
23.13 Review
23.13.1 Key knowledge summary
23.2 Business influences on consumer decisions• Four main factors influence consumer purchasing decisions: psychological, sociocultural, economic

and government factors.• Psychological factors that influence consumer choice include perception, motive, attitude and
personality.• Sociocultural factors that influence consumer choice include family, peer groups, social class and
culture.• Marketing campaigns are designed specifically with consumer attitudes in mind.

23.3 Consumer choice, attitude and preference• The decisions consumers make can affect not only their own lives but also the viability of businesses
and markets.• Businesses and companies go to considerable lengths to understand consumer attitudes and desires.• Consumers need to be aware of the various strategies employed by businesses.• Some businesses and companies may indulge in unethical behaviour.

23.4 Making major purchases• Consumers should conduct thorough research on companies and the products they offer.• Before making a major purchase such as a car, you need to decide exactly what you want. It is crucial
that you conduct proper research on the car itself and the method of payment you choose to purchase
that car.

23.6 Innovation• Businesses seek to build or create a competitive advantage, often through innovation, to improve their
profit margins.• Product innovation occurs when a new product is created or an existing product is improved.• Process innovation occurs when changes and improvements are made to the production process of a
product or service.• Open innovation involves the use of internal and external ideas to support the business in improving its
processes or products.

23.7 Emerging techniques• Businesses can use emerging techniques — such as social media, blended marketing, and open
innovation — to gain an advantage over competitors.• Using social media to interact with customers directly and promote products, and making use of online
and offline marketing techniques (blended marketing), can improve the competitiveness of a business.

23.8 Pursuing competitive advantage• Reducing the price of the product or reducing costs (by restructuring, increasing production capacity
or working more efficiently) can achieve a lower cost product.• Differentiation can be achieved by offering a product that stands out as being unique or offering
superior value through such means as packaging, marketing, quality or speed of delivery.

23.9 Strategies to create competitive advantage• Businesses use strategies such as offering a lower cost product or a differentiated product to create a
competitive advantage. Implementing efficient internal operations strategies or investing in research
and development can support the business in introducing these strategies.
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23.10 Corporate social responsibility and competitive advantage• Business strategies based on corporate social responsibility can also increase competitive advantage by
improving reputation.• Socially responsible strategies include managing staff appropriately, sourcing raw materials from
sustainable sources, managing the customer relationship appropriately and conducting a social report.

23.13.2 Reflection
Complete the following to reflect on your learning.

23.13 ACTIVITIES
Revisit the inquiry question posed in the Overview:
1. Now that you have completed this topic, what is your view on the question? Discuss with a partner. Has

your learning in this topic changed your view? If so, how?
2. Write a paragraph in response to the inquiry question outlining your views.

Interactivity Influencing consumers: Innovation and competition in the marketplace (int-xxxx)

eWorkbooks Reflection (doc-xxxxx)

Crossword (doc-xxxxx)

KEY TERMS
bias showing favouritism towards one entity over another
blended marketing a mix of internet and traditional marketing methods
boycott choosing to avoid the purchase of particular products or brands for ethical, moral or political reasons
capital physical resources owned by a business and used in production, including factories, machinery and

equipment
competitive advantage occurs when a business is able to produce and sell goods or services better than its

competitors
competitive market a market where a large number of businesses compete with each other to satisfy the

demands of a large number of customers
consumer attitude a person’s overall feeling about an object or activity
corporate social responsibility a duty for management to take into consideration the broader social welfare of

the community, including its people and the environment, when making business decisions
culture all the learnt values, beliefs, behaviours and traditions shared by a society
demand the amount of a particular good or service that a customer will want to purchase at a given price
differentiation making a product stand out by providing unique or superior value to customers in comparison

with competitors’ products
ethical consumerism making a purchasing decision based on a company’s values and behaviours
innovation adding a new product (which can be a good or a service) to an existing product line, or significantly

improving an existing product or process
inputs the resources — including materials, equipment and labour — used in the process of production
invention the development of something new
inventory the goods and materials held as stock by a business
just-in-time an inventory system that ensures the correct materials arrive just as they are needed in the

operations process
loan the temporary lending of money, usually by a financial institution
marketing the process of planning and executing the development, pricing, promotion and distribution of

products to create exchanges that satisfy individual and organisational objectives
materials management an operations strategy that manages the use, storage and delivery of materials to

ensure the correct number of inputs is available to the operations system when required
Pdf_Folio:45

Jacaranda Humanities Alive 10 Victorian Curriculum Second Edition, Topic 23

UN
CO
RR
EC
TE
D
PA
GE
PR
OO
FS

D.Ravi kumar
Sticky Note
Marked set by D.Ravi kumar

D.Ravi kumar
Sticky Note
Marked set by D.Ravi kumar



motives the reasons why individuals do something
open innovation the use of internal and external ideas by a business to improve its processes or products
operations the area of a business that consists of all the activities engaged in producing goods and services
output the end result of a business’s efforts; the good or service that is delivered or provided to a consumer
peer group a group of people with whom a person closely identifies, adopting their attitudes, values and beliefs
personality a collection of all the behaviours and characteristics that make up a person
process innovation when changes and improvements are made to the production process of a product or

service
product innovation when a new product is created or an existing product is improved
productivity a measure of efficiency; the amount of output produced compared to the amount of input required

in production
profit margin an indicator of the financial health of a business, expressed as a percentage, that measures the

amount of profit that a business earns from the sales of its product
profit what remains after all business expenses have been deducted from the money that has been collected

from selling goods and services
psychological factors influences within an individual that affect their buying behaviour
quality the degree of excellence of goods or services and their fitness for a stated purpose
research and development (R&D) activities undertaken to improve existing products or create new products
roadworthy certificate official proof that a used car has been properly tested and is safe to operate and drive
social media the websites, platforms and applications that enable users to interact in virtual networks and

communities and create, share or exchange information and ideas
social report a report outlining what a business has done, and is doing, to meet its corporate social

responsibilities
sociocultural influences forces exerted by other people that affect customer behaviour
stamp duty a compulsory fee (a percentage of the total purchase price) charged by state governments
technology the use of scientific knowledge to develop machinery, equipment and devices designed to solve

business problems

Pdf_Folio:46

Jacaranda Humanities Alive 10 Victorian Curriculum Second Edition, Topic 23

UN
CO
RR
EC
TE
D
PA
GE
PR
OO
FS


