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Consumer behavior

The role of consumers in marketing

A consumer is one who, or that which, consumes. (economics) someone who trades money for goods as an individual. Eg"This new system favours the consumer over the producer."

A consumer can also be defined as a person or organization that uses economic services or commodities. People sometimes use the two terms interchangeably, but the term “consumer” has a more distinct definition compared to “customer.” A customer is simply a buyer, while a consumer is the individual who both buys and uses the product or service. A consumer is a customer, but a customer isn’t always a consumer in a business transaction. A consumer also is called the end user.

A business can never place too much emphasis on its customers. The customer is the foundation of any business' success. One of the primary goals of any marketing strategy should be to identify and meet the needs of the consumer. Considering customer importance at all stages of the marketing process helps your company to ensure greater customer satisfaction and increase its long-term goal of repeat business. Although the company is the main catalyst in the marketing of its own products and services, consumers also play a role in the marketing process. When developing your plan, remember that the consumer is the central element of all decisions related to marketing. Understand the roles consumers play so you can maximize the effectiveness of your marketing plan.

People sometimes use the two terms interchangeably, but the term “consumer” has a more distinct definition compared to “customer.” A customer is simply a buyer, while a consumer is the individual who both buys and uses the product or service. A consumer is a customer, but a customer isn’t always a consumer in a business transaction. A consumer also is called the end user. It enables the owners of the commodities, the suppliers to know exactly what to sell.

In order for the marketing to bring in more sales it must be liked by the consumer. If a company spends a lot of money on marketing without researching on what the customers want the marketing will not bring in consumers. Consumers also can act as agents to further the effects of your marketing plan. With word-of-mouth marketing, consumers who have used your product review it both offline and online and can refer other consumers to the product. This marketing is free and very effective, as individuals tend to trust the word of people they know when it comes to trying new products and services.

In order to cater to the needs of the customers the company needs to perform it's research on the kind of customers it wants to attract, be it the age group of the people, the social status, the financial status, the career e.t.c. If a company sells fruit juice for middle and high class kindergarten children it can make an advertisement in form of something colourful and pay for it to be displayed on the popular cartoon shows that people of such age and class would be able to watch, if the kids watch the advertisement and love it they will convince their parents to buy the juice for them even though they have not heard of it before.

Another example can be one of fashion if a company is trying to target teenage customers it can start by not just advertisement but by making it's brand ambassador a very popular teenager so that when the other teenagers see their role models dressing they would be inspired to get their outfits from the store in order to look like the person. It could be due to the peer group influence to look like the person or the reference group influence or just by word of mouth of how nice the product is

These are the major reasons why the consumers are the backbone of any successful marketing
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