
Consumer Buying
Decision Making

process

step 1: Need recognition/problem recognition
consumer recognizes the need due to
internal or external stimulus

step 2: information search
consumer consider only a select subset of
brands, his consideration set

step 3: typical consumer
evaluation process

evaluation of alternatives

purchase intention
attitudes of others

unexpected situational factors

purchase decision

step 4: purchase

step 5: post­purchase evaluations
cognitive dissonance

satisfactory or dissatisfactory experience
Buying Decision behaviour

Dissonance­reducing buying behaviour

Habitual buying behaviour

Variety seeking buying behaviour

Stages in the adoption process for new products

Awareness

Interest

Evaluation

Trial

Adoption

Individual differences in
innovativeness

Innovators

Early adopters

Early majority

Late majority

Laggards
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