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Influences on Consumer Behavio

Cultural
Culture

Subculture
Social Class

Psycholoagical
Motivation
Perception

Learning
Beliefs
Attitudes
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Culture/subculture influences
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Socilal influences

DNEA (g .'ﬁ‘ymgl

S M i l
%- A *‘s T

xasy \(' ‘ ¥ b
il vodafone AU & 4:10 pm

< grungelookbooks

HauteLook =tk

A Like Us

Like HauteLook
to get special
Fan-Only benefits
including

SEATTLEU

ALBERS SCHOOL OF
BUSINESS AND ECONOMICS

’ OJEVIANT
ART




-

Demographic influences \
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Motivation

FASHION IS THE
HEALTHIEST
MOTIVATION FOR
LOSING WEIGHT

RRRRRRRRRRRR

LIFE ISNT
PERFECT

BUT YOUR
QUTFIT
CAN BE.

Perception
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/ Beliefs

“lF YOU CAN’T BE BETTER
THAN YOUR COMPETITION,
JUST DRESS BETTER.”

ANNA WINTOUR

Attitudeﬁ
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Business formal?

Business casual?

Fashion forward?

Casual wear?

Whatis appropriate work wear for women?
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@sumer Decision \
Process Model Need Recognition
(High Involvement)

Search for Information

Pre-purchase Evaluation of Alternatives

Divestment ’
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/ Divestment / Disposition Options \

Keep Get rid of permanently
Use it to serve original Throw it away---
purpose trsshd
Convert it to serve a abahdon
Destroy
new purpose Recycle it
Store it Give it away---
Display it to be sold / resold
Get rid of temporarily to be used
Rent it Trad_e It )
, Sellit:C2C é or
Lend it through intermediary...or

to intermediary /
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*disposal *search *repurchase  *attention to ads/information/websites
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Influences on consumer involvement

A Knowledge level? Complexity?

Previous nce

T

Shortterm (situational) or longerm (enduring)
Interest
Financial, social, psychological, physical,

Perceived Risk of functional
Negative Consequences

l

|

Time available for decision?

=ifuation A Affects important others?
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Consumer decisions
under LOW involvement

Need Recognition

A 4
Search for Information--MINIMAL

4

Purchase

4

Evaluation
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Consumer decisions to
S LTI Neced Recognition

Search for Informationo
what have | done before? Wa

4

Purchase / behavior

4I4

Post-consumption Evaluation:
still satisfied!

Next time---d o t e
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(belief that the choice is THE BEST!)
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(not given enough reason to change)

Which will be more open to change?

)
\ ScAl AL

SSSSSSSSSSSSSSSSSSSS




Consumer approaches to decistoraking

rational,
deliberate, cost/benefit
focus, full information

passivenot actively passive
involved; more influenced
by marketing/ads

emotional:focus is on
WFSStAYyIazQ

cognitive:consumer as

problem-solver, thoughtful emotional cognitive
AND influenced by feelingy

*influenced by /
personal style + situation
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/ The bottom line \

people are:
A varied (interests, involvement, decision process)
A influenced by many factors
A likely to change over time

So, to be more successful, communicators must

SEATTLEU
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Predicting consumer behavior can be challenging sing

consider SEGMENTS, not one huge whole population
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/ recent informal survey: Millennials

A my class of Millennials (early to n20s)

A varied!

A most typically spend $150 or less/month on clothing but
several spend $300 or more per month, every month

A the majority did more than ¥ of their clothes shopping in
person at a store; <20% did a majority of clothes shopping
online

A most donated unwanted clothes to a charity or thrift store
or gave them away to friends/family

A most have never put old clothes in a recycle bin; some
admitted to putting them in the trash

A most have NOT sold clothes online or at a consignment
store (! ThredUp Poshmark)
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Illennials still like brick-and-mortar stores. In fact, 82 percent o
hem prefer bricks and mortar.

91% 68%

prefer shopping prefer shopping in
in drugstores consumer electronics stores

800

prefer shopping in
apparel stores

i . .
. L,
Ly
84% 83%
prefer shopping prefer shopping in discountf

in department stores mass merchant stores

Source: Accenture analysis

Millennials can be exceptionally loyal customers: 699% say that
when it comes to their favorite retail store, a "closed” sign does

not change their minds.
a ~
37% 4%

28%
will buy the item from will buy the item via

will return to the store
the next moming the retailer online the retailer's mobile app

1

It takes more than Millennials liking a brand or a retailer on social
media to make them loyal customers.

28%

will make a purchase due to a social media recommendation

Mote: This chart appears in “Whao are the Millennial shoppers? And what do they really want?™ from Quifook 2013, No. 2, an Accenture publication. Copyright 2013 Accenture. All rights reserved. /
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@ost felt that clothing played an importah

role In:

A being appropriate in any situation

A boosting selconfidence

A allowing a reflection of their individuality

A many admitted that they pay a significant
amount of attention to what they wear

ALftyY2ald y2yS KIFIR KSI NF
though many thought they had heard of a

\minimalist approach to dressing |
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/ Trends: fast fashion \

A results in more and more
clothing items

A psychologically SO appealing:
I buying new things
I ata LOW price

I knowing they will not be
avallable for long

I and more new things will
appear soon
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observing others
shopping

or their finds =
entertainment
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proliferation of choices: more alternatives? or overwhelm?
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https://www.theatlantic.com/entertainment/archive/2015/03/theneurologicalpleasuresof-modernshopping/388577/



my students continue to choose fast fashion for\
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awareness
of Impacts Is
growing
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Buy thrift/vintage: a step against fast fashion

thrift shop haul:
11 items for $44
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/ Trend: capsule wardrobe \




capsule wardrobe influencers
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NEW YORK TIMES
ST SALLER

2MIUON COMES
SOLD WORLDWIDE

the life-changing
magic of tidying up
the Japanese art of decluttering

and organizing

marie kondo
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CanIbuild a .
CAPSULE WARDROBE

on a BUDGET?

You sure can
Come and see!

l 4 ‘

www.style-yourself-confident.com
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specialized segments

E A capsule wardrobe for the
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o psute Hardrobe (Sprm + Summer
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/ HOW TO CREATE \

A CAPSULE WARDROBE

FOR WORK




an Indian capsule wardrobe
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Trend: shopping services

@ L L U |M| IE How It Works FAQ

Your on-demand
personal shopper f%\‘iq{\ B

She'll get to know you and
find you clothes you love!
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ﬁrend:

slow
fashion

\_

“You don’t have to
buy new, you don’t
have to buy
often...fashion
changes so quickly
that it feels as if we
can’t keep up - and
that’s because we

Y 29

can t.

THE GOOD TRADE
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movement

prompts consumers torthlnk before they buy
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BUY FROM CHARITY SHOPS. SECOND
LESS WASTACE

RECYCLLD FASHION

CERTIFIED
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Q. The Five Step

6 Guide to
Slow Fashion

The slow fashion movement is a unified
representation of all the "eco", "green",
"ethical", and ‘“sustainable" fashion
movements which intends to slow down
the rate of fashion consumption. It is a
solution to the fast fashion industry,
where clothes are transformed from
design to retail floor in a matter of weeks.

Think quality over quantity.

b
"
i
?
b

And lastly, hel d th d!
Support local businesses M — —

Tell your friends and family about

the Slow Fashion movement and
Shop secondhand or vintage show them that their choices and

purchases can make a difference.

Invest in your clothing

- A
Hand wash and air dry your clothing. m

Choose environmentally-friendly

detergents
Shop sustainably-made or fair Join the conversation
trade clothing and #WearTheChange

COMMON THREADS INITIATIVE

REDUCE
WE makon usoful godr that lasts a long time
YOU don’t buy what you don't need

REPAIR
WE help you repair your Patagonia goar
YOU pledge 10 fix what's broken
REUSE
WE hoip Snd & home for Pazagonia gasr

YOU pledige 10 keop your shuff out of
he lanalill and incinerator

- REIMAGINE /
monia TOGETHER o roimagion & workd whird wo triea
et coly what nature can rplece
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BAG BORROW 3 STEAL — ]

WE GUARANTEE AUTHENTICITY

Al CELUINE o0 SALE wan you BORROW vaay

|____torrow |
[ suv &
¢
s
HOW IT WORKS \"ﬂ‘
MDY -—
s

Ry

\MPLIY

Your accessory l/(l"ll'

SEATTLEU

ALBERS SCHOOL OF
BUSINESS AND ECONOMICS




¢cNBYRY R2y QU 0\

< C @ https//www.renttherunway.com * O

The Renting Revolution Is Here

E FASHION FREEDOM @ TOTAL WARDROBE FLEXIBILITY
You've got 100,000s of options at your fingertips. Try Let’s be real: your style, size and budget change
new things, have more fun and go for it. over time. Now, your closet can too.

Q SMARTER CLOSET @ SMALLER CLOTHING FOOTPRINT
Imagine a closet that has exactly what you want. Clothes end up in the back of closets or landfills.
Takes up no space. And does all your dry cleaning. Power the sharing economy and rent instead.

“I have nothing
everything
to wear.”
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Trend: retallers getting involved

M&S + Oxfa
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London College of Fashion, School of Sustainable Fa:
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