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Changing trends in
psychology of buying

VIJAY VANCHESWAR

ver the past decade, we have wit-
O nessed phenomenal changes in

the way people evaluate, engage,
experimentandfinally enrolas commit-
ted customers of products and services.
The challenge for companies has in-
creased multi-fold, given the exponen-
tial growth of e-commerce and new-age
media options. This has also led to a
growth of opportunities for enterpris-
ing and creative organisations. In fact,
organisations that constantly study
how consumers change theirbuyingap-
proaches gain through better buying in-
sights that lead to creative approaches.
Inturn,thisprovidesthem with distinc-
tive competitive advantages.

Today’s consumers, largely compris-
ing the aspiring middle class and the
younger generation, haveafewthingsin
common—shortage of time and the
needformultipleoptions. Smartcompa-
nies identify these attributes and con-
vert them to appeal and attract existing
buyers and new prospects. Traditional
meansof communicatingthroughmass
mediahavenow given way tofocused en-
gagements that not only target specific
groups buteven individuals. Tappingin
on the fundamentals of consumer be-
haviourandpsychology,companieslike
Apple, Google, Tesco, to name some,
have modified their transaction models
with customersand other stakeholders.
Atthe core of thisstrategy isan empha-
sison an ‘outside-in’ approach with the
customer at the centre-stage as opposed
toan ‘inside-out’ tactic.

The success of these smartorganisa-
tions stems from an understanding of
the fact that no longer is the buying
process linear and sequential. Cus-
tomers no more winnow through op-
tions. Rather, they are privy toaparallel
evaluation processinreal-time whichis
bothdynamicandfast. Reasonsforthese
are not far to seek. The availability of
multiplechannels—beitthe web, smart-
phoneor smarttelevision, pay channels
and various online options—has led to
interesting changes in buying behav-
iour. Two such buying phenomena
which are geometrically increasing in
scale are distinctive and diverse in na-
ture—showroomingand webrooming.

The process of ‘showrooming’ in-
volves a visit to the physical or a brick
and mortar store, selecting an item, fol-
lowed by an online execution of the pur-
chaseatan offsitelocation, mostoftenat

one’s home. This does pose a challenge
to the sellers at physical outlets. ‘Web-
rooming’ provides some relief to the
physical store seller, asitis, ina way;, ‘re-
verse-showrooming’. Here, the buyer
scans and decides online what he or she
wants and visits an outlet and buys the
productof choice.

Globally;, over 70% of the youth and
middle-aged segment engage in ‘show-
rooming’ quietfrequently. Interestingly,
‘webrooming’ is also a popular trend
withthissegment,astheyhavereadyac-
cess to their mobile phones at all times.
India, with its large demographic divi-
dend and an aspiringmiddle class of 300
million, presents a wide canvas of op-
portunities for the smart marketer.

Consequently, the trend of multi-
channel transactions is now being re-
placed with omni-channel engagement
by innovative marketing companies.
How do these differ? In simple terms,
multi-channel customer engagement is
akin to ‘swim-lanes’, where each chan-
nel—physical, phone, web or mobile—
focuses on maximising individual rev-
enue streams and goal, a tactical
approach of sorts. The omni-channel is
more like a spider-web with a strategic
focus. The aim is not so much on indi-
vidual streams and returns, as much as
onacoordinated customer-centricdrive
thatseamlessly targetsefficiency incus-
tomer experience and repeat engage-
ments rather that a short-term focus on
returns of individual streams. In
essence, theomni-channelmodel fosters
an ‘outside-in’ customer-firstapproach,
acknowledging the age-old adage that
customerisking.

Infact,a study by the Columbia Busi-
ness School (see graphic) points to five
types and age profiles of mobile-assist-
ed buyers—traditionalists, exploiters,
experience-seekers, savvys and price-
sensitive buyers. Over 50% of the shop-
pers falling in the age group of 30-40
years comprise the potential (savvys)
and the value-driven (price-sensitive)
buying segments. These segments are
significantand growinginthe contextof
theIndian market.

Does this provide a lead for existing
and potential Indian marketers? Yes, a
greater focus on creative and value-dri-
ven solutions presented through omni-
channels with the customer at the cen-
tre-stage can deliver exciting rewards.
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Five types of mobile-assisted shoppers

Traditionalists ’——— Exploiters
30.2% 6.1%
“Prefer the in-store . “Premediated about lower prices”
shopping experience”

—— Savvys
12.6%

“Calculating, but persuadable”

Experience-

seekers ' — Price-sensitives
31.7% 19.4%
“Value the best experience, “Don’t plan, but always opt
not just price” ‘ for deals” '
Age distribution of M-shoppers
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