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ABSTRACT

As Kotler (2008) suggested, the marketplace iddbation where goods and services are exchangddaders set
up the product and buyers browse the merchandsesi@ner attitudes can be influenced by many faciotside the
product attributes. Social and cultural environmasitwell as demographic, psychographic, and gebgrapnditions
can sometimes shape consumer behavior. Consuntadettf positive, is an advantage to a markelee reaction of
buying or refusing a certain product might be iafiosed by various factors, but marketers have aclatiged the role
of personality and how this might influence constshbehaviors toward a product.
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1. INTRODUCTION our mind because it would take too much time to sit
down and list the pros and cons of each decision we
Knowing an individuals’ way of thinking, his tastes must make on a daily basis.
and what causes him pleasure is the best way to Logical decision making is an important part of all
understand his behavior as a consumer within thescience-based professions, where specialists apply
marketplace, fact that have determined marketers toknowledge in a given area to making informed decisi
develop a highly interest within this area. When talking about consumers and their personal
Consumer behavior is the study of how a consumervalues, the matter might be approached from various
thinks, feels, and selects between competing pteduc points of view, especially regarding marketers aoa
Moreover, the study of attitudes is critical to they tend to approach consumers’ individual
understanding the motivation and decision stragegie characteristics within the market- place in ordetake
employed by consumers. The combination of beliefs, advantage of and increasing their awareness ara as
attitudes, and behaviors influence how a consueets result, sales.
to a product or service. Marketers develop relative For example, when taking into consideration one’s
compelling marketing messages using the sameaction of purchasing a powerful car, instead ofing on
combination of information, and ultimately influenc  why that person had bought that type of produdears

consumer behavior. of buying an ordinary car, his motivation should be
treated individually, but combined with informatiarf
2. BODY the person’s interests, past experience and knoeled

gained related to the automobile area, his lifestyl
Consumer attitudes are both an obstacle and arincome and of course, his expectations from thelycb
advantage to a marketer. Choosing to discountrasrey A person with a similar background and knowledge
consumers’ attitudes of a particular product oviser— might probably make the same decision while other
while developing a marketing strategy — guaranteesindividuals might judge his choice and find it
limited success of a campaign. In contrast, petoept extravagant or dangerous.
marketers leverage their understanding of attituttes Consumer behavior is an integral part of daily life
predict the behavior of consumers. These savvyand this matter has been a subject of great irtéoes
marketers know exactly how to distinguish the business psychologists and for other professionals
differences between beliefs, attitudes, and belnavio concerned by the market environment and consumers’
while leveraging all three in the development of attitudes toward services and products. Competition
marketing strategies [1]. within the market place is extremely high between
Because of the inner characteristics that constitut suppliers, so marketers are continuously makingaise
an individual’s personality are a unique combiratad various marketing strategies in order to maniputate
factors, no two individuals are exactly alike. masses.
Nevertheless, many individuals may be similar imi® There have been used four personality theories to
of a single personality characteristic, but notamms of describe consumers’ behaviors: psychoanalytic theor
others. One must keep in mind that most decisioas a social- cultural theory, self- concept theory, ainait
made unconsciously. Jim Nightingale, states that "w theory.
simply decide without thinking much about the diecis Self - concept theory holds that individuals have a
process". In a controlled environment, such as aconcept of self- based on who they think they &he (
classroom, instructors encourage students to weigh actual self) and a concept of who they think theyula
and cons before making a decision. However in g2 r like to be (the ideal self) [2].
world, most of our decisions are made unconscioumsly
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As presented within a research study concerningcategories. More than that, according to Mintelthe
individuals’ personality undertaken by Dolich, it United Kingdom this market has been growing in ealu
highlighted that over 70 per cent of consumers buyby 35 per cent between 2003 and 2007 [7]. Consideri
products and access services related to theiramitept  gender differences, gender have also been shovae to
[3]. In the same research, analyzing the relatipgnsh an important factor in the formation of self-contep
between consumers and products such as beer,teégare Early research inspired by the differences in seticept
and tooth- paste, it was found that respondentd ten across culture suggested that men tend to be more

prefer brands that they perceive as similar to gedves. independent while women tend to be more
On the other hand, the research undertaken hasnterdependent.
shown that consumers who buy in accordance witin the However, more recent research has shown that,

actual self- concept may be achieving consistebay,  while men and women do not differ between
may not be enhancing self esteem. Although theoriesindependence and interdependence generally, they do
vary on the development of a self- concept, differ in the distinction between relational andlective
psychologists agree that a person’s conceptionetif s interdependence. Men tend to conceive of themseives
displays a high degree of consistency, especiallthe terms of collective interdependence while women
short - run. conceive of themselves in terms of relational
Being relatively a fixed structure, the one’s interdependence. In other words, women identify enor
conception of his self tends to resist change, ithehs with dyadic (one-on-one) relationships or smalfjeés
formed from a new experience are easily absorbed in whereas men define themselves more often within the
the existing organization of the self, particulatlye context of larger groups.
experiences perceived as consistent with the agisti Relating these facts with women’ desire to enhance
structure. In contrast, ideas perceived incondistéth their beauty and to increase self- esteem, it mighta
the present self are either rejected or alterethfiit the reliable proof that perceiving cosmetics as helping
self, since they pose a threat to the individugl [4 themselves having a good appearance, cosmetics can
The approach related to the level of self- esteemboost women’s confidence and self- esteem forivelgt
increased by purchasing products was also suppbsted little outlay. To conclude, the more satisfied wanae,
Furnham [5], who stated that although consumers buythe more their self- esteem increases and theyintent
products that conform to their actual self- imaifi¢hey to purchase. Taking into consideration the results
are lower in self- esteem, they are more likelybty highlighted in the article, it might be considerdtht
products based on what they would like to be ratthan self- esteem is related to various personality
on what they are. characteristics and to gender, gender being a fower
Furthermore, the self- concept theory is thought to factors in influencing consumers’ behavior. But
be governed by two principles, such as the desire t historically, self- esteem derives from a seriesself-
attain self- consistency and the desire to enhamess estimates and the evaluation of the self linkedh®
self- esteem. Attaining self-consistency means thatreflected appraisals of others [7]. "Self-esteens’ a
individuals act in accordance with their concepactual depicted by the word itself, refers to one's viebk®sut
self. himself and his place in the whole scheme thatfés |
As a matter of fact, a consumer may see himself asThe concept is closely related to the conceptsetff s
a self- controlled individual and decides that tus worth and competence, so self-worth is all aboeirge
health and wellbeing he must consume just orgaoad.f  oneself in the whole context of reality, keepingniind
In the same time, the individual acknowledged tireat the basic human values.
the modern world is facing regarding energy usags a A number of studies have shown that consumers’
pollution and buys an eco- friendly car. But deegide, attitudes toward products vary depending on the
sometimes he might feel that he would like to beeamo situation, and differences in attitudes by situatinight
carefree and drive a powerful small sport car after indicate strengths and weaknesses of brands. On the
enjoyed a delicious meat meal with his friends. The other hand, consumers’ psychological condition and
second assumption regarding how the individual @oul willingness to purchase is essential, so it mighstated
act in order to achieve self- esteem might be edlab that there is a two - way interdependence between
social comparison and to the fact that individuals products and consumers, each influencing and being
understand themselves in comparison with the athersinfluenced by the other. People view themselves in
Individuals consume to distinguish themselves fittven particular and subjective manner, fact that migasee
others or to show their membership within a group, individuals to be able to have multiple identities
establishing their group belonging and identitytiis accordance to the situations they are facing itamer
way. So, it might be stated that individuals decid® moments [8].

they are and who they would like to be by the pssaaf There is no one actual identity [10]. Taking into
“compare and contrast within the social environrhent consideration this theory which states that consame
[6]. have various ‘role identities’, it might be addédtteach

Considering an article posted on Brand Republic identity may be accessing different products, fidoett
related to women and the usage of make- up, esdlyecia marketers have acknowledged and seek to take
the usage of lipstick and mascara, it was highdighhat advantage of it.
despite the tough times the economy is facing, ebss In term of consumer behavior, this idea that an
have kept their position as the fastest growingubea individual embodies a number of different ‘selves’
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suggests that marketers should target their prediact
consumers within the context of a particular ‘salfd in
certain cases, a choice of different products ftfernt
selves [11].

Considering the various ‘role identities’ someose i

taking on, such as the role as a daughter, working4.

woman or as a member of a charity, one of the risles
dominant in a specific situation, affecting thelstpf
dress and behavior of the individual. In different
contexts, the working woman might select a difféeren
self- image to guide her attitudes toward a pradiot
instance, going to a party thrown by their work
colleagues, she might access a more expensive taine
use as a gift, instead of an ordinary one she migétto
drink at lunch within her privacy.

3. CONCLUSIONS

People communicate with other people through
what they buy and make use of, in this way consionpt
being a powerful tool to establish who you areronf of
the others and products being most likely to bevetas
symbols [12]. In the market-environment, this trdvab
been noticed and was carefully looked into esplgcial
the recent years, in the way that companies anddbra

to promote it." This is sometimes referred to as th
"Invisible Hand," which theoretically assets withet
efficient allocation of resources in a free markgstem
[15].

REFERENCES

[1] Arnoud, E. (2004). Consumers™2d. New York:
McGraw Hill. United States of America.

[2] Assael, H. (2004). A strategic approach: Consum
Behavior. 2% ed. New York: New York University,
United States of America.

[3] Bainbridge, J. (2008) Sector Insight: Make up.
Available from:
http://www.brandrepublic.com/features/login/860630/
(Last accessed 12/12/ 2011)

[4] Belbin, R. M. (1981) Cited in: Muchinsky, P.M.
(2003). Psychology applied to work" 2d. Wadsworth:
Thompson Learning.

[5] Dolich, J. (1967). A comparative study of consar
information seeking. Journal of the Academy of
Marketing Science, Vol. 11, 313-322.

[6] Evans, M. and Foxall, B. (2009). Consumer
Behavior. 2° ed. West Sussex: John Willey & Sons Ltd.,
England.

started more and more to make use of the consumerg[7] Furnham, A. (1998). Children as ConsumerSed.

ideal self. Also, research has shown that consumbos
buy in accordance with their actual self- concepyrhe
achieving consistency, but may not be enhancinfy-sel
esteem.

Worldviews about the self in relation to others
differs across and within cultures show that in Wes
cultures "the normative imperative is to become

London: Routledge, United Kingdom.

[8] Roberts, P. (2008) Feminization of brands. Aafale
from:
http://www.brandrepublic.com/features/login/842887/
(Last accessed 13/ 12/ 2011)

[9] Miller, R. (2009). Economic Education for
Consumers. & ed. United States of America: South-

independent from others and to discover and expressVestern Cengage Learning.

one's attributes. Relationships, memberships, grcand
their needs and goals, tend to be secondary teethe
When assessing self-concept, one’s positioning

[10] Mowen, C. J. (2001). Consumer Behavior A
framework. 1st ed. United States of America: Poenti
Hall New Jersey.

among peers is important because of the competitiveg[11] Loudon, D. (1993). Consumer Behavior - Consept
nature of society, where people view themselves asand Applications. 4th ed. United States of America:

better or worse than peers. On the other hand,siamA
cultures, an interdependent view of the self is enor
prevalent. Interpersonal relationships are moretrakn
than one’s individual accomplishments [13]. Great
emphasis is placed on these relationships, andetfiés
seen primarily as an integral part of society.

To conclude, part of the philosophy of a
competitive, free market system is that efficienisy
gained when individual participants act in theirmoself
interest. Milton Friedman called this cooperatiothaut
coercion [14]. So, by advancing one's own good, one
advances the good of society as a whole.

In The Wealth of Nations, Adam Smith said, "By
pursuing his own interest he frequently promotes tf
the society more effectually than when he realtgrds

301

McGraw Hill International Editions.

[12] Shaw, J. (1974). The Self in Social Work. 2l
London: Routledge & Kegan Paul Ltd, UK.

[13] Oskamp, S. & Schultz, W. (2005Attitudes and
opinions Lawrence Erlbaum Associates, NJ

[14] Perner, L. (2010).Consumer behavior: the
psychology of marketing
Retrieved October 2, 2010, from

http://www.consumerpsychologist.com/

[15] Smith, J., Terry, D., Manstead, A., Louis, W.,
Kotterman, D., & Wolfs, J. (2008). The Attitude-
Behavior Relationship in Consumer Conduct: The Role
of Norms, Past Behavior, and Self-Identity. Therdal

of Social Psychology, 148(3), 311-33.



Constanta Maritime University’s Annals eaf Xlll, Vol.17

302



