory

I.   New task buy

J.   Modified rebuy

K. Straight rebuy

L. Transactional process buyer

M. Strategic alliance process buyer

N. Selling strategy

1
61

