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THEBUYINGDECISIONPROCESS:THEFIVE-STATEMODEL

10.0 LearningObjectives

Bytheendofthistopic,studentsshouldbeableto:

 Understandtheproblem recognitionprocessinpurchasingdecision

 UnderstandtheprocessofEvaluationofAlternatives

 Understandthepurchasedecisionprocess

 Understandthepost-purchasebehaviorofconsumers

10.1 Introduction

Decisionprocessoftheconsumersinvolvesbasicpsychologicalprocesseswhichplay

animportantroleinunderstandinghowconsumersactuallymaketheirdecisions.These

involvesomekeyconsumerbehaviorquestionsintermsof“who,what,when,where,

howandwhy?”

Thesequestionsinclude:

a) Whobuysourproductorservice?
b) Whomakesthedecisiontobuytheproduct?
c) Whoinfluencesthedecisiontobuytheproduct?
d) Howisthepurchasedecisionmade?Whoassumeswhatrole?
e) Whatdoesthecustomerbuy?Whatneedsmustbesatisfied?
f) Whydocustomersbuyaparticularbrand?
g) Wheredotheygoorlooktobuytheproductorservice?
h) Whendotheybuy?Anyseasonalityfactors?
i) Howisourproductperceivedbycustomers?
j) Whatarecustomers’attitudestowardourproduct?
k) Whatsocialfactorsmightinfluencethepurchasedecision?
l) Docustomers’lifestylesinfluencetheirdecision?
m) Howdopersonalordemographicfactorsinfluencethepurchasedecision?

Smartcompaniestrytofullyunderstandthecustomers’buying-decisionprocess,thatis,

alltheirexperiencesinlearning,choosing,using,andevendisposingofaproduct.

Marketing scholars have developed a “stage model”ofthe buying-decision
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process.Theconsumerpassesthroughfivestages:problem recognition,information

search,evaluationofalternatives,purchasedecision,andpost-purchasebehavior.

Clearly,thebuying processstartslong beforetheactualpurchaseand has

consequenceslongafterward.Consumersdon’talwayspassthroughallfivestagesin

buyingaproduct.Theymayskiporreversesome.Whenyoubuyyourregularbrandof

toothpasteforexample,yougodirectlyfrom theneedfortoothpastetopurchase

decision,skippinginformationsearchandevaluation.However,themodelprovidesa

goodframeofreference,becauseitcapturesthefullrangeofconsiderationsthatarise

whenaconsumerfacesahighlyinvolvingnewpurchase.

10.2 Problem Recognition

The buying process starts when the buyerrecognizes a problem orneed

triggeredbyinternalorexternalstimuli.Withaninternalstimulus,oneoftheperson’s

normalneeds,e.g.hunger,thirst,etc,risestoathresholdlevelandbecomesadrive;ora

needcanbearousedbyanexternalstimulus.Apersonmayadmireaneighbour’snew

carorseeatelevisionadvert,whichtriggersthoughtaboutthepossibilityofmakinga

purchase.

Marketersneedtoidentifythecircumstancesthattriggeraparticularneedby

gatheringinformationfrom anumberofconsumers.Theycanthendevelopmarketing

strategiesthattriggerconsumerinterest.Particularlyfordiscretionarypurchasessuch

asluxurygoods,vacationpackages,andentertainmentoptions,marketersmayneedto

increaseconsumermotivationsoapotentialpurchasegetsseriousconsideration.

10.3 InformationSearch

Consumersoftensearchforlimitedamountsofinformation.Therearetwolevels

ofinvolvementwithsearch.Themildersearchstateiscalledheightenedattention.At

thislevelapersonsimplybecomesmorereceptivetoinformationaboutaproduct.At

thenextlevel,thepersonmayenteranactiveinformationsearch:lookingforreading

material,phoningfriends,goingonlineandvisitingstorestolearnabouttheproduct.

Majorinformationsourcestowhichconsumerswillinturnfallintofourgroups:

a) Personal:Family,friends,neighbours,acquaintances

b) Commercial: Advertising,websites,salespersons,dealers,packaging,

displays.
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c) Public:Massmedia,consumer-ratingorganization

d) Experiential:Handling,examining,usingtheproduct.

The relative amountand influence ofthese sources varywith the product

categoryandthebuyer’scharacteristics.Generallyspeaking,theconsumerreceivesthe

mostinformation abouta productfrom commercial,thatis,marketerdominated,

sources.However,themosteffectiveinformationoftencomesfrom personalsources

orpublicsourcesthatareindependentauthorities.

Eachinformationsourceperformsadifferentfunctionininfluencingthebuying

decision. Commercialsourcesnormallyperform aninformationfunction,whereas,

personalsourcesperform alegitimizingorevaluationfunction.Forexample,physicians

oftenlearnofnew drugsfrom commercialsourcesbutturnto otherdoctorsfor

evaluations.

10.4 EvaluationofAlternatives

Nosingleprocessisusedbyallconsumers,orbyoneconsumerinallbuying

situations.

Thereareseveralprocesses,andthemostcurrentmodelsseetheconsumerforming

judgmentslargelyonconsciousandrationalbasis.

Somebasicconceptscanhelpinunderstandingconsumerevaluationprocesses:

First,theconsumeristryingtosatisfyaneed.Second,theconsumerislooking

forcertainbenefitsfrom theproductsolution.Third,theconsumerseeseachproduct

asabundleofattributeswithvaryingabilitiesfordeliveringthebenefitssoughtto

satisfythisneed.Theattributesofinteresttobuyersvarybyproduct.Forexample:-

- Hotels:-location,cleanliness,atmosphere,price

- Mouthwash:-colour,effectiveness,germ-killingcapacity,taste/flavor,price.

- Tires:-safety,treadlife,ridequality,price.

Consumerswillpaythemostattentiontoattributesthatdeliversthesought-after

benefits.Marketforaproductcanbesegmentedaccordingtoattributesimportantto

differentconsumergroups.

1. BeliefsandAttitudes:Throughexperienceandlearningpeopleacquire

beliefsandattitudes.Theseinturninfluencebuyingbehavior.Abeliefis

adescriptivethoughtthatapersonholdsaboutsomething. Justas
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importantareattitudes,aperson’senduringfavourableorunfavourable

evaluations,emotionalfeelings,and action tendencies toward some

objectoridea.Peoplehaveattitudestowardalmosteverything:religion,

politics,clothes,music,food.Acompanyiswelladvisedtofititsproduct

intoexistingattitudesratherthantotrytochangeattitude.

2. Expectancy-Value Model:-The consumerarrivesatattitudestoward

variousbrandsthroughanattributeevaluationprocedure.Theexpectancy

-value modelofattitude formation posits thatconsumers evaluate

productsandservicesbycombiningtheirbrandbeliefs(i.e.thepositives

andnegatives)accordingtoimportance.

10.5 PurchaseDecision

Intheevaluationstage,theconsumerform preferencesamongthebrandsinthe

choiceset.Theconsumermayalsoform anintentiontobuythemostpreferredbrand.

Inexecutingapurchaseintention,theconsumermaymakeuptofivesub-decisions:

brand(brandA),dealer(dealer2),quantity(oneunit),timing(weekend),andpayment

method(creditcard).

1. NoncompensatoryModelsofConsumerChoice:Theexpectancy-value

modelisacompensatorymodel,inthatperceivedgoodthingsfora

productcanhelptoovercomeperceivedbadthings.Butconsumersoften

take“mentalshortcuts”usingsimplifyingchoice,heuristics. Heuristics

arerulesofthumbormentalshortcutsinthedecisionprocess.

With non-compensatory models of consumer choice,positive and

negativeattributeconsiderationsdon’tnecessarilynetout. Evaluating

attributesinisolationmakesdecisionmakingeasierforaconsumer,but

also increasesthelikelihood thattheconsumerwould havemadea

differentchoiceifonehad deliberated in greatdetail. Somechoice

heuristicsinclude:

a) The Conjunctive heuristics:- here the consumer sets a minimum

acceptablecutofflevelforeachattributeandchoosesthefirstalternative

thatmeetstheminimum standardforallattributes.

b) TheLexicographicheuristics:-theconsumerchoosesthebestbrandon
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thebasisofitsperceivedmostimportantattribute.

c) Elimination-by-AspectHeuristic:theconsumerchoosesthebestbrands

onanattributeselectedprobabilisticallyandeliminatesbrandsthatdonot

meetminimum acceptableout-off.

BrandorProductknowledge,thenumberandsimilarityofbrandchoicesand

timepressureinvolvedandsocialcontext,allmayaffectwhetherandhow one

usechoiceheuristics.

2. Intervening Factors: Even ifconsumersform brand evaluations,the

generalfactorscanintervenebetweenthepurchaseintentionandthe

purchasedecision. Thefirstistheattitudesofothers. Theextentto

whichanotherperson’sattitudereducesourpreferenceforanalternative

dependsontwothings:

(i) theintensityoftheotherperson’snegativeattitudetowardour

preferredalternative;and

(ii) Ourmotivationtocomplywiththeotherperson’swishes.

Themoreintensetheotherperson’snegativism andtheclosertheother

personistous,themorewewilladjustourpurchaseintention. The

converseisalsotrue.

Thesecondisunanticipatedsituationalfactorsthatmayerupttochangethe

purchaseintention. Forinstance,theconsumermightloseherjob,someother

purchasemightbecomemoreurgent,orastoresalespersonmayturnheroff.

Preferencesandevenpurchaseintentionsarenotcompletelyreliablepredictorsof

purchasingbehavior.

Aconsumer’sdecisiontomodify,postponeoravoidapurchasedecisionisheavily

influencedbyperceivedrisk.Consumersmayperceivemanytypesofriskinbuyingand

consumingaproduct:

(i) Functionalrisk:-Theproductdoesnotperform uptoexpectation.

(ii) Physicalrisk:-Theproductposesathreattothephysicalwell-beingor

healthoftheuserorothers.

(iii) Financialrisk:-Theproductisnotworththepricepaid.

(iv) Socialrisk:-Theproductresultsinembarrassmentsfrom others.
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(v) Psychologicalrisk:-Theproductaffectsthementalwell-beingoftheuser.

(vi) Timerisk:- Thefailureoftheproductresultsinanopportunitycostof

findinganothersatisfactoryproduct.

Theamountofperceivedriskvarieswiththeamountofmoneyatstake,theamount

ofattributeuncertaintyandtheamountofconsumerself-confidence.Marketersmust

understand the factors thatprovoke a feeling ofrisk in consumers and provide

informationandsupporttoreduceperceivedrisk.

10.6 Post-purchaseBehaviour

Afterthepurchase,theconsumermightexperiencedissonancethatstemsfrom

noticingcertaindisquietingfeaturesorhearingfavourablethingsaboutotherbrands

and willbe alertto information thatsupports his orherdecision. Marketing

communicationsshouldsupplybeliefsandevaluationsthatreinforcetheconsumer’s

choiceandhelphim feelgoodaboutthebrand.

Themarketer’sjobthereforedoesn’tendwiththepurchase. Marketersmust

monitorpost-purchasesatisfaction,postpurchaseactions,andpostpurchaseproduct

uses.

1. Post-purchaseSatisfaction:-Satisfactionisafunctionofthecloseness

between expectations and the product’s perceived performance. If

performancefallsshortofexpectations,theconsumerisdisappointed;if

it meets expectations, the consumer is satisfied; if it exceeds

expectations,theconsumerisdelighted.Thesefeelingsmakedifference

inwhetherthecustomerbuystheproductagainandtalksfavourablyor

unfavourablyaboutittoothers.

2. Post-purchaseActions:-Iftheconsumerissatisfied,sheismorelikelyto

purchasetheproductagain.Thesatisfiedcustomerwillalsotendtosay

goodthingsaboutthebrandtoothers.Ontheotherhand,dissatisfied

consumers may abandon orreturn the product. They may seek

informationthatconfirmsitshighvalue.Theymaytakepublicactionby

complainingtoothergroups. Privateactionsincludedecidingtostop

buyingtheproduct(exitoption)orwarmingfriends(voiceoption).

Post-purchasecommunicationstobuyershavebeenshowntoresultin
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fewerproductreturnsandordercancellations.Computercompanies,for

example,cansendalettertonewownerscongratulatingthem onhaving

selectedafinecomputer.Theycansolicitsuggestionsforimprovements

andlistthelocationofavailableservices. Theycanwriteintelligible

instanction booklets. Theycan send ownersa magazine containing

articlesdescribingnewcomputerapplications.

3. Post-purchaseUseandDisposal:-Marketersshouldmonitorhowbuyers

useanddisposeoftheproduct.Akeydriverofsalesfrequencyisproduct

consumptionrate. Themorequicklybuyersconsumeaproduct,the

soonertheymaybebackinthemarkettorepurchaseit.

One opportunity to increase frequency ofproductuse occurs when

consumers’perceptionsoftheirusagedifferfrom reality.Consumersmay

failto replace productswith relativelyshortlife spanssoon enough

becausetheyoverestimateitsproductlife.Oneofthestrategiestospeed

upreplacementistoprovideconsumerswithbetterinformationabout

either;

a) Whentheyfirstusedtheproductorneedtoreplaceitor;

b) Itscurrentlevelofperformance.

Forexample,batterieshavebuilt-ingaugethatshowhowmuchpowertheyhave

left.Perhapsthesimplestwaytoincreaseusageistolearnwhenactualusageis

lessthanrecommendedandpersuadecustomersofthemeritsofmoreregular

usage,overcomingpotentialhurdles.

Ifconsumesthrowntheproductaway,themarketerneedstoknow how they

disposeofit,especiallyifitcandamagetheenvironment,likebatteries,beverage

containers,electronicequipment,anddisposablediapers.
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