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Abstract

Classifyingtarget markets into groups of consumers assists market-
ers fo clearly identify and satisfy the needs and wants of each group.
Parallel with this argument, this paper examines a new way of
segmenting consumermarketfromthe behaviorof consumer. Three
types of consumer (passive, rational-active, and relational-depen-
dent) have beentested empirically based ontheoretical background.
Discussion and conclusion derived from this study are presented.
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Introduction
Consumer behaviar has long been
regarded as a major research topic in the
varicous fields of consumer science
{Erasmus, Boshoff and Rousseau, 2001}.
- This discipline was originaled in the 1950s
and was closely lied lo the concept of
marketing (Schiffman & Kanuk, 2000).
This is due to the fact that the goal of
studying consumer behavior is to salisfy
consumer's needs and wants (Solomon,
2002) which is basically In agreement
with the concept of marketing that achiev-
ing organizalional goals depend on de-
termining the needs and wants of con-
sumers (Kotler and Armmstrong, 1997). A
further reason is that the scientific results
of studying cansumer behavior can assist
marketers to design better marketing strat-
egies. -
This paper aims to extend the invest-
gation of sludying consumer behavigr,
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specifically consumer information search
behavior. Before discussing consumer
search behavior typology, it is importantto
review briefly consumer behavior theory.

Defining Consumer Behavior .

Several definilions of consumer be-
havior have been proposed by a number
of scholars (see Table 1}. An analysis of
these definitions reveals that they cover
four core issues. These are actions (men-
tal, emotional, and physical), needs’ sat-
isfaction, exchange and interactions, and
decision-making process.

From the definttions of consumer be-
havior in the literature, it can be inferred
that consumer behavior includes mental,
emolional, and physical actions (Wilkie,
1984; Sheth et al, 1999). Those actions
occur when consumer make decisions to
spend their available resources including
money, ime, and effort on products and
services (Schiffman ef af, 2001). This ar-
gument suggests that in purchasing a
preduct or service, consumers will act not
anly rationally, butalso emotionally. Along
the same lines, Wilkie (1994) poinls out
that consumers perform mental and emo-
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fional activities in their decisions to pur-
chase products and services.

From the two definitions putlorward by
Schiffman et af. (2001) and Seclomon
{2002}, itis clear lhat consumars expectto
satisfy theirneeds and desires. This means
that, in general, consumer behavior is
motivated behavior aimed at achieving
particular goals (Solomon, 2002). The
motivalion and behavior can be affected
by skilful marketing and can be achieved
if the products and services offered are
designed to meet consumer needs and
expectations (Engel et al, 1995). From
lhese views, it can be noticed that motiva-
tion lo satisfy needs and expectations
trigger consumers to purchase products
and services. Therefore, in order for the
products and services to be accepted by
consumers, markalers are required to fully
understand their needs and expectations.

Furthermore, consumer behavier in-
volves interactions and exchange
(Homans, 1961; Peter and Olson, 2002).
The interactions occur among people’s
thinking, feelings, and actions, and the
environment (Peter and Olson, 2002).
Therefore, marketers need to understand
how these interactions influence indi-
vidual consumers, larget markets and
society at large, so that they can satisfy
consumer needs andwants. Another point
of discussion relates to the exchange con-
cept which involves consumers giving up
something of value to others and receiv-
ing something in return (Peter and Olson,
2002). This is in agreemant with Mowen
and Minor's (1998) argument that an ex-
change process happens in consumers
whenihey transfer resources (money, feel-
ings, information, and status) to the seller.
Specifically, Mowen and Minor (1998)
view the exchangs process as a funda-
mental element of consumer behavlor.



Tahle 1Definltlon of Consumer Behavlor

The eu_rel_ssua'sd!scugquirh\jh_:a @!eﬂqh!nn of t_:dﬁguhm_é,r: S : .

= The mental, emotional, and physical actions

The aclivities that people engage in when selecting, purchasing and
using products and services so as o satisfy naeds and desires. Such
activilies involve menial and emotional processes, in addition lo
physical actions

The mental and physical aclivities undertaken by household and
business customers thal resuli in dacisions and actions to pay for,

Wilkie {1994)

Shetlh, Mitlal, and

experiences to satisfy needs and desires

purchase, and use products and services Newman (1399)
« The decisfon making process and needs’ salisfactlon

The behavior lhat consumers display in seeking, purchasing, using, Sehiffman et al.
ovaluating, and disposing of products and services that they expect (2001) .
will satisfy their needs

The study of lhe processes involved when individuals or groups

select, purchase, use, or dispose of produels, services, ideas, or | Solomon (2002)

» The interaction and exchange

The study of the buying units and tha exchange processes involved in
acquiring, consuming, and disposing of goods, sarvices, experiences,
and [deas

The dynamic interaction of affect and cognition, behavior, and the

environment by which human beings conduct the exchange aspects
of their lives

Mowen and Minor
(1997)

The Amerdcan
Marketing
Association (1995)

* The declsion making process

Those aclivities direclly involved in oblaining, consuming, and
disposing of products and services, including the decision processes
thal precede and follow these aclicns.

The aclivities of individuals in the discovery, evaluation, acquisition,
consumption, and disposal of goods and services

Consumer behavior reflecs the lotality of consumers’ decisions with
respect to the acquilion, consumption, and disposition of goods, services,
time, and ideas by (human} decision making unils {over tima)

The decisicn process and physieal activity Individuals engage-in when
evalualing, acquiring, using, or dispesing of goods and services

Tha study of the pracess by which cansumers make decisions. More
specifically, it is concerned with how consumers acquire, organise,
and use informalion to make consumption choices |

Engel, Blackwsil,
angd Miniard (1995}

Craig-Lees, Joy,
and Browne [1995)
Hoyer and
Magsinnis (1997)

Loudon and Bitta
{1993)

Sternthal and Craig
{1982)

Finally, consumer behavior involves a

decision-making process (Hoyer and
Maclnnis, 1997). From the literature in
consurner behavior, it is noticed that re-
. searchers tefer to the elements of the
cansumer decision processin terms ofthe
traditional five-step classification when
theydiscusslhe consumerbehaviormodel
(Harrel, 1980). These are the cognitive
decision sequence of problem recogni-
tion/pre-search stage, information search,
alernative evaluation, choice, and out-
come evaluation (e.g. MNicosia, 1966;
Howard and Sheth, 1969; Schiffman-and
Kanuk, 1994). However, some criticisms
have emerged concerning this traditional
model. Forexample, Lachmanetal, (1979}

argue that most of the time during the
consumer decision making process, con-
sumers are engaged in non-conscious
behavior during consumer dacision-mak-
ing process. This implies that consumer
decision models in fact attempt to explaln
highly subconscious matter in 2 con-
sciously oriented information paradigm.
Other criticisms of the traditional mode! of
consumer decision-making are put for-
ward by Tuck (1976) and Foxal (1991).
They argue that such medels are largely
unverifiable empirically because they do
not offer iestable hypotheses. Thase ear-
lier madels tend to ignore consumer in-
volvement wilh the purchase and their
ability or confidence when making pur-

chasedecisions {(Morgan and Hunt, 1994).
Takinginto considerationsthese crticisms,
Beckett et af., (2000) developed the four
types of consumer behaviorbased on the
degree ‘of consumers involvement and
confidence. The discussion of these is-
sues is as follows.

Typology of Consumer Bshavlor

Classifying target markels into groups
of consumers assists markelers to clearly
identify and satisfy lhe needs and wants of
each group. This is based on the concept
of market segmentation which states lhat
“tha process of market segmenlationiden-
lifies groups of consumers who are similar
to one anather in one or more ways, and
then devises marketing slralegies that
appeal lo one or more groups” (Solomon,
2002, p7). Similarly, Schifiman etal. (2001,
p.54) define market segmentation as “the
process of dividing a market into distinct
subsetsof consumers with common needs
or characteristics and selecting one or
more segments to target with a distincl
marketing mix".

In parallel with this view, Beckettet al.,
{2000) formulate a consumer behavior
matrix (see Figure 1) that dvide financial
services consurners into four groups of
consumers based on their behavior. The
matrix is developed based on the work of
Dwyer et al. (1987) conceming buyer-
seller relationships and brings together a
rich diversity of literature including eco-
nomics (Simon, 1957), cansumer behav-
ior {Bloch and Richins, 1283}, and psy-
chology (Thibaut and Kelly, 1959).

According to Beckettet al, (2000), ttis
possible to identify consumer behavior
through two principal factors that motivate
and determine individual contracting
choices, namely involvement and uncer-
tainly (Bateson, 19289; Ennew and
McKechnie, 1988). Consumer involve-
ment incarporates a numnber of subsats:
cuslomer control (Bateson, 1989}, cus-
tomer participation and level of contact
{Chase, 1978). Uncertainty or confidence
is largely determined by perception of risk,
which is determined by the complexity of
the product being purchased and the cer-
tainty of the oulcome assotiated with that
product (Shostack, 1977). The following
presents furlher discussion on involve-
ment and confidence.

USAHAWAN NO. 01 TH XXXV JANUARI 2006 [13]



Q involvement

The concept of involvement is defined
as the relation between ego and an object
{Sherit and Sherif, 1967). The concept of
involvement was first employed in studies
of allitude change, and used in social
judgment theory which postilates that an
audience's response to a per-
suasive message is identified by
two factors acling together; first,
prior aftitude toward the topic,

second, involvement (Zallman High
and Wallendorf, 1983).

Zaichkowsky (1984} defines .
involvement as “a parson's. per-
ceived relevance of the object Consumer

based on their interest, needs, or - Confidence

values” (p.33). From a consumer
behavior perspective, involve-
ment has been defined as: a mo-

tivational state of mind (arousal) oy

thatis goal direcled (Zaltman and
Wallendorf, 1983). This indicates
that there is a link between the
level of a person's motivation towards a
particular goal and the level of involve-
ment of that person {Harrison, 1994). Ac-
cording to Mowen and Miner (1898} con-
sumer invalvement is "the perceived per-
sonal importance andfor interest consum-
ers, attach {o the acquisition, consump-
tion, and disposition of a good, a semvice,
or an idea”. Henee, it is noticed that each
consumer possesses a different level of
invoivement toward a product In addition,
according to Petty, Cacioppo, and
Schumann (1983) involvement can be
confounded with all other existing differ-
ences between lhe high and low involve-
ment groups including amount of informa-
tion search. Parallel with this argument,
level of confidence will be related to con-
sumer information search behavior.

O Confidence

Confidence has been frequently cited
as an important construct for understand-
ing consumer behavior {Bearden,
Hardesty, and Rose, 2001). Basically, lhe
confidence construct was first proposed
by Howard and Sheth {1969). They pos-
tulate that confidence is positively related
to intentions. According to Howard {1989),
confidence is the buyers subjective cer-
tainty-his/her stale of feeling sure - in making
a judgement on the quality of a particular

brand. In other words, confidence is the
degree of certainty that one's avaluative
judgement of the brand is comect.

The study by Larache, Kim, and Zhou
(1996) shows that intention to select an
investment firm is a function of confidence
in one’s avaluations of the fimm. In addition,

Figure 1

Consumer Behavior Maitrix

consumers are categorized as “passiva”
in the sense that they will make repeatad
interactions without actively searching for
altematives {Beckett ef al, 2000). This
type of consumer has been widely identi-
fied by scholars as loyal customers, since
they perform repeat buying behavior (8.g.
Ehrenberg, 1972) also
known as repeated pattern
behavior (e.g. Johnson,
1982).

Repeat-Passive

Ralional-Active

The most inleresting
paint surrounding the re-
peat-passivabehavigristhat
the consumers are not ac-

Relational-Dependent

tively searching for informa-
tion (Becket et af, 2000).
Thig is in agreement with
Bowen and Chen's (2001}
studywhichrevealsthatioyal
cuslomers require |ess in-

Involvemenl

Sources: Beckett, Hewer, and Howcrall (2000, pl&)

the work of Harrison {1994) on personal
financial services, later supported by
Ennew and McKechnie {1998), perceived
confidence to be one cf the aspects that
should be considered in understanding
consumers of the financial services mar-
ket segment.

The consumers' level of confidence
and involvement is dependent upon the
different classes of product being pur-
chased. Hence, it impacts on diffarent
patiems of search behaviar. For fast-maov-
ing consumergoods (FMCG), for example
loothpaste, consumers may not need to
have a high level of confidence and in-
volvement; hence they do not need to
search extensively before the purchase.
Meanwhile, for abstract and very complex
products, for example insurance, caonsum-
ers may choose to search for information
before purchasing the product.

.From the above key factars, involve-
ment and confidence, the malrix can be
formulated (Figure 1}. This malrix de-
scribes different types of consumer be-
havior: repeat-passive; rational-active,
relational-dependent, and no-purchase.

Repeat-passive

In this type of behavior, consumers
possess low levels of involvement and
limited perception of uncertainty. These
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High formation. This is also sup-
ported by Cash (1996) who
claims that passive buyers
do not compare ane brand to another, and
they do not ask questions of other people.
Therefore, passive buyers often miss out
an products that would befter mesat their
nesds and wanls since they do not have
information about other products for com-
parisen. Similarly, the study of Mehta,
Rajiv, and Srinivasan {2003} examines
the issue of a passively loyal consumer
who repeatedly buys the same brand over
successive purchase occasions. [n sum-
mary, it can be goncluded that repeat-
passive consumers will simply revisit the
same company and purchase the same
products neglecting product offerings from
other companies.

According to Beckett et af. (2000), ra-
peat-passiveconsumers only occurswnen
a consumer purchases a product for the
second or more times. Therefore, they are
called as “repeat” buyers. In this study, the
investigation is extended not only for re-
peat buyers but also for the first-ime buy-
ers. Therefore, the word “repeat” is not
apprapriate because it only refers to con-
sumers who have already previously pur-
chased the same product. Hence, in this
study, this type of consumer is named as
“passive” consumers, which applies to
both first buyers and repeat buyers who
are not actively searching for information
in order to purchase a product.



Rational-active

According to Beckelt et al. (2000}, this
type of consumer displays high levels of
involvement in terms of the process di-
mensions of conirol, participation, and
contact with the service providers, and
high levels of confidence in terms of prod-
uct complexity and cerainty cutcome.
When consumers intend to buy a complex
preduct and face uncertainty they search
for more, not less, information (Murray,
1991). For exarnple, before consumers
decide to open an account in a certain
bank, they will find information and evalu-
ate the attribules of the account such as
costs, ease of use, interest rates, and
overdraft fees (Mitra, Reiss, and Capelta,
1899). Consumers are selectively looking
forrelevantinformationwhich caningrease
their belief about the product’s benefits; in
contrast, irelevant information weakens
consumers’ bealiefin the product's ability to
deliver benefits (Mayvis and Janiszewski,
2002). The study by Brucks (1985) sug-
gests thatconsumer knowledge facilitates
the leaming of new information and that
knowledge allows more efficient search-
ing. In others words, the mare knowledge
the consumer has, the more efficient the
information search. Ralional-active con-
sumers will, therelore, search for relevant
information as efficiently as possible when
comparing one product with others in or-
derto choosethe products that provide the
highest benefits.

Consumers have different level of
knowledge about products and brands,
depending on their personal experiences
(Mattila and Wirkz, 2002}. And evidence
suggests that consumer search tends to
decrease as consumers hecoms more
experienced with a product class
{Ratchford, 2001). The different levels of
knowledge generate important implica-
tions for consurners' pre-purchase infor-
mation search activities (Hutchinson and
Alba, 1998) and also during lhe
categorisalion of new products (Ozanne,
Brucks, and Grewal, 1992).

Accordingly, based on their level of
knowledge, consumers will search for in-
formalion from different types of sources.
To purchase a product, there are several
sources for consumers to chaose from: for
example, advertising, information from
friends and relatives, and so forth. In line

with this viaw, Halstius and Kaynak (1995}
point out Ihat, in selecting a financial ser-
vice, mass media advertising is consid-
ered by consumers as one of the most
important influencing factors. Although
Zineldin (1996} claims that advertising is
the leas! important criteria, there is still a
number of consumers who utilise adver-
tising as their source of infermation when
making a choice. From these arguments,
it is perceived that advertising influences
the consumer's decision-making pro-
cesses befora they purchase a service
providerand product offering. Accordingly,
this type of consumer is considered as a
rational and active consumer since s/he
attemnpts to search for information before

- they come to the final decision to choose

a producl and/or a service provider.

Relational-dependent

Inthis type of behavior, consumers are
highly involved, but are not In control due
lothe complexity of the productand uncer-
tainty of eventual cutcormne and this re-
duces consumer confidence (Beckett et
al, 2000). In this context, consumers face
a high level of uncerainty and the prod-
ucts they have 1o choose from are very
complex. Thus, in tum drives the consum-
ers to search for mare information. This
view is supported by Urbany, Dickson,
and Wilkie (1989) who pointoulthatgreater
uncertainty presumably leads to a more
extensive search. Spocifically, they found
that choice uncertainty (Uncertainty about
which atternative to choose) appears o
increase search intensity, but knowledge
uncertainty (uncertainty regarding infor-
mation about altematives) has a weaker,
negative effect on search. Regarding this
uncertainty, the relational-dependent con-
sumers will seek advice from other per-
sons or parties to make a decision regard-
ing the financial products they choose.
The persens they might ask include
friends, family members {(father, mother,
children), relatives, bank personnel and
so forth, while the third parlies include
financial advice institutions. For this rea-
son, they are called "dependent” consum-
ers since lhey are not able fo make deci-
sions on their own. The examples of prod-
ucls purchased by relational-dependent
consumars are complex financial instru-
ments such as investment and pension

products (Beckett et al., 2000).

According to Holstius and Kaynak
{1995) in agreement with the study of
Devlin {2002), recommendalion of fionds
and relatives is considered one of the
most imporianl factors for consumers in
choosing financial service. This is in lina
with the study of Almossawi (2001) which
statesthat young customers also consider
recommendations of friends and relatives
in their decision to selecl a financial ser-
vice product This is supported by Koller
(1997) who uncovered the role of parents
on childrens' buying styles. In addition,
Bearden and Etzel {1982) examine refer-
ence group influence onpraductand brand
purchase decisions. In connection wilh
this, itis agreed that the advice of opinion
feaders, individuals who are knowledge-
able about preduct, is taken seriously by
others (Solomion, 2002). Consumers who
lack information about the products, ulilise
their opinion leader as source of Informa-
tion. From these arguments, it can be
noticed that there are groups of consum-
ers who take into account suggestions
from their opinion leaders, reference
groups, friends and relatives in their deci-
sion-making process to purchase a prod-
uct. In other words, they do not make
decision on their own; they are, conse-
quaenily, considered as mlational-depen-
dent consumers.

No-purchase

According to Beckett et al. (2000) con-
sumers who do not have involverment with
financial products and do not possess
confidence inthemmake nopurchase. An
example of the “no-purchase” consumers
is that individuals who leave significant
sums of money on deposit rather than
purchase financial services that could
generate greater retum {Beckett et af,
2000}. The authors do not discuss the “no-
purchase™ censumers in their study. In
their empirical discussion, they only fo-
cus on the \hree types of consumer pur-
chase behavior: repeat-passive, ralio-
nal-active, and relational-dependent.
This is because "no-purchase” is not a
type of consumer, rather, itis an action
made by the three types of consumer
behavior (passive, rational-active, and
relational-dependent). Figure 2 shows
how lhis works.
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Flgura 2
Typology of Consumer Search Behavlor and thelr Actlon

From the figure above, itis clearthatin
evaluating a product, the lhree types of
consumers will make a decision whether
ornot lo make a purchase, Thus, itmakes
sense that purchase or na purchase is not
a type of consumer, but rather it is a deci-
sion made by each of the three types of
consumer.

Based on the review above, a con-
surmner will be calegorized into "passive” if
sfhe:

O Does not search out informalion for

- alternative producls or, in olther words,
sfhe has a low level of information
search

This criterion is both necessary and

sufficient for “passive” consumers.

A consumer will be categorized into
“rational-active” if sfhe:

O Actively searches out 1nforrnat|on for
alternative products, or, in otherwords,
sfhe has a high level of information
search.

O Isnotdirected by otherpeople {friends,
relalives, financial advisors) in the
decision- making process.

The first criterion above is necessary
but not sufficient to categorize a
consumer as “rational-active”. To be
suficient to calegorize a consumer as
“rational-active”, the second criterion
must also be fulfilled,

A consumer will be categorized mlo
“relational-dependent” if s/he:

O Actively searches out information for
alternative products, or,inotherwaords,
sfhe has a high level of informalion
search.

O Is strongly directed by ather people
{fiends, relatives, financial advisors}
in the decision-making process.

A consumer will be considered for
having high leve! of informalion search if
s/he collect information from each of any
sources (e.g. company, inlernet, friends,
et} = Sinthescale outaf9pointLikertscale.
As a conseguence, a consumer who
searches less than 5 will ba considered for
having low level of information search.

Methodology
Asurvey method was employed inthis
study using closed-ended questions in a

__-of'Ccmsurner.Behavl e

e D rem T TS T T et e

Rational-active .
Relational-dependent
Total

structured questicnnaire, Anine pointLikert
scale from “1” to “9" was used to capture
the behaviour of consumers in searching
information for purchasing car insurance.
A convenience sample of 854 question-
naires were distributed directly to respon-
dents using convenience sampling . Out
of 654 questionnaires, 546 questionnaires
were usabla and 13 questionnaires were
incomplete. Thus, the response ratein this
survey was 85%.

Results and Discusslon

A respondent was categorized as a
passive consumer if s/he had low level of
information search. 1t is considered that a
respondent has a low level of information
search if s/he collects information from
each of any sources (e.g. company,
inlernet, friends, etc). In other words, the
respondenthas ascore lessthanSona
9 point Likert scale. If they had a high
leve! of information search ( 5 ona 9
point Likert scale}, then the respondent
was sorted into one of the other into two
categoriesbased on the sources ofinflu-
ence in their decision making. If the
raspondent has done high level of infor-
mation search from any sources and the
information from company, newspapers,
other advertising brochures, or intermet
has had the most influence on the con-
sumer purchasing the car insurance, sf
he was categorised as a ralional-active
consumer. However, if the consumer
has done high lavel ofinformation search
from any sources, and was directed by
friends/family/pariner, and financial ad-
viserfintermadiary to purchase the prod-
uct, sfhe was categorized into refational-
dependent consumer. Based on this
categorizaticn, the result shows that
14.5% of consumers are passive, 38.1%
are rational-active, and 47.4% are rela-

79 14.5%

208 3B.1%
259 47.4%
546 100%
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lional-dependen! (see Table 2).

This study has demenstrated a new
way of segmenling the consumer mar-
ket based on the consumer search be-
havior. The resultsindicate thatthedomi-
nant types of consumer are relatlional-
dependent and rational-aclive. Because
the respondenis are students, it makes
sense that there should be a substantial
proportion of first buyers, It also makes
sense that, since they are “young con-
sumers” lhey are more likely to be reliant
on others to help them with their choices,
This finding is in accordance with lhe
studies of Holstius and Kaynak (1995)
and BPevlin {2002) which point out that
recommendation of friends and rela-
tives is considered as one of the most

important factor for consumers in choos- -

ing financial service. This is also in line
with the sludy of Almossawi (2001} that
concludes that young cansumers also
consider recemmendalions of friends
and relatives in their decision tc'selecta
financial service product.

Moreover, it has been found that
young consumers are very active interms
of searching for informalion. This is due
to the facl that consumers have differentl
levels of knowledge about products and
brands, depending on their personal
experiences (Mattila and Wirtz, 2002;
Ratchford, 2001). In this case, young
consumers may have [ess experience
compared to adult consumers who have
been purchasing car insurance for many
years. These differences in knowledge
and experience gsnerate imporant im-
plications for consumers’ pre-purchase
information search activities
(Hutchinson and Alba, 19891}. Accord-
ingly, young consumers are very active
in collecting information before purchas-
ing a product.

The proportion of passive, ralional-
active, and relational-dependent con-
sumers may vary across type of product,
type of purchase (purchase far the first-
time or frequently), or characteristics of
consumers. This needs further research
into what factors affects the proportion of
consumer behavior typology. In this
study, mostofthe respondents are young
consumers which make senses if the
highest proportion is relational-depen-
denl. in the case of the banking industry,

for example, specifically for transaction
account products, the highest propor-
tion may be passive consumers. This
suggests thatfurther research is needed
into consumer search behavior typol-
ogy in differentindustries, different types
of product, and types of purchase

Concluslon and Future Research
Directions

This study has established a new
way to segment the consumer market
based on consumer search behavior.
Three segments have baen developed
and invesligated in this study:

B Fassive: consumers who have alow

leval of search before purchasing a
product

m  Aelalionai-dependent. consumers

who have a high level of search
before purchasing a product and are
directed by other people to purchase
the praduct

Rational-active: consumers who
have high a level of search before
purchasing a producl but are not
directed by other people to purchase
the product

This study suggests that rational-
aclive and relational-dependent con-
sumers are mere sensitive to the market
place. They arevery sensitivelo changes
in companies’ offerings. For example, if
there is a change in the price of a prod-
uct, rational active and relational depen-
dent consumers will notice this change
and it will have a sizable impact on their
decision to purchase the product. Mean-
while, passive consumers are less san-
sitive to the market place. They rnay not
be concerned about what a company is
offering. The implication here is that,
passive consumers might present both
an oppertunity and a chaltenge for the
company; opportunity is that the com-
pany might eam more profits from lhese
consumers since lhey are notconcemed
about what olher companies are offer-
ing; challengeis thatlhe company should
find a way to push passive consumers
who are a compelilor's customers to
become relaticnal-dependent or aclive
consumers in order 1o choase the prod-
uct offered by the company over their
compelilor's products. Meanwhile, for

rational-active consumers, managers
need to be very systematicand detailed
when informing these consumers of the
benefits their company offers. For rela-
tional-dependent consumers, manag-
ers might develop better strategies for
managing reference groups, family
members, and opinion leaders. The
people on whom relational-dependent
consumer rely for advice tend to be ratio-
nal-active themselves. Delivering prod-
uct to customers using an appropriale
communication stralegy will provide
bettervalue forcustomers, which should
rasult in a higher likelihood of purchase,
repeat purchase, and positive word-of-
mouth communication. Consegquentily,
companies will achieve better financial
performance.

Future research might replicate this
study, specifically for investigating con-
sumer search behavior typology on dii-
ferent types of product, different types of
purchase (first lime-buyers, renewals,
or switchers) and diflerent vnils of analy-
sis. The result might provide a substan-
tially different proportion of the percent-
age of passive consumers, rational-ac-
live and relational-dependent. In addi-
lion, future research shauld conduct lon-
gitudinal research to investigate lhe
stimuli which drive consumers to shift
from being one type of consumer o
anolher type. Mocre precisely, what influ-
ences a cansumer to shifl from a rela-
tional-dependent consumer {one who
actively search information and is di-
rected by other people to purchase a
product) to bacome a passive consumer
(no longer searching for information
about the product) or to become a ratio-
nal-aclive consumer (one who is not
directed by other people 1o purchase a
praduct). In addition, the stimuli thal can
pushthe passive consumers to be awara
ofthe company’s offering, inother words,
to become relational-dependent or ra-
tional-aclive, needs to be invesligated.
Then, when these consumers purchase
the company's product, the stimuli that
can make these aclive consumers be-
come passive consumers in order lo
prevent switching to other companies
also needs to be investigated. [
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