The buying decision making process
LEARNING OUTCOMES

After studying this unit you should be able to:

· Analyse, step by step, the decision making process and indicate what happens after a product or service has been purchased.

· Indicate how buyers take decisions in the industrial purchasing process.

· Explain how consumer buyer behaviour differs from business buying behaviour.

Introduction 
This chapter explores the dynamics of consumer buying behaviour and consumer markets. Markets (and those which they serve) have to be understood before marketing strategies can be developed. The consumer market buys goods and services for personal con​sumption. With respect to the individuals in the consumer market, the behaviour of the consumer is influenced by the buyer’s decision process. Relationships are drawn between the factors (and factor subparts) and the consumption purchases made by consumers. Because many of these factors are deep and long lasting in their effect, the marketing manager should pay special attention to acquiring information about them with respect to the organization’s target markets. Decisions vary based on the degree of buyer involvement and the degree of differences among brands. The simple model (consisting of five stages—need recognition, information search, and evaluation of alternatives, purchase decision, and post purchase behaviour) ties together material about the buying decision process. Clearly, the buying process starts long before the actual purchase and continues long after. Marketers need to focus on the entire buying process rather than just the purchase decision. In more routine purchases, consumers often skip or reverse some of these stages. A woman buying her regular brand of toothpaste would recognise the need and go right to the purchase decision, skipping information search and evaluation. However the simple model takes into consideration the steps that arise when a consumer is faced with a new or complex purchase situation. 
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Stages of the purchase decision process.
NEED RECOGNITION

Need recognition or problem recognition or problem awareness begins when a consumer recognises a need. This occurs when buyers become aware of a difference between a desired state and an actual condition. The need can be triggered by internal stimuli when one of the person’s normal needs – hunger, thirst, sex, fatigue or a desire to impress people. Alternatively, it may come from external stimuli such as an advertisement, the launch of a new product or an invitation to a party. Other reasons for consumers becoming aware of a need that can be satisfied by buying a specific product are:

· Availability of new or improved product
· Change in consumer’s circumstances (more or less money available to spend)
· Stock outs

· Dissatisfaction of the current product in use

INFORMATION SEARCH
 An interested consumer may or may not search for more information. Whether the consumer does or does not search for more information depends on the perceived benefits of the search versus the perceived costs. Perceived benefits include: best price, obtaining most desired model and achieving ultimate satisfaction with the purchase decision. Perceived costs include time and expense of undertaking search. The following sources can be used to seek information.

· Internal sources: this includes information lodged in person’s memory. Routine purchase of shampoo.

· Group sources: consumer consults other people (family, friends and colleagues). This source of information may be the most powerful in shaping purchase decision, especially where the consumer is inexperienced or uncertain. 

· Marketing sources: consumers obtain information from marketers, through salespeople, advertisements, product displays and packages.

· Public sources: sources are independent of the marketer – reports in the media, ratings by independent organisations or individuals.

· Experiential sources: consumer experiences the product while shopping (handling, tasting, smelling or trying out).

From all these sources the consumer usually identifies several alternatives to satisfy the need. These sets that the consumer identifies are known as consideration set or evoked set. The extent to which an individual conducts an external search depends on the following factors:

· Perceived risk: the higher the risk the more extensive the search. 
· Knowledge level of buyer: the better informed the consumers are the less they need to search for information.

· Prior experience: buyers with no prior experience in buying a certain product will spend more time seeking information.

· Level of interest in the product: consumer who is more interested in a product will spend more time searching for information.

EVALUATION OF ALTERNATIVES

Evaluation entails the appraisal by the consumer of the attributes and benefits of various alternatives. The consumer arrives at attitudes toward different brands through some evaluation procedure. How consumers go about evaluating purchase alternatives depends on the individual consumer and the specific buying situation. In some cases, consumers use careful calculations and logical thinking. At other times, the consumers do little or no evaluating: instead they buy on impulse and rely on intuition. 
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Evaluation criteria
Price, quality and performance standards of alternatives can be compared objectively, but personal and subjective factors play an important role in the evaluation of aesthetic qualities, the image of the product and the contribution of the chosen item towards need satisfaction and lifestyle. In the evaluation of alternative points of purchase (stores), the evaluation criteria may include the product assortment, hygiene considerations, the image projected by the store, and the conduct of the sales people. The perceived risks associated with buying a specific product also impact on the evaluation process.
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PURCHASE DECISION
After searching and evaluating, the consumer must decide whether to buy or not. If the decision is to buy, a series of related decisions must be made:

· Brand decision

· Vendor decision

· Quantity decision

· Time decision

· Payment method

POST PURCHASE BEHAVIOUR

Post purchase satisfaction

After purchasing the product, the consumer will be satisfied or dissatisfied and will engage in post purchase behaviour. The relationship between the consumer’s expectations and the product’s perceived performance determines whether the buyer is satisfied or dissatisfied with the purchase. If the product falls short of expectation, the consumer is disappointed; if it meets expectations, the consumer is satisfied; if it exceeds expectations, the consumer is delighted. 

Post purchase actions

The consumer’s satisfaction or dissatisfaction will influence future behaviour. A satisfied consumer will purchase the product again and spread positive messages about the product. Dissatisfied consumers may stop using the product, may return the product or may take some form of public action.
Cognitive dissonance

Almost all major purchases result in cognitive dissonance, or discomfort caused by post purchase conflict. After the purchase, consumers are satisfied with the benefits of the chosen brand and are glad to avoid the drawbacks of the brand not bought. Every purchase involves compromise. Consumers feel uneasy about acquiring the drawbacks of the chosen brand and about losing the benefits of the brands not purchased. 

The post purchase evaluation phase can be regarded as the beginning of a new decision – making process. Will the consumer consider repurchasing the same product? Routine decision making develops when a brand – loyal consumer insists on purchasing the same brand every time. 
BUSINESS BUYING BEHAVIOUR
It can be observed that business markets usually have fewer but larger (volume) buyers who are more geographically concentrated and use more rational methods for making their purchasing decisions. In addition, there are usually more individuals involved in the business buying decision (for example, purchasing by committee). These professional buyers are also usually better trained and skilled at negotiation than their counterpart consumer buyers. Difficulties arise because business buying decisions are often very complex, lengthier, and more formal in nature. The seller must accommodate and adjust to these characteristics if success in this market is to be obtained.

 It should be remembered that four key questions must be answered before the business market is pursued by the firm’s marketing efforts. What buying decisions do business buyers make? Who participates in the buying process? What are the major influences on buyers? How do business buyers make their buying decisions?
Differences between business buying behaviour and consumer buying behaviour

The following are the unique characteristics of business buying behaviour:
· There are usually more people involved in the purchasing process, each with a specific role to play.

· The process is often technically more complex.
· Buyers acquire products for further production, use in operations, or resale to final consumers.

· The purchase process tends to focus more on rational needs.

· The post- purchase process is often more significant, example, the need for service and installation.

· There is a greater interdependency between buyer and seller as long term relationships evolve.

· Buyers are more likely to have unique needs that require customised manufacturing to specifications.

· More personal selling is involved as both parties hammer out details.

· Decisions are often more time consuming (products are complex and a greater number of individuals are involved).

· Buyers must follow policies and compare guidelines which place restrictions on what and from whom they can buy.

Types of buying decisions

· New task buying: this is the most difficult and complex buying situation. A business buying situation in which the buyer purchases a product for the first time. Several people are involved in the buying decision because of greater risks. Information needs are high and evaluation of alternatives is difficult because decision makers have little experience with the product. Marketers need to establish buyer’s needs and communicate the products ability to satisfy these needs.
· Straight rebuy: this is a routine, low – involvement purchase with minimal information needs and no great consideration of alternatives. Based on past buying satisfaction, the buyer simply chooses from the various approved suppliers on its list. “IN” suppliers try to maintain product service and quality. “OUT” suppliers have difficulty with initial contact with the buyer.
· Modified rebuy: a business buying situation in which the buyer wants to modify product specifications, prices, terms or suppliers, and needs to evaluate suppliers on a regular basis.

· Systems buying: buying a packaged solution to a problem from a single seller, thus avoiding all the separate decisions involved in the complex buying situation. The contract often goes to the firm that provides the most complete solution to the customers needs.

Buying centre

The decision making unit of a buying organisation is called its buying centre: all the individuals and units that play a role in the purchase decision making process. 

Users: members of the buying organisation who will actually use the purchased product or service. Initiate buying process and help define product specifications.

Influencers: people who have a direct or indirect influence on the purchasing decision. They often help define specifications and also provide information for evaluating alternatives. 

Buyers: who formally have the authority to select suppliers and sign contracts.

Decision makers: people in the organisation’s buying centre that have the formal or informal power to select or approve the final supplier.

Gatekeepers: people in the organisation’s buying centre who control the flow of information to others.

Buying decisions

The organisation buying process consists of the following eight stages:

· Problem recognition: recognise a problem or need.

· General need recognition: describe general characteristics and quantity of needed item.

· Product specification: specify the best technical product specifications.

· Supplier search: try to find the best supplier.

· Proposal solicitation: invite qualified suppliers to submit proposals.
· Supplier selection: review proposals and select a supplier.

· Order routine specification: the stage of the business buying process in which the buyer writes the final order with the chosen supplier(s), listing technical specifications, quantity needed, expected time of delivery, return policies, warranties etc.

· Performance review: assess the performance of the supplier and decide to continue, modify or drop the supplier.

Note that the eight stages above would operate in a new task buying situation. In the modified or straight rebuy situation, some of these stages may be compressed or bypassed. Each organisation buys in its own way, and each buying situation has unique requirements. Different buying centre participants may be involved at different stages of the process.
Summary

In this study unit we discussed consumer and business buying behaviour; we highlighted the differences between the two processes. We also discussed the types of decisions the organisational buyer faces, the buying centre and the stages involved in the buying decision making process of businesses.
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