
8 In�uencing consumers
8.1  Overview
Numerous videos and interactivities are embedded just where you need them, at the point of learning, in your 
learnON title at www.jacplus.com.au. They will help you to learn the content and concepts covered in this topic.

8.1.1 Introduction
It’s a competitive world out there. Every business must �nd strategies that will enable it to survive. A business 
competes with other businesses to sell products in a market. If a business cannot sell its product to customers, 
it will not last for very long.

Many traps and dangers exist for businesses and consumers. These dangers are even more signi�cant for the 
unaware and inexperienced. Businesses often ‘hunt’ consumers, using tactics that can be ethical and, at times, 
unethical. Consumers have to be conscious of these tactics before short-term and long-term �nancial decisions 
and choices are made.

Businesses also need to be wary of dangers. In the evolving global economy, there is an increasing number 
of competing businesses. Only the strongest and most savvy businesses will survive in this competitive 
environment. For these reasons, it is crucial that both businesses and consumers understand the markets in 
which they exist. This includes being aware of the movement of money, budgets, marketing tactics and product 
pricing, and being familiar with investing money and purchasing goods.

People may think they make consumer choices on their own, but how do businesses in�uence and  
attract customers?

FIGURE 1  Businesses need to try to differentiate themselves from their 
compertitors and convince consumers to purchase their products.

Resources

eWorkbook Customisable worksheets for this topic (ewbk-6079)

Video eLesson The relationship between businesses and consumers (eles-2384)
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8.2  Business in�uences on consumer decisions

8.2.1 The power of advertising
Be honest: when you look at FIGURE 1, which soft 
drink do you think of? Ask your classmates. If you said 
Coca-Cola, this advertising campaign was successful. 
The image was indeed part of a campaign run by 
global soft-drink giant Coca-Cola. Besides the shape 
of the silhouette, there is nothing to suggest this is an 
advertisement for Coca-Cola. There are no colours and 
there are no logos. Yet you instantly think of Coca-
Cola’s product. This advertisement is only successful 
because of previous marketing campaigns run by the 
company. For more than 100 years, Coca-Cola has 
dominated the soft-drink market. The company’s creative and distinctive marketing strategies have been a 
key reason for its market position. Advertising and marketing have incredible power and in�uence over our 
lives and the decisions we make as consumers. Let’s examine why businesses need to consider consumer 
behaviour before they develop their advertising and marketing strategies.

8.2.2 Factors in�uencing consumer decisions
As shown in FIGURE 2, four main factors in�uence consumer purchasing decisions.

Psychological in�uences
Four main psychological factors in�uence consumer choice.
 1. Perception. As individuals, we often act on our perceptions of reality rather than 

reality itself. Consequently, marketers are extremely aware that they must create 
a positive or favourable perception of their product in the mind of the consumer. 
Consumers will not normally purchase a product they perceive as being of poor 
quality or inferior to similar brands.

LEARNING INTENTION

By the end of this subtopic you will be able to identify and explain factors that in�uence major consumer 
decisions.

FIGURE 1  Which soft drink do you think of 
when you see this silhouette?

• Perception • Family and roles
• Peer group
• Social class
• Culture and
   subculture

• General
   economic
   conditions

• Laws
• Regulations• Motives

• Attitudes
• Personality

Influences on consumer choice

Psychological Sociocultural Economic Government

FIGURE 2  The four main factors in�uencing consumer choice

psychological factors    in�uences 
within an individual that affect 
their buying behaviour

quality    the degree of excellence 
of goods or services and their 
�tness for a stated purpose

250 Jacaranda Humanities and Social Sciences 10 for WA Second Edition

c08InfluencingConsumers.indd   250 25/08/20   1:37 PM

UNCORRECTED behaviour before they develop their advertising and marketing strategies.

UNCORRECTED behaviour before they develop their advertising and marketing strategies.

Factors in�uencing consumer decisions

UNCORRECTED 
Factors in�uencing consumer decisions

, four main factors in�uence consumer purchasing decisions.

UNCORRECTED 
, four main factors in�uence consumer purchasing decisions.

UNCORRECTED 

UNCORRECTED 

UNCORRECTED 

•

UNCORRECTED 

• Perception

UNCORRECTED 

 Perception
•

UNCORRECTED 

• Motives

UNCORRECTED 

 Motives

UNCORRECTED 

UNCORRECTED 

UNCORRECTED 

UNCORRECTED 

Psychological Sociocultural

UNCORRECTED 

Psychological Sociocultural

UNCORRECTED 
 The four main factors in�uencing consumer choice

UNCORRECTED 
 The four main factors in�uencing consumer choice

PAGE 
dominated the soft-drink market. The company’s creative and distinctive marketing strategies have been a 

PAGE 
dominated the soft-drink market. The company’s creative and distinctive marketing strategies have been a 
key reason for its market position. Advertising and marketing have incredible power and in�uence over our 

PAGE 
key reason for its market position. Advertising and marketing have incredible power and in�uence over our 
lives and the decisions we make as consumers. Let’s examine why businesses need to consider consumer PAGE 
lives and the decisions we make as consumers. Let’s examine why businesses need to consider consumer 
behaviour before they develop their advertising and marketing strategies.PAGE 
behaviour before they develop their advertising and marketing strategies.PAGE PROOFS

PROOFS

PROOFS

PROOFS

PROOFS Which soft drink do you think of 

PROOFS Which soft drink do you think of 



2. Motives. The main motives that in�uence consumer choice include comfort, health, safety, ambition, 
taste, pleasure, fear, amusement, cleanliness and the approval of others. As it does with a consumer’s 
perception of the product, so advertising also attempts to in�uence an individual’s motives to choose a 
product.

3. Attitude. Consumer attitude towards a business and its products generally in�uences the success or 
failure of the business’s marketing strategy.

4. Personality. To some extent, personality in�uences the types and brands of product that a person buys.

Sociocultural in�uences
There are four main sociocultural in�uences that affect consumer choice:

1. Family and roles. All of us occupy different roles within the family and groups in the wider community. 
These roles in�uence buying behaviour. Although women’s roles are changing, market research shows 
that most women still make buying decisions related to, for example, healthcare products, food and 
laundry supplies.

2. Peer groups. A consumer’s buying behaviour may 
change to be more in line with that person’s peer 
group, beliefs and attitudes.

3. Social class. In our society, the factors generally 
used to classify people are education, occupation 
and income. Social class, therefore, in�uences 
the type, quality and quantity of products that a 
consumer buys.

4. Culture and subculture. Culture in�uences buying 
behaviour because it in�ltrates all that we do in 
our everyday life. It determines what people wear, 
what and how they eat, and where and how they 
live. Subcultures differentiate themselves from a 
larger culture to which they belong (for example, 
goths are a subculture).

Economic in�uences
Economic forces have an enormous impact on consumers’ willingness and ability 
to spend. During an economic boom, for example, consumers are willing to spend 
because they feel secure about their jobs and source of income. During a recession, 
consumer spending falls to a very low level.

Government in�uences
Governments use a number of economic policy measures to in�uence the level 
of economic activity. These policies directly or indirectly in�uence consumers’ 
spending habits.

Of more direct and immediate impact is the in�uence of government regulations. 
Laws dealing with misleading and deceptive advertising, for example, protect 
consumers and in�uence business practices.

8.2.3 What is marketing?
Marketing is more than selling a product. It is the whole process of providing goods 
and services to satisfy the needs and wants of consumers at the right place and time, 
using the right promotions. A catchy de�nition of marketing is ‘the right product, 

FIGURE 3  Buying behaviour may change to be 
more in line with peer group beliefs and attitudes.

motives    the reasons why 
individuals do something

consumer attitude    a person’s 
overall feeling about an object or 
activity

personality    a collection of all the 
behaviours and characteristics 
that make up a person

sociocultural in�uences    forces 
exerted by other people that 
affect customer behaviour

peer group    a group of people 
with whom a person closely 
identi�es, adopting their attitudes, 
values and beliefs

culture    all the learnt values, 
beliefs, behaviours and traditions 
shared by a society

marketing    the process of 
planning and executing the 
development, pricing, promotion 
and distribution of products to 
create exchanges that satisfy 
individual and organisational 
objectives
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in the right place, at the right time, at the right price’. This is 
sometimes called the 4Ps: product, price, place and promotion.

Successful marketing needs to involve the following elements:
 • research — gathering information from potential consumers 

about their wants and needs
 • publicity — providing information about a new product or 

service
 • promotions — assisting the launch of products and services 

(for example, events)
 • advertising — promoting new behaviours (for example, 

anti-litter, Quit campaign, road safety programs)
 • evaluation — �nding out the success of the product or 

campaign.

The following extract is a set of guidelines for marketing a new 
product written by successful entrepreneur Janine Allis, who 
founded Boost Juice.

Everyone in a business needs to know the 
business’s plan, so that all departments work 
towards achieving the business’s objectives. 
Such a plan is referred to as an integrated 
marketing plan.

There is no one set format for developing 
a marketing plan. Each plan will re�ect the 
individual characteristics of the business. 
However, all marketing plans should have two 
features in common:

 • They should be realistic, given the 
business’s present situation.

 • They should be achievable within the 
business’s resources and budgets.

Product Price

PlacePromotion

FIGURE 4  The 4Ps of marketing

ADVICE FROM JANINE FOR ALL BUSINESS PEOPLE

 • Surround yourself with people who have done it before because you will save  
on mistakes and every mistake costs money.

 • Put a promise to the brand.
 • Question whether your company name tells people what you do.
 • Your company name should be something you are passionate about.
 • Your brand should crystallise your message.
 • Clearly identify and promote to your target market.
 • Changing a brand name is costly and can bring angst and heartache.
 • Take what you’ve got but update it to re�ect growth and expansion.

FIGURE 5  Boost Juice 
founder Janine Allis

FIGURE 6  Marketing is not necessarily about selling 
something for a pro�t. For example, you can run a 
marketing campaign for a free concert or a cake stall.
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Target markets
Entrepreneurs aim their products at target markets. These market segments may be determined by age, gender, 
income, occupation, education or geographical location. Marketing analysts break down target markets further 
to show how the types of products and brands purchased re�ect the personality and lifestyle of the user 
(psychographic segmentation). Through market research, such as surveys and telephone marketing, information 
about products and users is gathered. Feedback may reveal information about brand loyalty, or how memorable 
a brand or advertisement is.

Total market for female fashion retailer

Promotion strategies and selling techniques

Segment 1

Female, 40+, high income

Segment 2

Female, 40+, middle income

Target market

Segment 3

Female, 40+, low income

FIGURE 7  Selecting a market segment to be the target market is important. In this example, the fashion retailer 
makes clother for woman over 40 years of age. The clothes are of a reasonable quality but would not be classed 
as ‘designer’ clothes. In this business, female middle-income earners are the main target market.

FIGURE 8  The fashion retailer Sportsgirl has a primary target market of 18- to 25-year-old females, and a 
secondary target marget of 26- to 40-year-old females.
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DISCUSS

Brand loyalty is when customers favour one company’s brand of goods (or services) over a competing brand; for 
example, you may know someone who will purchase only an Apple iPhone as their smartphone. Are there both 
advantages and disadvantages to being loyal to brands?  General capability: Critical and creative thinking

8.2 ACTIVITY

Collect a number of print advertisements from a magazine. Suggest the psychological and/or sociocultural 
in�uence to which each advertisement is appealing.  HASS skills: Evaluating, Analysing
 Economics and Business concept: Making choices

8.2 EXERCISE

To answer questions online and to receive immediate feedback and sample responses for every question, go 
to your learnON title at www.jacplus.com.au.

Check your understanding

 1. Explain what a target market is.
 2. List four factors in�uencing consumer behaviour and give an example of each.
 3. De�ne each of the following terms:
 a. market research
 b. marketing campaign
 c. market segments.

 4. Identify two market segments.
 5. Identify the 4Ps of marketing.

Apply your understanding

 6. Explain two of the 4Ps of marketing.
 7. Think of an advertising campaign you have seen recently and identify how they used the two of the 4Ps of 

marketing you explained in question 6.
 8. Explain how perception and motive in�uence consumer buying behaviour. Distinguish between the 

sociocultural and psychological factors that in�uence consumer choice.
 9. How do peer groups in�uence buying behaviour?
 10. Name some of your own peer groups and suggest how they in�uence your buying decisions.
 11. What two features should all marketing plans have?

For sample responses for every question, go to www.jacplus.com.au.

Learning pathways

LEVEL 1
Questions
1, 2, 3, 6

LEVEL 2
Questions
4, 7, 9, 11

LEVEL 3
Questions
5, 8, 10
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8.3  Consumer choice, attitude and preference

8.3.1 The in�uence of consumers on businesses
Consumers wield incredible power. 
As the purchase of products drives the 
marketplace, businesses �nd themselves 
at the mercy of consumer behaviour. 
If consumers stop buying particular 
products, the consequences can be 
serious and widespread. Businesses 
and retail distributors, as well as the 
manufacturers of components, can lose 
money when consumers change their 
purchasing behaviours. For this reason, 
businesses and retailers must also keep 
their consumers in mind. Let’s investigate 
how consumers can hold companies 
responsible for their activities.

8.3.2 Consumer choices
As we have just learned, the marketplace is a highly competitive environment. Businesses and vendors go to 
extraordinary lengths to win and keep customers. For this reason, it is crucial that consumers and the choices 
they make are protected. There are several organisations in Australia that contribute to ensuring this happens.

The independent organisation CHOICE is one example. Founded in 1959, CHOICE began as a magazine 
published by the Australian Consumers’ Association (ACA). The magazine, as well as the organisation behind 
it, aims to help consumers make wise purchasing decisions. CHOICE was also founded to protect consumers 
against substandard products and services. Today, CHOICE includes an extensive web-based service (choice.
com.au) and  provides comprehensive product tests and reviews. Consumers can use these services to research 
products and compare brands. By using organisations such as CHOICE, consumers are able to make educated 
and informed purchasing decisions.

The Australian Competition and Consumer Commission (ACCC) is another organisation that helps protect 
the rights of consumers. Although the ACCC is a federal government body, it operates independently of any 
political bias. Its role is to regulate and oversee business operations while 
protecting the rights of the consumer. The ACCC monitors and regulates 
competitive marketplaces, ensuring that businesses operate with fair and 
reasonable economic conduct (including the setting of prices). The ACCC also 
provides consumers with independently researched product information. The 
ACCC often holds its own investigations into work and product standards, 
publishing its �ndings for the public to read.

Each state and territory of Australia also has a consumer affairs department. 
These state government bodies ful�l several roles for the ACCC and are avenues 
through which consumers can exercise their rights.

LEARNING INTENTION

By the end of this subtopic you will be able to evaluate the outcomes of buying.

FIGURE 1  Eager customers queuing before the release of the 
latest iPhone

bias    prejudice, leaning towards 
one view of things; showing 
favouritism towards one entity 
over another

operations    the area of a business 
that consists of all the activities 
engaged in producing goods and 
services
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8.3.3 Ethical and environmental consumerism
Consumers have the ability to hold businesses accountable for their ethical and environmental practices. By 
demanding proper business behaviour, consumers have the power to in�uence the standards that businesses 
must meet.

Businesses that violate these ethical or environmental standards can �nd themselves the target of awareness 
campaigns or even boycotts. It is in the best interest of a business to learn and understand the concerns of its 
customers in order to avoid any such action. In fact, businesses can often gain customers by promoting ethical 
behaviour and positive environmental activities.

The booming bottled water industry provides many examples of the effects of ethical consumerism. The  
following case studies demonstrate the potential negative and positive impacts of consumer behaviour on 
businesses.

8.3.4 CASE STUDY: FIJI Water
One of the world’s most popular brands of bottled water, FIJI Water is also the small 
island nation’s major foreign export. An incredible 10 per cent of Fiji’s total export 
income is generated from the bottled water industry. What makes this statistic hard to 
swallow is the fact that 53 per cent of Fijians lack access to clean drinking water. The 

FIGURE 2  The many factors considered by consumers seeking to make ethical purchasing choices

boycotts    choosing to avoid the 
purchase of particular products 
or brands for ethical, moral or 
political reasons

ethical consumerism    making a 
purchasing decision based on a 
company’s values and behaviours
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8.3  EXERCISE 

  To answer questions online and to receive  immediate feedba ck   and  sample  responses for every question, go to 
your learnON title at   www.jacplus.com.au  .  

 Check your understanding 

 1.  How and when did CHOICE Australia begin? 
     2.  List the services that CHOICE provides for consumers. 
     3.  Explain the differences in the ethical and environmental approaches of FIJI Water and Thank You Water and 

how these may affect their consumer base. 
     4.  What does ACCC stand for? 
     5.  Which branch of government controls the ACCC?   

location of the company’s main processing plant also diverts water away from local communities, dramatically 
lowering agricultural production as well as causing environmental damage. These and other criticisms are 
published on the website Shop ethical!, an Australian-based website for ethical consumers. In an effort to 
present consumers with balanced information, this website also promotes any positive activities undertaken by 
the companies in question. Companies such as FIJI Water suffer from negative attention when consumers make 
ethical decisions. In the billion-dollar bottled water industry, this can result in a serious loss of revenue. 

8.3.5  CASE STUDY: Thank You Water  
 At the other end of the bottled water spectrum is Australian 
company Thank You Water. The founders of this company saw 
both a problem and an opportunity with the world’s growing 
preference for bottled water. With the money earned from its 
water sales, the Thank You group funds safe water projects 
across Australia and the world. By actively promoting its ethical 
business activities, Thank You Water has quickly become one 
of Australia’s most popular brands of bottled water. In just four 
years, Thank You Water increased its bottle production from 
40 000 (per year) in 2008 to 320 000 (per year) in 2013. It 
has since gone on to launch numerous other products in their 
personal care and baby care ranges. In this way, the company 
has used consumers’ preferences for ethical and positive 
environmental action to its favour. Through its product sales, 
Thank You Water has given more than $6.2 million to fund 
water access, sanitation and hygiene programs globally.   

  FIGURE 3    Australian company Thank 
You Water uses pro� ts from bottled-water 
sales to fund safe water projects.  

Resources

Video eLesson   Consumer outrage over appalling treatment of chickens  (eles-2439)   

Weblink   Shop ethical!  

Learning pathways 

  LEVEL 1 
  Questions 
 1, 2, 4, 6 

  LEVEL 2 
  Questions 
 5, 7, 8 

  LEVEL 3 
  Questions 
 3, 9, 10 
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8.4  Making major purchases

8.4.1 Consumer choices
People often vividly remember their �rst car. Perhaps it was a 
rusty but reliable bomb handed down from your grandmother 
to your older brother and then to you. Or maybe it was your 
dream car: the one you had worked towards owning since your 
�rst shift at the �sh-and-chip shop. Whatever the case, owning 
your �rst car is a signi�cant milestone in your life. Now that 
you are only a few years away from that milestone, you need to 
start making some decisions. Do you spend a small amount of 
money on that rusty bomb and hope it doesn’t need repairs? Do 
you pour all your savings into one large purchase? Or do you 
take out a loan in order to afford that car you’ve always wanted?

Buying a car is not the only challenging, long-term �nancial 
decision you will be faced with. Let’s identify and evaluate 
the consumer choices that surround major purchases.

8.4.2 Choosing a car
Before making a major purchase such as a car, you need to decide exactly what you want. You would be 
foolish to go out and buy the �rst car that attracts your eye. Instead, you need to determine what kind of car 
you want. The size of the car you buy will depend on your needs, your lifestyle and your purpose for buying 
the car. You may want a small car (to help you save on petrol costs and to best suit your limited garage space) 
or a station wagon (in which you can easily transport your surfboard each weekend). As well as the size and 
look of the car, you also need to consider its age, condition and fuel ef�ciency. One last consideration is 
whether the car you want is the car you need. Is it worth spending money on a new car or are you better off 
buying your grandmother’s old bomb? You need to weigh up all these options before making your choice.

LEARNING INTENTION

By the end of this subtopic you will be able to identify the difference between minor and major consumer and 
�nancial decisions, and list examples of each.

FIGURE 1  A car is probably the �rst major 
purchase you will make in your life.

Apply your understanding

 6. What is the role of the ACCC?
 7. How does the ACCC differ from CHOICE Australia?
 8. Consumers are charged a small fee for some of the services provided by CHOICE (including research 

reports into products). Do you believe it is fair and reasonable for CHOICE to charge consumers? Explain 
your position.

 9. Do you believe it is practical to be an ethical consumer? What are some of the dif�culties ethical consumers 
may encounter?

 10. Being an ethical consumer would be easier if businesses acted ethically in all circumstances. Do you agree? 
Justify your answer.

For sample responses for every question, go to www.jacplus.com.au.
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How safe is your car?
Once you have a car in mind, the next step is to conduct proper research. Websites such as RedBook and 
Carsales (use the weblinks in the Resources tab) contain detailed statistics on new and used cars. You can search 
these sites for your preferred car and �nd lists of previous sales, safety records and other useful information. 
Another valuable website is How safe is your car? (go to the weblink in the Resources tab). This site provides 
independent safety information on new and used cars. If you purchase a used car, the seller is required by law 
to obtain a roadworthy certi�cate. This document is proof that the car meets the necessary mechanical and 
safety standards. You can possibly save hundreds of dollars by avoiding a bad car purchase (commonly known 
as ‘buying a lemon’). To this end, motoring organisations such as the RAC WA, and some insurance companies, 
provide pre-purchase, pre-selling and end-of-warranty inspections on new and used 
cars, as well as independent valuations and owners’ reports. These services can 
inform you of the history and condition of the car and whether it has been in an 
accident. This helps you make an informed purchase — you know what you are 
buying. Your last choice in these initial stages of purchasing a car is perhaps your 
most important one — deciding how you will pay for it.

FIGURE 2  Safety should be a major consideration when buying a car.

DISCUSS

All new cars sold in Australia have to meet speci�ed minimum safety standards. As a result, newer cars perform 
signi�cantly better than older cars in accidents. Should there be increased safety standards for second-hand cars 
to bring them in line with the new-car safety standards?  General capability: Ethical understanding

roadworthy certi�cate    of�cial 
proof that a used car has been 
properly tested and is safe to 
operate and drive
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8.4.3 The costs of car ownership
There are a number of costs that you need to consider when buying a car. First, there is the purchase price of 
the car. Before taking delivery of the car, you will also be required to pay stamp duty and dealer charges (if 
it is a new car). If you buy the car second-hand, you will need to re-register the car in your name and pay the 
relevant charges. Next there are ancillary costs, which are essential for all car owners. Purchasing car insurance 
can be expensive, but it provides a safeguard in the event of an accident. Comprehensive car insurance protects 
you no matter who is at fault. ‘Third-party’ insurance is compulsory and protects others if you are at fault, and 
protects you if others are at fault. If you cause an accident while driving an uninsured car, the damage to your 
car and other cars could cost tens of thousands of dollars.

Joining an emergency road-side assistance provider is another cost for car owners. While 
joining these services is not essential, they can help you out of a lot of troublesome 
situations. There is also the cost of any permanent additions you may want (for example, 
a sound system, tinted windows, alloy wheels). The extent of these additions is a strictly 
personal choice but can add signi�cant costs to car ownership. Finally, you need to 
consider that your car will never be worth as much as it was the day you bought it. As 
your car gets older, it depreciates in value. The rate of depreciation increases as newer 
models with better technology are produced.

Resources

Weblinks RedBook
Carsales
How safe is your car?

FIGURE 3  Only comprehensive car insurance protects you regardless of who is at fault.

stamp duty    a compulsory 
fee (a percentage of the total 
purchase price) charged by state 
governments

technology    the use of scienti�c 
knowledge to develop machinery 
and devices to solve business 
problems
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Loans
If you do not have enough money to purchase a car outright you can take out a loan. This involves borrowing 
a sum of money from a bank or other �nancial institution. Let’s say the car you want costs $20 000 and you 
only have $5000. A bank can lend you the remaining amount so that you can afford your car. Over the course 
of an agreed period of time (usually between one and �ve years), you are required to pay the money back to 
the bank or lender. This is done by making periodic repayments, which include a percentage of interest. It is 
through these interest payments that lenders make their money. Interest is the amount paid by a borrower to 
a lender for the privilege of borrowing money. A �xed or variable interest rate is usually agreed upon at the 
beginning of the loan. For example, a lender could offer a rate of 7.25 per cent.

FIGURE 4 applies this rate to the example discussed above. As you see in FIGURE 4, there is nearly $3000 
difference between the original loan amount and the total amount payable. This means that the lending 
organisation makes a considerable pro�t from each loan agreement it signs. On a $15 000 car loan, a bank 
would only make a relatively small amount of money. Yet on a $500 000 home loan (at 5.5 per cent interest 
over 30 years), a bank would make more than $500 000 in interest. Pro�t from interest payments is one of the 
main sources of revenue for banks and lending organisations.

8.4.4 Making the right decision
Purchasing your �rst car is a milestone that you’ll remember for the rest of your life. 
When you make any major purchase, it is important that you consider both short-
term and long-term consequences. Spending only $2000 on your grandmother’s old 
car may seem like the most cost-effective option at the time. However, older cars can 
often be more expensive to run. They lack modern fuel ef�ciency technology and can 
be expensive to repair. Although you may spend more initially on a newer car, the 
long-term costs can often turn out to be more manageable. Whatever your decision, 
it is crucial that you conduct proper research on the car itself and the method of 
payment you choose to purchase that memorable �rst car.

Loan amount $15 000

7.25%

5 years

monthly

$299

$17 927

Interest rate

Loan term

Repayments

Repayment amount

Total amount payable

FIGURE 4  An example showing repayments for a car loan

loan    the temporary lending of 
money, usually by a �nancial 
institution

pro�t    what remains after all 
business expenses have been 
deducted from the money that 
has been collected from selling 
goods and services
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8.4 ACTIVITY

Use the information in this subtopic to choose your ideal �rst car. Conduct internet research to complete the 
following table.

Make

Model and year

Body type

Transmission

Condition

Fuel ef�ciency

Safety rating

 HASS skills: Evaluating, Analysing  
Economics and Business concept: Making choices

8.4 EXERCISE

To answer questions online and to receive immediate feedback and sample responses for every question, go 
to your learnON title at www.jacplus.com.au.

Check your understanding

 1. Identify the largest purchase you have made in your life so far.
 2. Explain how you obtained the funds to purchase the item identi�ed in question 1.
 3. Buying a car is likely to be the next major purchase of your life. List the options you should consider when 

deciding what kind of car to buy.
 4. Before a used car is sold, what tests does it need to have?
 5. List the costs involved with car ownership. Choose three of these costs and describe them in more detail.

Apply your understanding

 6. Explain why insurance is bene�cial for all car owners.
 7. Explain what is meant by ‘stamp-duty’.
 8. How do banks make money from car loans?
 9. What is the difference between comprehensive and third-party car insurance?
 10. Insurance, stamp duty and loan repayment costs all need to be considered when buying a car. Identify and 

explain other costs of car ownership.

For sample responses for every question, go to www.jacplus.com.au.

Learning pathways

LEVEL 1
Questions
1, 2, 4, 7

LEVEL 2
Questions
5, 6, 8

LEVEL 3
Questions
3, 9, 10
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8.5 ACTIVITIES

 1. Construct a comparison table like the one shown here. You can either use the headings provided, or you 
can alter this table to suit your own search parameters. Use online information or call the company directly 
to obtain the information you need. As mobile phone providers offer a huge range of products, it is best to 
narrow your search before you begin this phase. A good way to do this is to choose one speci�c brand and 
model of phone to research. There are also many different mobile phone providers in Australia, so it will be 
easier if you limit your search by investigating only some of the following companies:

 • Telstra
 • Optus
 • Vodafone

8.5  SkillBuilder — Choosing a mobile phone plan
8.5.1 Tell me

What questions do we need to ask when choosing a mobile phone plan?
Do you have a pre-paid mobile or do 
you pay a bill every month? Do you 
have unlimited standard calls and can 
you send as many text messages as you 
want? How many gigabytes of data do 
you get, and is social media included? 
You need to consider all these questions 
and more when you choose a mobile 
phone plan.

In this SkillBuilder, you will �nd out 
what mobile phone plans are and how 
you can select the one that best suits 
your needs. You will also �nd out 
how to compare the many offers from 
the various providers that operate in 
Australia.

8.5.2 Show me
Mobile phones are usually purchased through telecommunications providers. Companies such as Telstra, Optus 
and Vodafone sell phone handsets as well as contract agreements known as ‘plans’. Although some people 
choose to purchase their mobile phones outright, the majority of Australian consumers sign up to either a pre-
paid or post-paid mobile phone plan. Usually included in the plan are essential mobile phone functions such 
as calls, text messages, multimedia messaging, data charges and voicemail. Tailored plans are often available 
that enable consumers to choose a plan that suits their speci�c needs. For example, as business owners tend to 
make the majority of their phone calls during the day, business plans offer a lower charge for calls made during 
business hours. Mobile phones can also provide portable internet access when used as personal ‘hotspots’. 
Before purchasing a phone and signing up to a plan, it is important to compare mobile phone providers and the 
options they offer to consumers.

8.5.3 Let me do it
Complete the following activities to practise this skill.

FIGURE 1  Choosing the right mobile phone plan can save you a 
lot of money over time.
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 • Belong
 • Dodo
 • iiNet
 • Amaysim.

There are several websites that present information and compare plans for a number of different mobile 
phone providers.

Use the Mobile phone providers weblinks in the Resources tab to �nd information on pricing of mobile 
phone plans offered by three different telecommunications companies.

Phone 
provider

Length of 
contract 
(months)

Calls 
included 

($)

Min. 
monthly 
charge 

($)

Data 
included 

(GB)

Additional 
data costs 
($ per GB)

Flagfall 
($)

SMS 
costs 

($)

MMS 
costs 

($)

Telstra

Optus

Vodafone

Belong

 2. Once you have completed the summary table, you need to evaluate the costs and bene�ts of the different 
alternatives. To do this, complete the following tasks.

 a. Complete a cost–bene�t analysis for each of the mobile phone plans you researched. Use a table like the 
following to help you.

Phone provider Costs Bene�ts

Telstra

Optus

Vodafone

Belong

 b. Considering your own needs as a mobile phone user, rank the providers from most suitable to least suitable.
 c. Write a one-paragraph response that justi�es your rankings.
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8.6  Thinking Big research project: Hitting the  
target — multimedia advertising campaign
8.6 1 Scenario
Advertising is designed to in�uence consumer decisions and, as with many things, it has undergone changes as 
society and technology have changed — from posters, billboards and newspapers to radio, television and now 
social media. You will create and adapt a product advertisement for use across different media types, aiming to 
hit the target market of each medium.

8.6 2 Task
Your task contains various parts, all relating to advertising one product across different media. You should 
complete the following:

1. Collect a newspaper advertisement for a product you are familiar with.
2. Analyse the advertisement — identify the target market and market segments at which the advertisement 

is directed.
3. Write a script for a radio advertisement for the same product. (Radio advertisements are generally between 15 

and 30 seconds long.) Write an outline of the target market and market segments it may be directed towards.
4. Record the script in an audio format.
5. Write a script for a TV commercial for the product and an outline of the target market and market 

segments it may be directed towards. (TV advertisements are traditionally 30 seconds long.) Note: The 
TV ad must be different from the radio ad.

6. Write a script for a social media advertisement for the product (to appear on Facebook, Instagram or an 
online game site) and an outline of the target market and market segments it may be directed towards. 
Social media advertisements can be as short as 5 seconds or as long as 30 seconds. Note: The social 
media ad must be different from the other ads created.
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  8.6.3  Process 
     •  Open the ProjectsPLUS application in the Resources for this topic. Click on the  Start new project  button 

to enter the project due date and set up your project group. Working in groups of three or four will allow 
you to swap ideas and share responsibility for the project. Save your settings and the project will be 
launched. 

     •  Select an advertisement for a product — check with your teacher for approval to work with this product. 
     •  Navigate to the  Research forum , where you will � nd starter topics loaded to help structure your work. 

You can add further topics to the Research forum if you wish. In the  Media centre  you will � nd an 
assessment rubric and some weblinks that will provide some inspiration for your task. 

     •  Develop your scripts and target market outlines for each advertising form, as detailed in the  Task  section. 
     •  If you have the equipment and appropriate permissions, you can � lm the television and social media 

advertisements to present to the class. 
     •  Prepare a summary of how your advertisements differ depending on the type of media you are using. 
     •  Submit your completed scripts, target market outlines and summary of advertising differences to your 

teacher for assessment.      

Resources

ProjectsPLUS   Thinking Big research project — Hitting the target — multimedia advertising campaign  (pro-0224)   
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8.7  Review
8.7.1 Key knowledge summary
8.2 Business in�uences on consumer decisions

 • Four main factors in�uence consumer purchasing decisions: psychological, sociocultural, economic and 
government factors.

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

8.3 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.

8.4 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.

8.7.2 Key terms

bias    prejudice, leaning towards one view of things; showing favouritism towards one entity over another

boycotts    choosing to avoid the purchase of particular products or brands for ethical, moral or political reasons

consumer attitude    a person’s overall feeling about an object or activity

culture    all the learnt values, beliefs, behaviours and traditions shared by a society

ethical consumerism    making a purchasing decision based on a company’s values and behaviours

loan    the temporary lending of money, usually by a �nancial 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

motives    the reasons why individuals do something

operations    the area of a business that consists of all the activities engaged in producing goods and services

peer group    a group of people with whom a person closely identi�es, adopting their attitudes, values and beliefs

personality    a collection of all the behaviours and characteristics that make up a person

pro�t    what remains after all business expenses have been deducted from the money that has been collected from selling 
goods and services

psychological factors    in�uences within an individual that affect their buying behaviour

quality    the degree of excellence of goods or services and their �tness for a stated purpose

roadworthy certi�cate    of�cial proof that a used car has been properly tested and is safe to operate and drive

sociocultural in�uences    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 scienti�c knowledge to develop machinery and devices to solve business problems
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8.7.3 Re�ection
Complete the following to re�ect on your learning.

 8.7 Review exercise
Multiple choice
 1. What has helped Coca-Cola maintain its market dominance?
 A. Clever and creative advertising
 B. Cheaper prices
 C. High levels of the addictive drug caffeine
 D. High levels of sugar

 2. What are the four main in�uences on consumer behaviour?
 A. Psychological, socioeconomic, cultural and governmental
 B. Psychological, socioeconomic, emotional and governmental
 C. Psychological, sociocultural, economic and governmental
 D. Psychological, sociocultural, emotional and governmental

 3. Which of the following is not a psychological factor that in�uences consumer behaviour?
 A. Perception
 B. Motive
 C. Attitude
 D. Guilt

 4. Who is CHOICE Australia run by?
 A. Businesses
 B. Consumers
 C. Independent members
 D. Government

 5. Which of the following is not a role of the ACCC?
 A. To set the price of products
 B. To provide research into product safety
 C. To regulate marketplaces
 D. To protect the rights of consumers

Revisit the inquiry question posed in the Overview:

People may think they make consumer choices on their own, but how do businesses in�uence and  
attract customers?

 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.

Resources

eWorkbooks Customisable worksheet for this topic (ewbk-6079)
Re�ection (ewbk-6078)
Crossword (ewbk-6077)
Student Learning Matrix (ewbk-6074)

Interactivity Innovation and competition in the marketplace crossword (int-7682)
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6. How does ethical consumerism ask companies to act?
A. Frugally
B. Responsibly
C. Fairly
D. Rationally

7. What is the proof that a car is mechanically sound to drive known as?
A. Comprehensive insurance
B. Third-party insurance
C. Roadworthy certi�cate
D. Roadside assistance

8. How do banks make money on car loans?
A. They take a percentage of the car’s initial value.
B. They charge interest for the life of the loan.
C. They get paid by car companies to sell particular cars.
D. They don’t.

9. The consequences of buying a car are:
A. long-term.
B. short-term.
C. immediate.
D. both short-term and long-term.

Short answer
Use the Shop ethical! weblink in the Resources tab to answer the following questions.

Choose an issue that you wish to investigate further.
10. Summarise the key points of your chosen issue.
11. Choose one company connected to your chosen issue that has a bad track record and discuss its poor 

activity.
12. Choose one company connected to your chosen issue that has a good track record and discuss the positive 

role it plays.
13. Suggest what could be done to raise awareness of your chosen issue.

Resources

Weblink Shop ethical!
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Choose one company connected to your chosen issue that has a good track record and discuss the positive 

UNCORRECTED 
Choose one company connected to your chosen issue that has a good track record and discuss the positive 

Suggest what could be done to raise awareness of your chosen issue.

UNCORRECTED 
Suggest what could be done to raise awareness of your chosen issue.
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Resources

UNCORRECTED 

ResourcesResources
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Weblink
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Weblink Shop ethical!
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Shop ethical!
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RESOURCE SUMMARY Resources

This is a summary of the digital resources you will �nd online for topic 8 to help support your learning and deepen 
your understanding. When you see these icons next to an image or paragraph, go to learnON to access video 
eLessons, interactivities, weblinks and other support material for this topic.

8.1 Overview
 Video eLesson

 • The relationship between businesses and consumers 
(eles-2384)

8.2 Business in�uences on consumer 
decisions

 eWorkbook
 • Consumer demand (ewbk-6075)

8.3 Consumer choice, attitude and 
preference

 eWorkbook
 • Competition and innovation in the marketplace 

(ewbk-6076)
 Video eLesson

 • Consumer outrage over appalling treatment of chickens 
(eles-2439)

 Weblink
 • Shop ethical!

8.4 Making major purchases
 Weblinks

 • RedBook
 • Carsales
 • How safe is your car?

8.5 SkillBuilder — Choosing a mobile 
phone plan

 Weblinks
 • Mobile phone providers 1
 • Mobile phone providers 2
 • Mobile phone providers 3

8.6 Thinking Big research project —  
Hitting the target — multimedia 
advertising campaign

 ProjectsPLUS
 • Thinking Big research project — Hitting the target — 

multimedia advertising campaign (pro-0224)

8.7 Review
 eWorkbooks

 • Re�ection (ewbk-6078)
 • Crossword (ewbk-6077)
 • Student Learning Matrix (ewbk-6074)

 Interactivity
 • Innovation and competition in the marketplace crossword 

(int-7682)

 Weblink
 • Shop ethical!

To access these online resources, log on to www.jacplus.com.au.
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Student Learning Matrix (ewbk-6074)PAGE 
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