
What is Consumer Behavio(u)r?

• Consumer behavior reflects the totality of consumers’ 
decisions with respect to the acquisition, consumption, and 
disposition of goods, services, activities, experiences, people, 
and ideas by (human) decision-making units [over time].

(HOYER, Wayne D., MACINNIS, Deborah J. a PIETERS, Rik G. M. Consumer behavior. 6th ed. New York: 
South-Western/Cengage Learning, ©2013. xix, 497 s., [8, 34] s. ISBN 978-1-133-27449-0.)
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Importance of Consumer Research in Marketing
• Two-thirds of marketers currently use behavioral research (consumer behavior insights) to 

influence their marketing decisions, and almost 7 in 10 expect the use of behavioral data to 
grow over the next 3 years, according to a Millward Brown Digital study.

2

https://www.millwardbrowndigital.com/getting-digital-right-2015/
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Consumer as a Black Box



Consumer Research as a standalone discipline?

6

MACINNIS, Deborah J.; FOLKES, Valerie S. The disciplinary status of consumer behavior: A sociology of science perspective on key controversies. Journal 
of Consumer Research, 2010, 36.6: 899-914.

https://msbfile03.usc.edu/digitalmeasures/macinnis/intellcont/Disciplinary_Status_of_CB_JCR-1.pdf


Aspects of CB
• Rational (economic) models

• Psychological models

• Sociological models

• Anthropological models

– Synthesis



Rational models
• Consumer behavior as a result of an economic rationality.

• Assumptions:

– Consumer as a rational creature.

– Consumer acts using economical benefits calculation. 

– No emotions, no psychological factors, no social factors.

– Consumer has full information about all parameters in their decision making.



Psychological models
• Consumer behavior as a result of mental (psychological) processes.

• Stimulus

• Response

• e. g. Sigmund Freud, Carl Gustav Jung, Ernest Dichter, …

• Needs

• Motivation

• Perception

• Attitudes

• Personality

• Learning

• …



Sociological models
• Explaining consumer behavior based on the impact of the social environment.

• Reference groups

• Group Dynamics

• Social stratification

• Lifestyle

• …



Anthropological models
• Efforts to explain consumer behavior based on the influence of culture, subculture and ethnicity.

• Effects of cultural influences → creation of cultural predispositions
– We monitor how culture is involved in predispositions that affect the consumer's decision-making process.

• Clustering of cultures (models, approaches)
– Hofstede
– Trompenaars a Hampden-Turner
– Schwartz
– House – GLOBE Project
– Ingelhart – World Value Survey
– …

– Culture is defined as the collective mental programming of the human mind which distinguishes one group of 
people from another. This programming influences patterns of thinking which are reflected in the meaning 
people attach to various aspects of life and which become crystallised in the institutions of a society.

– This does not imply that everyone in a given society is programmed in the same way; there are 
considerable differences between individuals. It may well be that the differences among individuals in one 
country culture are bigger than the differences among all country cultures. 

– Statements about just one culture on the level of “values” do not describe “reality”; such statements are 
generalisations and they ought to be relative. Without comparison, a country score is meaningless.



Hofstede: Power Distance Index (PDI)
• This dimension deals with the fact that all individuals in societies are not equal – it 

expresses the attitude of the culture towards these inequalities amongst us. Power Distance 
is defined as the extent to which the less powerful members of institutions and 
organisations within a country expect and accept that power is distributed unequally.
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Hofstede: Individualism vs. Collectivism
• The fundamental issue addressed by this dimension is the degree of interdependence a 

society maintains among its members. It has to do with whether people´s self-image is 
defined in terms of “I” or “We”. In Individualist societies people are supposed to look after 
themselves and their direct family only. In Collectivist societies people belong to ‘in groups’ 
that take care of them in exchange for loyalty.
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Hofstede: Masculinity vs. Feminity
• A high score (Masculine) on this dimension indicates that the society will be driven by 

competition, achievement and success, with success being defined by the winner / best in 
field – a value system that starts in school and continues throughout organisational life.

• A low score (Feminine) on the dimension means that the dominant values in society are 
caring for others and quality of life. A Feminine society is one where quality of life is the sign 
of success and standing out from the crowd is not admirable. The fundamental issue here is 
what motivates people, wanting to be the best (Masculine) or liking what you do 
(Feminine).
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Hofstede: Uncertainty Avoidance
• The dimension Uncertainty Avoidance has to do with the way that a society deals with the 

fact that the future can never be known: should we try to control the future or just let it 
happen? This ambiguity brings with it anxiety and different cultures have learnt to deal with 
this anxiety in different ways. The extent to which the members of a culture feel 
threatened by ambiguous or unknown situations and have created beliefs and institutions 
that try to avoid these is reflected in the score on Uncertainty Avoidance.
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Hofstede: Short-term vs. Long-term orientation
• This dimension describes how every society has to maintain some links with its own past 

while dealing with the challenges of the present and future, and societies prioritise these 
two existential goals differently. Normative societies which score low on this dimension, for 
example, prefer to maintain time-honoured traditions and norms while viewing societal 
change with suspicion. Those with a culture which scores high, on the other hand, take a 
more pragmatic approach: they encourage thrift and efforts in modern education as a way 
to prepare for the future.
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Hofstede: Indulgence vs. Restraint
• One challenge that confronts humanity, now and in the past, is the degree to which small 

children are socialized. Without socialization we do not become “human”. This dimension is 
defined as the extent to which people try to control their desires and impulses, based on 
the way they were raised. Relatively weak control is called “Indulgence” and relatively 
strong control is called “Restraint”. Cultures can, therefore, be described as Indulgent or 
Restrained.
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Hofstede 6-D model (CN, CZ, UK, US)
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https://www.hofstede-insights.com/product/compare-countries/

https://www.hofstede-insights.com/product/compare-countries/


Web-design approaches using Cultural Dimensions
– https://www.psychologytoday.com/blog/webs-influence/201305/culturability-the-next-big-thing-

in-web-design

• Power Distance
– https://www.psychologytoday.com/blog/webs-influence/201306/how-sell-online-different-

cultures-power-distance

• Individualism vs. Collectivism
– https://www.psychologytoday.com/blog/webs-influence/201307/how-sell-online-individualist-vs-

collectivist-cultures

• Masculinity vs. Feminity
– https://www.psychologytoday.com/blog/webs-influence/201306/how-sell-online-masculine-vs-

feminine-cultures

• Uncertanity Avoidance vs. Uncertainty Acceptance
– https://www.psychologytoday.com/blog/webs-influence/201307/how-sell-online-uncertainty-

avoidant-cultures

• Short-term vs. Long-term
– https://www.psychologytoday.com/blog/webs-influence/201308/how-sell-online-short-vs-long-

term-cultures

• Indulgence vs. Restraint
– https://www.psychologytoday.com/blog/webs-influence/201308/how-sell-online-indulgent-vs-

restrained-cultures
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https://www.psychologytoday.com/blog/webs-influence/201306/how-sell-online-different-cultures-power-distance
https://www.psychologytoday.com/blog/webs-influence/201307/how-sell-online-individualist-vs-collectivist-cultures
https://www.psychologytoday.com/blog/webs-influence/201306/how-sell-online-masculine-vs-feminine-cultures
https://www.psychologytoday.com/blog/webs-influence/201307/how-sell-online-uncertainty-avoidant-cultures
https://www.psychologytoday.com/blog/webs-influence/201308/how-sell-online-short-vs-long-term-cultures
https://www.psychologytoday.com/blog/webs-influence/201308/how-sell-online-indulgent-vs-restrained-cultures


Stereotypes in our minds
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„Humanistic approach“
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Relativity of perception of oneself and others

• https://www.washingtonpost.com/news/worldviews/wp/2013/05/14/pew-poll-shows-europeans-losing-faith-in-the-e-u/
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https://www.washingtonpost.com/news/worldviews/wp/2013/05/14/pew-poll-shows-europeans-losing-faith-in-the-e-u/


• Cultural ethnocentrism

– The view that the culture of one's own group is superior to 
the culture of other groups.

– Judging others in terms of one own’s culture standards.
• It is manifested, e. g. by knowingly preferring consumer products of one's own 

culture.
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