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Creating Entrepreneurial Marketing Strategies based
on Consumer Behavior
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Emphasizing the role of creating successful entrepreneurial marketing strategies, this
paper aims to point-out the key factors in consumer behavior analyses, as a cause for
creating customer satisfaction. The total effectiveness of every marketing strategy is
basically depending on how well a company recognizes, classifies and manages
different consumer demands and actions.

Through the analyses of consumer behavior, emotional and cognitive aspects, and
consumer surroundings, entrepreneurs can use this data to develop effective-based
marketing designs. These concepts of common consumer actions as a result of their
intrapersonal emotional reactions and their attitudes can be explained in correlation
with the natural individual characteristics and their common social development.
Although long-term and constantly continuous work, consumer behavior analyses
surely helps in better understand and clarifying the customer demands, which at the
end, is the ultimate goal of every entrepreneur.

Keywords
Consumer behaviour, Consumer analysis, Entrepreneurship, Marketing, Marketing strategies

1. Introduction

In the dynamical surroundings of todays familiar characteristics of this global economic world, and
particularly in the free market economies, the entrepreneurial marketing, as one of the basic tools of
entrepreneurial existence, has the key role in creating innovative and growth-based concepts of the
marketing itself. Basically, in every free-market national economy, entrepreneurship activities are
involved in more than 85% of all enterprises. On a local and regional level, entrepreneurial marketing
strategies are the main force of the trade and services economy. Therefore, satisfying customers’
needs becomes natural right and a business obligation for every entrepreneur. On the other hand, the
concept of marketing-oriented company is a choice, which allows more detailed understanding of the
consumer needs, and finally — developing ways to satisfy those needs. The basic model of analyzing
the consumer’s behavior is dynamic but very broad field of marketing research and it has huge
potential for effectively analyzing the thinking processes, behaviors and actions of different individuals
or groups, and contributes to delivering the required marketing results. In this particular part, the
entrepreneurship itself carries the straights of the direct involvement with the clients, understanding
their feedback and desired needs, as well as the aspect of creating fast, flexible and adequate
marketing approach.

2. Entrepreneurs Marketing — dynamics and effects

What makes the marketing driven by entrepreneur’s principles so effective? If we analyze the
entrepreneurial marketing researches, we can see that they are fundamentally made-up from several
basic economic principles:

e client-orientation;

e implementing in relatively short period of time;
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o fast feedback info;
e change-oriented flexibility

These kinds of starting positions in collecting, classifying and analyzing the feedback information and
putting them into the mechanics of the future strategies of marketing-planning, as well as in
development of the business plan and business model in particular, can significantly contribute to the
success rate of satisfying consumer’s needs. Therefore, the aspect of consumer behavior can be
freely accepted as “moves vivendi” of the process of creating satisfied clients. Using the consumer
behavior analyses, this powerful “scientific tool”, the existing entrepreneurs can be brought even
closer to the so-demanded competitive advantage to their businesses in front of other competitors on
the market.

Also, the fact that this consumer behavior analyzing tool is very dynamical category which seeks
permanent monitoring of the available resources, and even adding new ones, makes good
entrepreneurs not taking them for granted, and as a result, the gained effects are far more clear and
more precise. The fact is, every company should (and must) have this determination as their prime
goal — the satisfied clients.

2. Analysing the consumers behaviour

According to the American Marketing Association, Consumers’ Behavior is “a dynamical mutual action
of all emotional and cognitive elements, surroundings and the behavior in which a certain person
implements the trading aspect in his life” [1]. This particular definition is maybe the most clarifying
definition that incorporates the key parameters in understanding the full concept of consumer
behavior.

The behavior of the average consumers is always dynamic. It includes constant interaction between
the businesses, their products, the marketing mix, consumers’ needs and business current and future
clients.

The fact is that consumer’s behavior is “mutual action of all emotional and cognitive elements”. In an
open reaction, consumers often use the system of emotions and cognitions, which are mutually mixed
in order to bring them into a conclusion of making a decision of taking or not taking an adequate action
of the decision-making process.

“The surroundings and the person behavior” are the two key factors that can stimulate/dissimulate
certain desired or undesired behavior or action in the decision-making process.

“The trading aspect” is a process that formulates certain individual actions which that particular
individual is willing to trade for some other good or service.

According to this, the elements of the necessity of cognition and analyzing process can be put into 3
basic elements of consumers’ behavior [2] and their strong connections, which can be a subject of
broader scope of view by the decision-makers in the entrepreneur marketing segment.

Emaoational
Consumers' and cognitive
Bahaviar aspect of the
CONEUmMEer

Consumers'
surraundings

Picture 1: The three elements of consumers’ behavior analyses
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2.1 Consumers’ behavior

Consumers’ behavior is a process which recognizes reviews and analyses the actions of the
individuals, through defining their physical procedures in buying or procuring the goods and services
that they need. But, this way of behavior doesn’t include, or specifically excludes the mental activity of
the individual. This particular type of behavior is especially important for the entrepreneurs, because
only this kind of behavior can result in actual buying the goods and services that one company can
offer on the market. Although the behavior itself cannot be perceived as safe-sustained process, which
in fact can be also said in the context of consumers’ surroundings and the emotional and cognitive
effects, it represents the first and very significant element in successfully understanding the basic
causes and motives of the specific actions undertaken by the specific consumers. The physical
behavior of the consumers can be observed from several stand-points:

2.1.1.The Consumer-product Connection

The Consumer-product Connection is a pretty underestimated subject of matter considering the big
companies. They spend significant sum of money each year on understanding these values. On the
other hand, entrepreneurs can relatively easy evaluate and estimate this type of connection relaying
just on the fact that they are actually and physically closer to their clients and are in direct
communication with them, which gives them the unique opportunity of gaining fast feedback and a
chance to make competitive advantage. Every salesperson should know, understand and use the
cognitive and emotional aspects of the consumer-product relation [3]. Successful entrepreneurs which
are familiar with these opportunities, use this advantage like the consumer-product connection with
bikes, cars, clothes lovers and people who enjoy new technologies, books, extreme sports... They
should always have in minded the fact that consumer on the one hand, and salesman or manufacturer
on the other, have often different or sometimes totally opposite views on the product characteristics,
whether they may be technical or emotional.

This Consumer-product Connection may also refer to brand-loyalty. Many research projects which
deal with the brand-loyalty confirm that these types of connections between the clients and the
company trade-marks are pretty strong. That's why it's very hard to pursue certain clients to give-up a
certain brand. The next picture gives a clear view of the existence of strong connections of the
consumers with some types of brands [4].

Percent of customers connected to a certain brand
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Picture 2: Consumers connection with certain brands
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Personal relevance among people has also significant role in consumer-product connection. If
salespersons can effectively understand this connection, it can become useful marketing
segmentation tool having in mind the personal relevance of the consumer [5].

2.1.2.Decision Making

Making a decision on buying or no-buying a product/service from consumers’ point of view is treated
as solving a certain problem. If we elaborate the needs and goals of the buyer in relation with his/her
desired values, we'll get a system of values-decisions whose primary objective is to satisfy some of
that needs and goals. Although its seems rather complicated, these issue of problem solving which the
average consumer is facing, actually includes simultaneously delivering a set of decisions, and then
solving a few smaller problems. These kind of real processes of solving given issues consist of
multiple continuous interaction between cognitive processes of the customer, his/hers behavior and
the aspects of social and physical surroundings [6]. The problem-solving model consists of the
following components: 1) recognizing the problem; 2) searching of alternative/s; 3) evaluating the
alternative/s; 4) buying/no-buying decision [7].

2.1.3.Time as a decision —making factor

The “time” factor has a significant impact on decision making issues, and with that, it has a significant
impact of the whole process of making decisions. Time as such, affects:

e consumers’ intentions; and
e consumers’ behaviors

Consumers’ intentions are those desired actions which are characterized with buying goods and
services. According to the marketing criteria, the time spent from the moment of exposure on the
marketing tools of the companies and perception of those messages, until the time spent in buying the
product/service, can significantly change the original intentions of the consumers. For example, one
survey shows that around 60% of the people which have intended to buy a car have actually bought a
car during a one year period [8]. In broader sense, the time itself is that key factor that lowers the
precise forecasts on buying actions in relevance to consumers’ intentions to the concrete actions.
Unexpected events on the other hand, can change consumers’ intentions in a relative short amount of
time. One electrical appliances manufacturer once asked his customers which were entering his shop
which brand they intend to buy. From those who have responded, only 20% had actually bought that
same brand [8]. Obviously, the events or the situation that occurred inside the shop had successfully
changed the intentions and behavior of the consumers.

2.1.4.The Internet — useful shopping decision-making tool

Lately, the Internet becomes more dominant media not just in the field of unlimited source of
information, but also in the field of specialized data-base browsing, which gives customers relevant
info on products, services and the companies any given time. The power of the Internet is excellent
chance for entrepreneurs of better and easier understanding of their customers, as well as directly
introducing their products, services and business operations, and even getting a fast feedback directly
from their clients. Although the e-commerce sector is rapidly increasing, still, most of the customers
refuse buying all kinds of stuff on the Internet. The comfort of “shopping” in comparison with, it seems
— still difficult and complicated ways of “on-line shopping” and replacement of senses, smells, the
touch, sounds and stimulations of all senses in good-old shops, cannot be easily replaced with the
advanced technology of the Internet shopping. Still, relevant info-browsing, as well as testimonials and
recommendations of other clients about using certain goods or services cannot be totally ignored [9].

2.2 Emotional and Cognitive aspect of the consumer
As especially important part of the consumers’ behavior analyses, both emotional and cognitive

processes are presenting powerful tool in entrepreneurs marketing chain. Although, knowing the
emotions and thinking processes often seek a continuous and deep analysis, which sometimes even
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exceeds the frames of the business management or the company itself, it's very important that every
good manager recognizes his clients’ behavioral elements.

The emotional and cognitive aspects can be easily interpreted as feelings and thoughts. As opposite
as it seem, the human brain functions in that way that, they cannot be studied separately because of
their compatibility. The system of human feelings and thoughts is one unit, it has mutual interaction,
and it compliments on many different levels. Both emotional and cognitive parts are products of the
emotional and cognitive systems, and even separate, they are very connected in influencing each
other [10]. Individually, every person has a unique interweavement of those two systems.

The emotional system is consisted of four main types of emotional reactions: 1) emotions; 2) concrete
feelings; 3) moods; 4) values [11]. Any type of reaction may cause positive or negative reactions
among consumers. It is important to mention that, the emotional system behaves reactive and
impulsive. Reactive because it cannot plan, forecast or make decisions on meeting targets on its own,
and impulsive because it reacts automatically on surroundings or on different concepts, like colors for
example. Also, the emotional system is difficult to control. It's an impulse reaction, although the
attitude reflecting on that specific reaction can be easily controlled. From physical standpoint,
emotional reactions are easily noticed and you can physically feel them on your body.

The cognitive aspect on the other hand is an evolutional process which performs highly sophisticated
mental processes of understanding, evaluating, planning, making decisions and thinking [12]. This
cognitive aspect has particular functions of interpreting, creating and understanding the personal
experiences of the consumer. As its secondary objective, cognitive aspect can identify individual
goals, ways of fulfilling them, and setting alternative ways of reaching them.

In today’s world, the experts opinion on which of those two aspects — the emotional or the cognitive is
more dominant are also divided. Some of the experts claim that the emotional part is more dominant
simply because it is based on instinctive reactions. Others claim that the cognitive part should be more
dominant because of man’s highly refined characteristics of the evolutional and rational process of
thinking. Anyway, from marketing point of view, the most common approach is the one that recognizes
both systems as one mixed system that, apart from other relevant occurrences shouldn't be
overlooked in the role of consumer behavior analyzes, and at least should be positively used.

The attitude is also called “the necessary concept in modern American social psychology” [13]. Today
there are more than 100 possible definitions of attitude, but the most accepted and, as it seems, the
simplest is the one of Fishbaine and Turston that says: “the attitude is the level of feelings that a
certain person has towards a certain object” [14]. The attitude actually is emotional valuation created
by the cognitive system. In general, it presents a positive or a negative reaction to a certain product,
trade mark, idea or a concept, through witch an individual defines its standpoints on certain issue. The
personal view of the authors of this text is that the attitude refers more to the process or the benefit of
the usage of some form or idea from the consumer side, then to the object or the intention that it's
referred to. In short terms, if the subject is a product or concept of smaller significance to someone,
then the attitude to that product or concept will be insignificant and vice-versa. In practice, even
neutrality is an attitude, although in marketing it is considered that neutrality can’'t produce strong
reaction from customers — at least not the one that is expected. But surely, attitudes can be changed.
Many government agencies and public enterprises often use the tactics of changing the attitudes of
the general population on subjects like: ecology, smoking diseases, consuming alcohol etc.

2.2 Consumers’ surroundings

Today, when every customer is bombarded with all kinds of marketing strategies on every possible
step, entrepreneurs should carefully choose their adequate marketing approach. The modern
characteristics of the surroundings cover all physical and social aspects of the consumers’ outer-
world, including physical objects, spaces, relations and social behavior of other individuals [15]. Micro-
surroundings which consist of the direct things surrounding a person are in the focus of attention by
many entrepreneurs. This includes the design of the store, retail saloons, the staff and their looks,
social interactions, the lighting, the colors, rooms, sounds even the climate conditions and everything
else that can impact consumers’ behavior in that particular moments while they're buying or
purchasing.

As integrated part of the consumers’ behavior are the culture and sub-culture. We understand the
culture as “meanings which are shared from most of representatives of one social group” [16]. Often
the culture is analyzed by entrepreneurs on a macro-level, as cumulative values of one social group of
people. That is generally wrong. Modern entrepreneurs must consider the sub-cultured values of
minor groups, and referent groups as primary marketing values, even the so-called behavioristic
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groups as: students or bikers. Multiculturalism is also an interesting part of studying the societies with
multi-leveled cultural influences.

On a basic marketing level, besides the direct surroundings and cultural specifics along with the
referent groups and their characteristics, the products themselves and their prices are playing the role
of key factors on direct customers’ surroundings. If we agree that the products are the main media of
the consumers’ actions, then each business strategy should be focused on planning the products [17].
Customers’ satisfaction from buying the product or the brand, in marketing sense is the target concept.
Therefore, the conclusion is that the main goal of the entrepreneurs’ and every other kind of marketing
is to increase the probability and frequency of customers that are coming in contact with the product
and by doing so, to increase the desired action of actually buying the product. This includes the
stimulations of the products and their attributes like: packaging, colors of the packaging, size, brand
recognition etc. that also influences on consumers behavior.

The price as a factor, not by the relevance of pricing strategy from entrepreneurs’ side of view but
rather as part of the marketing mix of a product and as part of the consumers’ direct surroundings
remains relatively abstract concept, which can but not necessarily have, some heavy impact on
consumers actions. From the consumers’ perspective, the price is usually defined as something that
must be traded in order to have possession on some product or service [18]. Not discussing the
details of the classical value of money in these sorts of trades, and the perception of other non-
financial factors, entrepreneurs must use the so-called “customers’ value” which often does not
correspondent with the actual price of the product/service. Here are some examples of that: every
individual doesn’t see the money as strict value. The money that is received as a gift, interest or lottery
income in the sub-conches doesn’t have the same value as the earned one. The same example can
also be applied to the credit cards. Second example: the additional time, or the additional mental or
physical effort that should be made while buying or purchasing a product/service sometimes is a
motive plus, when deciding of buying certain good with higher price. Therefore, the price is mainly
divided in three consumers’ perceptions [19]:

e Comparison with the individual reference price — the individual referent price is the price that the
consumers think that’s fair and are ready to pay for;

e Encouraging consumers’ interest — if the consumer is interested in buying the product, then the
price has relatively lower influence on the decision of buying, of course, if the price itself is within
the range of consumers’ fair pricing;

e Controlling the alternatives — for large amount of products, consumers’ must bring a decision
between buying the product or cancel the purchasing. If they decide buying, the price is
something that can be controlled by the consumer.

3. Conclusion

Entrepreneurs’ marketing strategies today, more than ever, are being exposed to a fast, simple and
efficient way of satisfying consumers’ needs. For creation of successful marketing strategies among
entrepreneurial companies, entrepreneurs must incorporate the concept of customers’ satisfaction on
continuous level. Reaching the targets, in that context, depends on the basis of collecting, analyzing
and evaluating the consumers’ behavior in every step of the way.

The core essence of consumers’ behavior aims on explaining the thinking processes, influences and
consumers actions when they come in direct contact, or when they are subject of a marketing
campaign, whose main goal is to activate the consumers’ interest and finally result in selling the
product or service. Therefore, creating entrepreneurial marketing strategies based on the consumers’
behavior presents a starting point of every business.
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