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Objective.1. DEFINE THE CONSUMER MARKET AND CONSTRUCT A SIMPLE MODEL OF CONSUMER BUYER BEHAVIOR.
By the term Consumer Market it means all the individuals and households that buy goods and services for personal consumption. This means the total sum of the consumers available for the specified industry with buying power.
Harleys Hogs captures 23 percent pf all US bike sales and almost 50 percent of heavyweight motorcycles. As per the latest Edition of Principles of Marketing by Philip Kotler and others,” Average Harley customer is a 47 year old male with a median income of $82,000. But as per a recent study in 2011 by PRNEWSWIRE, Harley-Davidson is the market leader among Core Customers (Caucasian men 35+) in the U.S. on-road 651cc+ motorcycle market. But as a matter of fact, today more than 12 percent of Harley owners are women. That is why analysts say” you put off the leather and you never know who you will find.” Though it had a BAD BOY image in its primitive age but it was also associated with

Police, Firemen and now a day, a wide variety of people including military personnel and veterans. But, mostly they have few things common like most of them are American or if outside America then identified by themselves or others as Free Souls. Consumers believe Harley renews their spirits and announces their independence. As we can see the following picture.
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MODEL OF BUYER BEHAVIOR

THE ENVIRONMENT BLACK BOX BUYER RESPONSES
Product Economic Buyer’s Traits Buying Attitude
Price               Technological
Place               Social Buyer’s Decision Process Brand and company
Promotion       Cultural Relationship

Product: Harley-Davidson has a history of 109 years which easily states how many variation the company might have in its product line. This is the market leader of heavyweight motorcycles and offers not only several models but also edited versions each year they offer a specified product which is most unique “Dream your Harley.” Currently Harley has 7 different Models each having more than 5 variations which are also crafted each year with new features.
Price: Harley-Davidson has the latest bike available least @ $7999 that is IRON 883 which can be also funded by $ 4 a day with company’s policy to be more than just a brand. The Average highest from the ready stock product line will be BLACKLINE $ 16,999.
Place: Harley-Davidson is not only a bike but a life style to Americans so the company has outlets all over the US
Promotion 

: Harley-Davidson is in the midst of transforming its business to be customer-led throughout the company, which includes marketing approaches such as the pioneering use of crowdsourcing. “This is not a publicity stunt, or a limited time engagement. We're committed to “crowdsourcing”, because these ideas naturally flow from our passionate fans," said Mark-Hans Richer, Harley-Davidson's Chief Marketing Officer. "As the true stewards of our brand, our fans now have a huge new platform to share their ideas.” It works for us because their passion for our brand is second-to-none. They're going to light this thing up, and it will be fun to watch. Facebook also proves this passion is passing along to the next generation, where 40 percent of our fans are between the ages of 18 and 34."
Economic: Harley-Davidson is brand for those for whom money must not be that matter.. For example one fan says I wish rather push Harley than ride a Honda. Based in America, the brand resembles the economic growth of he nation. But for average people the company has $4 a day campaign to own A Harley-Davidson.
Technological : Being the pioneer in the industry Harley-Davidson uses always the most advanced technology to build each Harley. In company website there are demo(s) available to order any custom motorcycle.
Social and Cultural: As said in the Consumer Market, Harley owners are mostly belong to US and Canada where there are mixture of social statuses but one common thing is freedom and independence.

While presenting the society now the company resembles American Society or that land of freedom thing. For example, You can not see people having tattoo of Honda or Yamaha but you will find thousands of Harley tattoos among its’ fan both men and women. It is not a brand but life style to American people.
Buyer’s Traits: Harley-Davidson buyers are from different variations of classes but mostly Americans. Police, Firemen, military personnel, Bankers Company CEO anyone could have a Harley when it is about having a motorcycle in America, off course with strong purchasing power. Also the Company offers several funding policy to make installments in payment.
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Buyer’s Decision Process: If the buyer is a Native American he or she has a variety of choices. They can go for any sedan with the same price with a brand new Hardly but still there are people who will buy used Harley which is also a unique feature to attract its target market.
Throughout the years, police and military organizations also have realized the advantages of using Harley-Davidson motorcycles.

Buying Attitude: Harley-Davidson owners are not only buying a motorcycle but earning a lifestyle. Not only after sales service but the company is full aware with customer suggestion, taste and demand.

Brand and company Relationship: Harley-Davidson can be awarded as the most consumer oriented Brand. They created lifestyle, dress codes, trends and many more with dynamic attitude for its customers. Though

the company is based in USA it has fan all over the Globe and also a community backed by the company itself. Harley-Davidson is in the midst of transforming its business to be customer-led throughout the company, which includes marketing approaches such as the pioneering use of crowdsourcing.

Objective.2. NAME THE MAJOR FACTORS THAT INFLUENCES CONSUMER BEHAVIOR.
The Major factors that influence consumer behavior are:
SOCIAL: Harley-Davidson is the social image of American Society. Today, just as in the late 1920s, more than 3,400 police departments ride Harley-Davidson motorcycles in the U.S. alone. Harley-Davidson Police motorcycles are also used in 45 countries.
CULTURAL: Harley-Davidson owners are not only buying a motorcycle but earning a lifestyle. As the company says Cage free Men. They have events all over the year and even 350000 rides in a single campaign is the sign of the community it posses. In 2013, Celebrating the 110 years for the company, from Rome to Milwaukee, there will be events such as Royal Rumble.
PERSONAL: Harley-Davidson resembles Uniqueness and self exposed free Americans.
PSYCHOLOGICAL: Harley-Davidson owners are brand loyal and highly attached with the brand.


Objective.3. LIST AND DEFINE THE MAJOR TYPES OF BUYING DECISION BEHAVIOR.
Buying behavior differs depending on buyers buying behavior and buyer deliberation. Based on degree of buyer involvement and the degree of difference among brands there are four types of buying behavior,

such as:

Complex Buying Behavior: Complex buying behavior is one among various famous buying behavior that consumer exhibits. Complex buying behavior is seen when there is a high involvement and high difference. I know so far the wordings would sound complex, but in fact it is very simple. Think of something that you use very often and that has many significant differences among other similar products available in the market. An example to someone of my age would be buying a car. Regarding the case, Harley Davidson buyers are having this type of buying behavior.

Dissonance-reducing buying behavior: Dissonance-reducing buying behavior occurs when the consumer is highly involved but sees little difference between brands. This is likely to be the case with the purchase of a lawn mower or a diamond ring. After making a purchase under such circumstances, a consumer is likely to experience the dissonance that comes from noticing that other brands would have been just as good, if not slightly.

Variety Seeking Behavior: Variety-seeking buying behavior occurs when the consumer is not involved with the purchase, yet there are significant brand differences. In this case, the cost of switching products is low, and so the consumer may, perhaps simply out of boredom, move from one to another. Toothpaste, Shampoo, soft drinks etc are examples.

Habitual Buying Behavior: There are two types of low-involvement purchases. Habitual buying behavior occurs when involvement is low and

differences between brands are small. Consumers in this case usually do not form a strong attitude toward a brand but select it because it is habitual for them to depend or rely on that brand.


THE BUYER DECISION PROCESS
The "Buyer Behavior" of a typical 651+ cc motorcycle customer.
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The "Buyer Behavior Model" shown above is one of the concepts taught to Marketing Students in the MBA course. The model has been seen to be quite effective in explaining the "Buyer Behavior" in those buying decisions in which there is a high level of involvement on the part of the potential buyer that is where the item under consideration is expensive and purchased infrequently.

Typically, the buying decision models comprised five stages:

    • Need/Problem Recognition: The buying process begins with recognition on the part of the buyer that he has a problem or need. Market Research should try to identify what are the factors that make a buyer go for a 651+ cc bike. Factors like price, looks/styling, re-sale value will be always there. What is better than Harley Davidson in this case.



    • Information search: According to Marketing Guru, Philip Kotler, information sources fall into 4 categories.
      # Personal Sources (family, friends etc.)
      # Commercial Sources (Auto Magazines, Promotional Materials)
      # Public Sources (Newspapers, TV Commercials, Internet)
      # Experiential (Handling, Using the product)
      Based on 

the information gathered, a buyer will arrive at an "Evoked or Choice Set" from the bikes available in the market. According to me, it is here where the Harley Davidson fails to make it to the "Evoked or Choice Set" of most customers looking for a 651+ cc bike in America. AS competitive brands offer cheaper than them but again if it is a native and naïve buyer he or she will definitely go for Harley Davidson.
    • Evaluation of alternatives: In this case instead of being worried The company offers the most ranged variations for its consumers for which Customers are lost within the models instead of going to a different brand.
    • Purchase Decision: The buyer easily gets motivated to earn a lifestyle while buying a motorcycle.
    • Post purchase Behavior: Harley Davidson has the most interactive communication with its customers. There are communities like Harley Davidson groups, events to entertain he riders, Branded accessories and after sales service in every segment the company is number one.
Objective.4. Describe the adoption and diffusion process for new products.
The growth rate and total sales level of new products rely heavily on two related consumer behavior concepts: the adoption process and the diffusion process.
Usual consumer goes through when learning about and purchasing a new product. The process consists of these stages:
1. Knowledge: A person learns of a product's existence and gains some understanding of how it functions.
2. Persuasion: A person

forms a favorable or unfavorable attitude about a product.
3. Decision: A person engages in actions that lead to a choice to adopt or reject a product.
4. Implementation: A person uses a product. Test ride for Harley Davidson.
5. Confirmation: A person seeks reinforcement and may reverse a decision if exposed to conflicting messages.
[pic]Product Diffusion Curve
Consumers can be grouped according to how quickly they adopt a new product. On the one extreme, some consumers adopt the product as soon as it becomes available. On the other extreme, some consumers are among the last to purchase a new product. As a whole, the new product adoption process can be modeled in the form of a bell-shaped diffusion curve similar to the following:

New Product Diffusion Curve
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Defining bins one standard deviation wide about the mean, five different product adoption groups can be defined:
    • Innovators - well-informed risk-takers who are willing to try an unproven product. Innovators represent the first 2.5% to adopt the product.
    • Early adopters - based on the positive response of innovators, early adopters then begin to purchase the product. Early adopters tend to be educated opinion leaders and represent about 13.5% of consumers.
    • Early majority - careful consumers who tend to avoid risk, the early majority adopts the product once it has been proven by the early adopters. They rely on recommendations from others who have experience with the product. The 

early majority represents 34% of consumers.
    • Late majority - somewhat skeptical consumers who acquire a product only after it has become commonplace. The late majority represents about 34% of consumers.
    • Laggards - those who avoid change and may not adopt a new product until traditional alternatives no longer are available. Laggards represent about 16% of consumers.
For this discussion, the term "consumers" represents both individuals and organizations.
The rate of adoption depends on many factors, including:
    • perceived benefits over alternative products
    • communicability of the product benefits
    • price and ongoing costs
    • ease of use
    • promotional effort
    • distribution intensity
    • perceived risk
    • compatibility with existing standards and values
    • divisibility (the extent to which a new product can be tested on a limited basis)
Even if a product like Harley Davidson offers high value to the customer, the firm nonetheless faces the challenge of convincing potential customers to try the product and eventually to adopt it. The product diffusion curve is partly responsible for the product life cycle, which calls for different management strategies that depend on the product's stage in the life cycle.
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