CHAPTER 7

Demographics,
Psychographics, Values,
and Personality

Analyzing and Predicting
Consumer Behavior

® Demographics

e Personality

® Values
® | ifestyles
- 89 65 8.62%
7%
- =(65 /0-14 Y*100
« 80 24.79%>89 40.85%
- =(0-14 +65 )/ 15-64
*100

* 80 48.96%>89 42.32%

WWW.Moi.gov.tw




Changing Structure of
Consumer Markets

® How many people will there be?

®Birthrates
®Death rates
®Net Immigration

® Birthrate :number of live birthg
per 1,000 population in a given year

® Fertility rate :number of live
births per 1,000 women of
childbearing age (15 to 44 years)

( % % %

80 6.53 24.79 48.96

81 6.81 26.41 48.32

82 7.10 28.24 47.60

83 7.38 30.22 46.60

84 7.64 32.13 45.78

85 7.86 33.95 44.94

86 8.06 35.65 44.22

87 8.26 37.59 43.30

88 8.44 39.40 42.60

89 8.62 40.85 42.32

90 8.81 42.33 42.07
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Economic Resources

® [ncome > money from wages,
salaries, interest, and welfare payments

e \Wealth : a measure of a family’s
net worth (assets minus liabilities)

e Net worth influences willingness to
spend but not necessarily ability to
spend, since many assets are not
liguid and difficult to spend
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Personality

® Personality:

@ consistent responses to environ-
mental stimuli

e How does personality influence
consumer behavior?

(psychoanalytic theory)

- (1dy:

- (Superego):
- (Ego):

— Dichter

-1
- 2.

Socio-Psychological theory Horney

(CAD )
(compliant)
(aggressive)
(detached)




(Trait theory)

-1
- 2.
-3
(CaliforniaPsychological Inventory)
(Edwards Personal Preference Scale,
EPPS)
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Rokeach Value Scale

Terminal Values
(End States)

Instrumental
(Modes of Conduct)

A comfortable life

An exciting life

A world at peace

A world of beauty

Equality

Family security
Freedom
Happiness
Inner harmony
Mature love
National

security Pleasure

Ambition
Broad-minded
Capable
Cheerful
Clean
Courageous
Forgiving
Honest
Imaginative
Independent
Intellectual
Logical

Schwartz Value Scale

e The ten values and four higher-
order value domains represent a
continuum of related motivations

Achigvement

Structural Relation of Motivational Value Types

Value Type | |

Exemplary Values

Power
Achievement
Hedonism
Stimulation
Self-direction
Universalism
Benevolence
Tradition
Conformity

Security

Authority, wealth
Successful, capable
Pleasure, enjoying life
Daring, exciting life
Creativity, curious
Social justice, equality
Helpful, honest
Humble, devout
Politeness, obedient

Social order, clean
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« Psych hi
® \/alues syenographics

AIO (activities interests opinions)
VALS VALS2(Value and Lifestyle Survey)
LOV(Listsof Values)

I
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L]
AlO VALS™ Lifestyle Segments
[ vator:
High resources.
High innovation
.. Primary motivation
activity interest opinion Ideals Achievement  Self-expression
Thinke Achi Expe
Believers Strivers. Makers

Low resources
Low innovation

‘Source: wwwisric-bi.com/Vals/ (March 2005). Copyright 2005 by SRI Cansulting Business Intelligence. Al rights reserved
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