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ABSTRACT

In this research, it has been aimed to the determination of the factors affecting consumer behaviour and
trend. This research was made on the undergraduate students who continue their education in different faculties
and departments in Bingol University in the academic year 2013-2014. Consisting of open-ended and closed-
ended a total of 10 question survey study prepared by the researcher was administered to the students. 72
female and 88 male the total 160 students participated in this study. The students who participated in the study,
was selected by random sampling method. Subtracting the frequency of the data obtained, the articles were
interpreted separately. In this study, the consumption tendency of the students is effected by which factors more?
Could the effect of these factors be changed according to their gender, department, age, grade level, the place
where they grew up etc.? What is the cause of these differences and what are the results? It has been sought the
answers such questions. Human psychology and economics are two different disciplines which are intertwined
each other. As the main actors in the economy, the behaviour of individuals, attitudes, expectations, emotions and
feelings, preferences and decisions are important in terms of economics. Part of studies on the relation between
psychology and economics focus on consumer psychology and consumer behaviour. In this context, has
emerged economic psychology.

Key words: Undergraduate Students, Consumption, Consumer Tendencies, Consumer Behaviours,
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1. INTRODUCTION

In everyday life, individuals are under the influence of several factors in their choise. Both of the interests
of Economics and psychology are based on people. While Economics is focusing on the people’s economic
preferences, decisions and choices; on the other hand, the psychological science is concerned with the human
behaviours and the causes which underlying of this behaviour. Economics is interacting with the psychological
science in terms of issue the individuals' economic preferences, consumption habits and etc. Human behaviours
are based on the biological, psychological, social and cultural foundations. Each observed behaviour, if it is not at
the same level in all individual, is influenced by all of the main factors and several other factors. (Ozguven, 2003;
Ozkalp & Kirel, 2010). Nowadays, daily life begins to form around the consumption with increasing the mass
production, metarialization of the social values and increasingly proliferation of the consumption culture (Penpece,
2006).Nowadays social media has become a phenomenon and is a new source which provides enhancing and
strengthening the impact on consumer's creativity. Along with the strengthening of consumer, as the main effects
which influencing the consumer behaviour, traditional media and the concept of the oldest form of marketing
started to lose their power. (Gillin, 2007; Constantinides & Fountain, 2008). All the steps form Customer
Relationship Management to the Marketing Mix, people purchased, while buying the issue that need to be
dominant, carry on in all stages, is the matter of consumer psychology for both seller and purchaser
(http://lusem.uskudar.edu.tr). According to Daghfous and others model (1999), the consumer's personal values
from various cultures are also different. Understanding consumer behaviour, solving the consumer are never so
simple. Consumers can identify their needs and desires but they may behave differently. They may not be aware
of the deep-seated urge (Ergul, Saygin & Tosten, 2013; Cakir, 2007 ; Erden, 2007). In any environment and
context where human existence is discussed, it is being accepted that there are too many stimulus beyond
measure (Eroglu, 2007). Leaving marked on the development of psychology Sigmund Freud is the one of the
theorist. According to Freud, unconscious processes have an important in the formation of human behaviours
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(Brenner, 1998). According to Fustier (1974), the importance of the subconscious is also important in coming out
the human behaviours. Even if every event in an individual's life is insignificant they could have in their memory.
In order to maintaining people's physical, social and cultural assets, improving the quality of life, it is possible by
eliminating the need for unlimited fulfilment of these needs require in an economic activity. Human behaviour is an
image that reflects the knowledge perceived by the brain. Consumer behaviour is not just a result of the effects in
environment, an individual's personal characteristics affect the consumer behaviour. In modern marketing
concept, the relationship with the customer continues after the sale (Solomon, 2009; Bilge & Goksu, 2010).

1.1. Consumption and Consumer Concepts

According to Bakirci (1999) consumption is the final process of the economic activities after a production
and exchange of goods; according to Bannock and the others (1987) consumption is an event that using the
resources in a given time interval for “people's satisfaction current needs and wishes. Consumer behaviour is one
of the main subjects of marketing science. Costumer's buying behaviour may vary according to different
demographic factors. The costumers who have different age, gender, education level, geographic location,
occupation or income, may be found in the behaviour with purchasing similar or different based on these features
or using of social media. Consumer behaviours are concerned with the specific types of human behaviour in the
buying context. Consumer behaviour is linked to the principles of micro-economics benefits and satisfaction
(Durmaz, 2008). Nowadays, there are the opinions are available that the concept of consumer should be
classified in two main groups as “individual” and “organizational”. “Individual Consumer” is the individual who
carries out purchasing activities with the aim of consumption the product for himself or household; “Organizational
Consumer” is a person or an organization who purchase the product which is sold in the market in order to
produce (Konya, 1996; www.enfal.de/sosyalbilimler ).

When consumers purchase any product consumption their behaviour and decisions; “individual factors”
are affected by the (perception, learning and memory, motivation, emotion, personality and lifestyle, attitudes,
rational and non-rational thinking, self, skills / abilities) and "social-cultural factors" (group influence, family
influence, social class, cultural influence, diffusion of innovations, norms of behavior, socialization) (Bilge &
Goksu, 2010; Kararlar, 2005; Koc, 2011; Odabasi & Baris, 2008; http://www.tml.web.tr). According to Levy (2005),
the factors affecting consumer decisions are the reference group membership, environmental influences, cultural
and psychological elements.

1.2. Consumer Buying Process
Consumers' purchasing decision-making is a process that consists of five stages.

Defining the problem

Knowledge quest

Assessment of alternative

Purchase

Post-purchase evaluation (Koc, 2011; Odabasi & Baris, 2008).
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1.3. Consumer and Consumer Behaviour

According to AMA (2006), consumer; in general, is used in the meaning of the final user or buyer or
decision-maker of the goods, service and ideas. According to Islek (2012), “the purchaser and user of goods and
services”; according to Karabulut (1989) consumer is the all possible buyers who purchase goods and service or
buying capacity in the market. The other definition of a consumer is the real person who is the buyer or in the
buying capacity of the marketing mix(goods, price promotion, distribution) in order to satisfy his and his family's
request, needs and desires (www.satisteknikleri.org ; www.wikiturk.net).

Consumers' understanding of the decision-making constitutes common points of the study of the consumer
behaviours (Cabuk & Yagci, 2003). According to AMA, consumer behaviour is “in order to carry out the various
aspects of people's lives, the environment, behaviour, cognition, and a dynamic interaction effects " or " open acts
of consumers ";according to Akturan (2007) “what, where, how, when and why the consumers buy”;according to
Odabasi & Baris (2002) “decisions to purchase and use particularly economical products and services of the
people and their related activities”; according to Solomon(2009) in order to meet peoples' and groups' needs and
desires prefer the good, service, idea or experiences, all the behaviours in the process of use or give them up”;
according to Walkie (1994) “about the consumers purchasing decision, what to buy why to buy, purchase way of
marketing, design of the products and services”; according to Ozkalp & Kirel (2010) “all of the decisions about to
buy and to use particularly economical goods and services and activities related to it’; according to Penpece
(2006) “the process about to produce the goods or service all the request of consumer and offer to the consumer”;
according to Abacilar (2006) and Penpece (2006) the decisions of the people to purchase and to use especially
economical goods and services and the activities associated with it”; according to Islek (2012) consumer
behaviour is a “complex and dynamic process”. Consumer behaviour includes to purchase and not to purchase in
order to satisfy only the needs in the behaviour of the people (Bilge & Goksu, 2010; Islamoglu & Altunisik, 2008 ;
www.tml.web.tr ).

Identifying the needs and expectations of the consumers and the marketers who continue their activities in
order to satisfy, will be succeed if the consumers are satisfied. The case underlying in success is to determine
who is the consumer and which product or service he will request and require. Identifying demands and
expectations of the consumer and in this direction offering the goods and services are the one of the most critical
steps on the way to achieve this goal. But, because of the consumers' personal and social values are different
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from each other, buying behaviour is encountered with rather complex behaviour. Consumer behaviour is a
process belonging to the decisions that which good and service to buy, from who, how, from where and when to
but or not to buy. In order to materialize any of consumer behaviour, it is required a driving force to actuate the
consumer. By reason of the fact that consumer behaviour is affected by too many variables, consumer behaviour
is not always clear. It is difficult to explain and understand consumer behaviour. Why different consumers are
buying different products? What is the most effective way that a consumer goes to buy a product? What is the
impact of the advertisements in the influencing the behaviours of the consumers? There are seven key consumer
behaviours: these are "motivation, decision-making activities, process, timing and complexity, roles, and external
factors (Koc, 2011; Bilge & Goksu, 2010: 54; Kararlar 2005:7; Odabasi & Baris, 2008; Wilkie, 1986).

2. METHOD

2.1. Participants

In this study it has been intended to identify the affecting consumer behaviours and trends. The research
was conducted on students who continue their education in different departments of the Bingol University in the
academic year 2013-2014. The research was conducted on a total of 160 students of which are 72 (45%) female
students and 88 (55%) are male students.

2.2. Instruments

The research is a general screening model. The subjects participated in the study are determined random
cluster sampling method. A total 10 questions questionnaire, consisting open-ended and closed-ended questions
prepared by the researcher, was conducted on the students. In order to determine the demographic
characteristics, the questions are related to the faculty of the students, their class, age, income level, family
monthly income, personal monthly expenses and number of their siblings.

2.3. Process and Data Analyses

This research consists of the theoretical and practical part and it is intended to determine the factors
influencing consumer behaviours. Studies in the theory section; literature survey was conducted with relevant
consumption, consumer, consumer behaviour and consumer purchasing process. Studies in the research section;
a questionnaire, in order to determine the factors that affects consumer behaviour, was carried out to the
university students. First, the aim of the research is explained to investigators. The data was obtained gathering
the responses of 160 university students. The materials were reviewed separately in the table by subtracting the
frequency and percentages of the data. The frequency and the percentage values of the data obtained form the
survey were measured.

3. FINDINGS
The findings of the study and the comments are presented in tables below:

Table 1. Findings and comments relating to the influence of
what do the shoppers do more in their consumption

Female Male General Total
Question1) What is the influence in your consumption?

f % f % f %
Advertisements (TV, internet, newspaper, magazine, brochure etc.) 26 36.1 36 40.9 62 38.7
My own personal choice and requests 16 222 20 22.7 36 225
Family 14 19.4 13 14.7 27 16.8
Friend environment 11 15.2 11 12.5 22 20.6
Other 5 6.9 8 9.09 13 13.1
Total N=72 %100 N=88 100,0 N=160 100,0

As it can be seen In Table 1 above, it is stated that 36.1% of female students and 40.9% of male students
and the 38.7% in total are under the influence of the advertisements in theirs consumptions. Their specific
preferences and requests (22.5%), family influence (16.8%), friends (20.6%) and the influence of other factors
(13.1%) are following the first one. According to these results, we can say that mass media is affecting heavily the
consumption preferences of the individuals. Social media has found a place in people's daily routines and it has
become with each passing day more and more number of people that use a set of tools.
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Table 2. The findings and comments relating to goods and services that
the consumers are consuming and spending in the order

Question: 2) What do you spend the most of your Female Male General Total
money on respectively for your consumption? f % f % f %
Food products 17 23.6 21 23.8 38 23.7
Clothing 12 16.6 15 17.0 27 16.8
Personal care 10 13.8 13 14.7 23 14.3
Health 9 125 11 125 20 125
Education, entertainment, culture 8 11.1 10 11.3 18 11.2
Communication 7 9.7 8 9.0 15 9.3
Transportation 6 8.3 6 6.8 12 7.5
Total N=72 %100 N=88 100,0 N=160 100,0

As it can be seen in Table 2 above, 23.6% of female students, 23.8% of the male students and 23.7% in
total are making the most of their expenses on the food products in their consumption. Clothing (16.8%), personal
care (14.3%), health (12.5%), education, entertainment, culture (11.2%), communication (9.3%), transportation
(7.5%) and other expenses (4.3%) are following the first one. According to this result, as it is stated in Maslow's
hierarchy of needs, the physiological requirements have the priorities. This is followed respectively by the social
needs.

Table 3. The findings and comments relating to certain activities before the buying of the consumers

Question 3: What kind of activities do you do respectively Female Male General Total

before buying the products that you consume? f % f % f %
| am looking for a product in electronic media. 19 26.3 24 27.2 43 26.8
| watch the advertisements. 14 19.4 17 19.3 31 19.3
| look around the stores. 12 16.6 15 17.04 27 16.8
| get information from the sales staff. 10 13.8 12 13.6 22 13.7
| consult to my parents opinions. 9 12.5 11 12.5 20 12.5
Other factors 8 11.1 9 10.2 17 10.6
Total N=72 %100 N=88 100,0 N=160 100,0

As it can be seen in Table 3 above, 26.3% of female students, 27.2% of the male students and 26.8% in
total it is indicated that they are looking for the information about the product that they want to buy before buying it
in the electronic media. The effect of the advertisements (19.3%), to wander the shops (16.8%), receive
information from sales staffs (13.7%), receiving the opinion from the family members (12.5%) and other factors
(10.6%) are following the first one above. This situation today communication technologies are developing, we
can say that people are oriented to consumption by influencing more from the internet and the web tools.

Table 4. The findings and comments on what time do the people shopping and
how much time they spend on the shopping

Question: 4) what time and day do you go your shopping? Female Male General Total
f % f % f %
| usually do on the weekends and | save about 3 hours. 32 44 .4 42 47.7 74 46.2
| usually do on weekdays and | save about 1 hour. 21 29.1 31 35.2 52 325
| do randomly. 19 26.3 15 17.04 34 21.2
Total N=72 %100 N=88 100,0 N=160 100.0

As it can be seen in Table 4 above, 44.4% of female students, 47.7% of the male students and 46.2% in
total it is indicated that they are doing their shopping on the weekends. | usually do during the weekdays (32.5%)
and | do randomly (21.2%) are following the first one above. We can link the fact that people go shopping with
family members or close friends on the weekend makes it too busy. While shopping men spend less time, decide
immediately right after entering the store, and women move less goal-oriented and go their shopping having a
pleasure in the stores. In the meantime, women shopping in one hand and on the other hand they have the
tendency to collect the information which may be necessary in the future. Even though women do not intend to
buy anything, they can walk in a store for a long time, taste, try, mix the products and they have the tendency to
discover new brands.
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Table 5. The findings and comments relating on the consumers prefer
whether branded products or not in their consumption

Question: 5) Do you prefer to buy branded products in your Female Male General Total
shopping? Is it important for you to use branded products? f % f % f %
Yes, | prefer. This is very important for me. 40 55.5 49 55.6 89 55.6
No, consuming the branded product is not my priority. 17 23.6 20 227 37 231
| decide that based on the situation. 12 16.6 15 17.0 27 16.8
I'have no idea. 3 4.1 4 45 7 4.3
Total N=72 %100 N=88 100,0 N=160 100.0

As it can be seen in Table 5 above, 55.5% of female students, 55.6% of the male students and 55% in
total it is indicated that they prefer the branded products in their consumption. Consuming the branded product is
not my priority (23.1%), | decide that based on the situation (16.8%), | have no idea (4.3%) are following the first
one above. According to this result, we can say that consumers pay close attention to the choice of branded
products and they want to use branded products. Using the branded product poses an important place in the
university youth.

Table 6. The findings and comments regarding the consumers use the credit card whether or not in
their consumption and whether the credit card increases the consumption or not

Question: 6) Do you use credit card in your consumption? Do you Female Male General Total
think that using the credit card causes the surplus consumption? f % f % f %
Yes, | am using credit card and | think that it is effective in surplus

consumption. 45 55.5 49 55.6 94 58.7
Yes, | am using credit card but | do not think it is effective in

consumption. 16 23.6 20 22.7 36 225
No, | do not use. 9 16.6 15 17.0 24 15

I have no idea. 2 4.1 4 4.5 6 3.75
Total N=72 %100 N=88 100,0 N=160 100.0

As it can be seen in Table 6 above, 55.5% of female students, 55.6% of the male students and 58.7% in
total they use the credit card and they indicate that credit card is effective in the surplus consumption. Yes, | am
using credit card but it is not effective in surplus consumption (22.5%), those do not use the credit card (15%) and
undecided (3.7%) are following the first one. According to these results, a majority of young people are a credit
card user, it hey also stated that credit card is effective in the surplus consumption.

Table 7. The findings and comments regarding as a conscious
consumers whether perceiving themselves or not

i . i Female Male General Total
Question: 7) Do you think that you are a conscious consumer?
f % f % f %
Yes, | am a conscious consumer. 35 48.6 53 60.2 88 55
No, | am not a conscious consumer. 27 375 26 29.5 53 33.1
I am a undecided. 10 13.8 9 10.2 19 11.8
Total N=72 %100 N=88 100,0 N=160 100.0

As it can be seen in Table 7 above, 48.6% of female students, 60.2% of the male students and 55% in
total they think that they are a conscious consumers and they also indicated that they pay attention to that in their
consumption. No, | am not a conscious consumer (33.1%) and | am a undecided (11.8%) are following the first
one above. We can explain that male students are more conscious then female students could be explained with
psychological and emotional state of the girls. In the materialized social environment the consumption has
become both an item of the culture and a part of the identification.

4. DISCUSSIONS

According to the assumptions of the theory of consumer, the propulsive force is personal interests in the
consumer behaviours. However, there are many factors which determiners consumer behaviours. Not only the
economic factors, like many others, the demographic factors, sociological and psychological conditions affect the
consumption and can guide to consumer decisions and behaviours. A lot of theoretical and empirical work done
on the consumer behaviours have been done without giving a space in the social structure and psychological
structures (Bakirci, 1999). Psychology is a very important branch of science in terms of showing complex
processes underlying human behaviours. On the basis of human behaviour may play different roles in many
different motives. An interdisciplinary approach that is characteristic of consumer behaviour issues are witnessing
the joint research done by scientists in different subjects (Ozkap & Kirel, 2010; www.tuketiciler.org). We can see
that the causes of the human behaviours are explained in different ways by various theorists. For example,
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Abraham Maslow placed the needs on the basis of an individual behaviours and he arranged these needs in a
hierarchical structure. Taken as the basis of the human behaviour needs not only includes the physiological
needs and also included the social needs. Behind the human behaviours, there is a complex and uncertain
process. Childhood memories, subconscious and various requests such as these many factors are shaping
people's behaviour and choices (Calik & Duzu, 2009). Collecting the scientific, systematic and planned data about
the consumers and their needs and desires to produce the products and services that companies are required to
be able to survive and grow. When we consider personal values which shapes people's behaviours, are an
important factor; individuals, as a consumers, who have the personal values will be inevitable to be effected in the
process of buying. From the survey results, it has been understood that consumers' personality values are the
important factors and deal with the new products and services introduced to the market and buy and use them
(Uzkurt, 2007). Nowadays, direct experience leaves its place increasingly to the technically supported and
influenced perceptions with the impact of the new online media. According to this, as a result of sharing in social
media people are witnessing more the others peoples' experiences day by day and, as a result of this testimony,
people have a new and differentiated perception. Nowadays, communication technologies are quickly developing.
This development means that people use more the internet and web tools. The most important of these tools is
the social media (Van Dijk, 2006; Islek, 2012). When reviewing the literature related to the research, it has been
seen that the research which effects the consumer behaviours, has been done mostly by quantitative methods. In
this sense, it has been recommended to use qualitative research methodically patterns which provides more in-
depth analysis.
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