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UNIT 15 PURCHASE PROCESS & POST-

PURCHASE BEHAVIOUR 
 
Objectives 
After going through this unit you should be able to explain: 
• how the purchase stage is completed in the buying process; 

• the emergence and variety of the non-store buying alternatives available in India 
and abroad; 

• the development of post-purchase attitude, and; 

• the buyers' complaint behaviour and the marketer's response. 
Structure 
15.1 Introduction 

15.2 An Overview of Purchase Process 

15.3 Buying Stage and Situational Influences 

15.4 Steps to Benefit from Situational Influences 

15.5 An Anatomy of Non-store Buying 

15.6 Routes of Non-store Buying 

15.7 Developing an Attitude to Post-purchase Behaviour 

15.8 Theories of Post-purchase Evaluation 

15.9 Marketers' Response Strategies 

15.10 Summary 

15.11 Key Words 

15.12 Self-Assessment Questions 

15.13 Project Questions  

15.14 Further Readings 
A well-known brand of a black table fan in India was recently grappling with a 
unique .marketing problem. The brand name was strong. The brand recall too was 
equally strong. A research study conducted by the company on those buyers who 
were intending to buy a fan in the next six months, found a strong intention to buy the 
brand. Yet a large number of buyers ended up buying competitive as well as look-
alike brands. 
Another curious aspect of the brand was that those customers who owned the brand 
of the black table fan, were totally satisfied with the purchase. Yet the brand's market 
share tended to decline. The purchasers of the brand, when questioned after the 
purchases, did not indicate any negative reaction. 

15.1 INTRODUCTION 
Going through a buying process and that too so involved like an extended problem 
solving (EPS) situation, is never easy for a consumer. The enormity and complexity 
of the buying alternatives and attributes in each alternative, as seen in the unit 14, 
could often leave the buyer exasperated. The purchase and post-purchase are the last 
two stages of such consumer decision-making. While the purchase stage is more 
crucial from the manufacturers' or marketers' perspective, the post-purchase 
behaviour indicates the ultimate satisfaction perceived by consumers, and has 
implications for marketers as a determinant of future purchase decisions. 
A good in-shop experience brings three advantages to the marketer, known as the 
three R's of marketing. R1 is return of the customer to buy the product again. R2 is 
the recommendation to the potential customers. R3 is retaining the customer for other 
products of the company. The stage of buying and post buying affords the first 
opportunity to gain in this respect. 38 

 



 

Activity 1 
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Narrate your general experience in shopping (15-20 words). What feelings come to 
your mind first? 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 

15.2 AN OVERVIEW-OF PURCHASE PROCESS 

It will be interesting to visualise the types of buying here before we analyze the 
anatomy of buying. Consumers make two types of purchases. Trial purchase and 
repeat purchases. `If a consumer purchases or is induced to purchase for the first 
time, a smaller quantity than usual, and with a certain degree of hesitancy', this is 
termed as a product trial. Thus, a trial purchaser could remain or drop out of 
purchasing the product after the experience. In any event, the trial is the phase of 
purchase behaviour where intention is to evaluate a product through use. 

Repeat purchase on the other hand, indicates commitment on the part of the customer 
towards the product, company and others. It is closely related to concept of 
development of brand loyalty and signifies that the product has met with the 
consumers' expectations. 

Another important point is to be noted here. The purchase process marks the 
recognition of actual purchasing environment and its obvious effects on the process. 
Uptil this point, all that marketers know about is supposed to happen in the mental 
framework of consumers. This is the stage where marketer can observe how mental 
evaluation is translated into purchase activity at the point of purchase. The 
importance of purchase process is further increased by following two reasons - one 
each from marketers and consumers perspective. 

From marketers' perspective, purchase process is linked to marketing-mix, Thus, if 
customers purchase the evaluated item, it confirms effectiveness of the marketing 
mix employed by marketers vis-à-vis competitors. The non-selection on the other 
hand, will signal to marketers towards the need of a change in marketing mix, after a 
careful analysis of underlying reasons for brand rejection. 

For customers, purchase action marks the end of their efforts for an optimum brand 
choice. Not only do they give up money in return for a product, but the choice of 
brand once made, also means that they must depend on it alone for the delivery of 
expected benefits and satisfaction, at least until next purchase occassion. 

Activity 2 

Identify three benefits or implications of the purchase stage to the marketer. 

1. ………………………………………………………………………………… 

2. ………………………………………………………………………………… 

3. ………………………………………………………………………………… 

A customer, when committed to the stage of choice process, will have to take 
decision pertaining to: 

• Where to buy from? (store selection vs. non-store purchasing) 

• How much to buy from? (Quantum choice)  

• How to buy? (Cash or credit purchase or hire purchase etc.) 

 



 

These decisions are influenced by two major sets of forces. While the first set of 
forces relates to buying intentions, the second set comprises situational influences. 
Figure 15.1 outlines these influences on choice process. 
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Figure 15.1: Determinants of Choice Process. 

 

15.3 BUYING STAGE AND SITUATIONAL 
INFLUENCES 

The figure 15.1 exemplifies certain facts about the process of buying. First it 
confirms the fact that the choice process is accomplished only through a combination 
of buying intentions and situational variables. The other is that the individual impact 
of buying intentions or attitudinal data on choice process though significant, is not 
adequate by itself. 

Though situational influences can be endless, the five influences as mentioned in 
figure 15.1. are the major ones. Situation, in general, is defined as "something outside 
the basic tendencies and characteristics of the individual but beyond the 
characteristics of the stimulus object to be acted upon". Thus, physical surroundings 
include noise, light, or temperature in the store. Social surroundings refer to the type 
of clientele patronising the store. Task definitions include motives for shopping and 
goals. Temporal considerations comprise time-pressure and time of the day chosen 
for shopping. Finally antecedent conditions refer to cash and funds situation and the 
mood under which the purchase is completed. 

Such influences will be self-evident to you if you recall your last purchase made in an 
elegantly designed departmental store in Bombay or Delhi and compare your feelings 
with the ones arising out of a similar purchase made in an ordinary shop. Though 
purchase intentions were of similar power, .the situational factors would have made 
the difference between the two similar purchase process. 

15.3.1 Physical Surroundings 

Research has now clearly highlighted the influence that physical surrounding have on 
consumer choice. Physical surroundings are the most readily visible features of a 
purchase situation because they include geographical and institutional location, 
decor, sounds, aromas, lighting, weather and visible configurations of merchandise or 
other material surroundings in the purchase process. These stimuli influence the 
choice process through sight, hearing, touch, smell and taste of consumers. 

Kotler underlined the importance of physical surroundings in the following words : 
"where goods and services are intended for specific social classes or life style groups, 
the vendors try to create an overall atmosphere suggestive of that segment. That 
atmosphere provides cues as to the intended market segment and also enters as part 
of the consumption process since the consumer wants to enjoy the class qualities of 
that product." 
In order to exploit the physical surroundings effect to the maximum, marketers use 
the concept of `atmospherics' by devising and controlling a right mix of physical 

 



 

surroundings during purchase process. Music and crowd management are two very 
popular elements of atmospherics at the point of purchase. 
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Figure 15.2 illustrates the effect of physical surroundings on purchase process. 

Figure 15.2 physical surroundings and purchase process. 

 

15.3.2 Social Surroundings 

Like physical surroundings, social surroundings too have significance in shaping up 
the choice behaviour. The social surroundings mainly refer to the presence of other 
people and their effect during purchase or usage of a product. 

There are a variety of situations in which the presence of others may influence choice 
process. In a store, for instance, after having noticed the presence of high-society 
people, you may buy a premium item even though you had intended to buy only a 
low-price product. Further, it may also affect your resistance to the store or enhance 
product credibility if you find highly respected people or friends known for their 
good sense in buying. Furthermore, shopping is often a social experience in which, 
besides the buyer and seller, many other persuasions interact. They also affect the 
communication. Following are some general findings in this respect: 

• while shopping with friends, a consumer is likely to make more unplanned 
purchases and visit more stores, 

• selling to unaided buyers is easier than to those accompanied with advisers, 

• compliance to group views is there even though the buyer knows that others are 
wrong with reference to a given product choice. 

Activity 3 

You have visited a shop for buying a pair of trousers for regular wear. What will you 
do if  

a) Two of your friends insist on helping you in your purchase? 

……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
…………………………………………………………………………………… 

 



 

b) You are accompanied with a family member or a relative with an objective to 
enjoy shopping with you? 
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……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
…………………………………………………………………………………… 

15.3.3 Task Definition 

A host of motives initiate the purchase decision-making. The motives decide both the 
content and direction of a purchase process. These buying purposes are what we call 
as task definition in the present context. Task definition influence the purchase 
process in the following ways: 

• The purpose of purchase may alter the purchase outcome. If for instance, the 
product being purchased, is meant for a gift to a close friend, the expected 
reaction of that friend, will define the purchase task. 

• The use situation of the product will determine the task definition. A public 
consumption of products in such gatherings as wedding and social get-togethers 
etc. will place higher emphasis on purchase of a product than in a private 
consumption of the same product. 

Thus marketers use task definition as a prominent feature of purchase. Occasion-
based marketing opportunities, (Godrej storewel. in wedding and Amul Chocolate 
bars or HMT watches etc., as products in gift giving situations) have been explored 
by Indian marketers. 

15.3.4 Temporal Factors 

For any given purchase, temporal factors Or timing play a decision role. These 
timings may range from the allocated minutes of a day to shopping, and to even a 
season of the year perceived relevant to the purchase. Time can be considered both in 
absolute units of measurement (example: 45 minutes for buying this product) and in 
comparative terms (example: The purchase of ceiling fan will take more time than 
buying a cigarette pack.) Temporal factors affect the purchase in the following ways: 

• Availability of time will decide the purchase strategy for a given product. 

• Higher the amount of available time, greater will be the information search. 

• Time, when accompanied with other variables (like, hunger or happiness) can 
produce a more visible effect. 

• Time-compression, a device in which marketers use time effectiveness for 
maximum impact, can be used by marketers. 

Research on time and consumer behaviour has indicated that an `after five', shopper 
spends considerably less time in purchasing than a `regular time' customer does. 
Similarly, it has been found that greater the time-gap between two purchases, higher 
is the 'probability of extensive information search. 

15.3.5 Antecedent States 

Finally, among situational variables, moods and physical states, and thoughts too 
have a bearing on purchase situation. A famished consumer is more likely to finish 
his 

 



 

shopping quicker than a contented consumer, keeping other variables as same. 
Similarly, a consumer frustrated at not finding the desired product or response at the 
earlier outlets, may reveal a certain amount of negativism towards the subsequent 
outlets he may visit for no fault of theirs. Mood, on the whole, has been found to 
have a significant influence with reference to product or outlet chosen, or even the 
attention to various advertising messages. Gardner (1985) after having completed a 
comprehensive review of mood states on purchase process, concluded that 
"advertising designed to create a mood or positive emotional response toward the 
product, worked only when the viewer was in a neutral or positive mood." 
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Activity 4 

Identify an Indian advertisement promoting any beverage item (tea, coffee or soft 
drink). Show it to a friend of yours before lunch time and after evening tea, and ask 
his opinion on it. Try to analyze the difference in his two opinions in view of the 
discussion on temporal and antecedent states (viz. timing and mood). 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………. 

15.4 STEPS TO BENEFIT FROM SITUATIONAL 
INFLUENCES 

After having considered various situational variables in detail, it is important to 
outline the response of marketers to them. Following are some actions for the 
marketers: 

• Identify the relevance of each situational factor on his buying process; 

• Determine the impact of relevant situational variables through appropriate 
research; 

• Consider appropriate segmentation and positioning based on the findings; 

• Develop an appropriate marketing mix, incorporating the above; 

• Remember the general findings and hypothesised relationships between 
situational variables and purchase process. 

Activity 5 

Imagine yourself as a manager of a large general store, dealing in a variety of 
cosmetics and beauty-aid items. Develop your specific responses to situational 
variables in the light of the steps mentioned above. 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 

15.5 AN ANATOMY OF NON-STORE BUYING 

India is changing in response to global trends. One of them is the emergence of non-
store buying. Today, in most countries non-store buying has emerged as a major 
route for shopping. Popularly known as direct marketing, non-store buying too has an 
important place in the consumer purchase process. 

 



 

44 

The Buying Process 
 

 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

The Direct Mail Marketing Association (DMMA) has defined Direct Marketing as 
follows: 

"Direct (response) marketing is the total of activities by which products and services 
are offered to market segment in one or more media for information purposes, or to 
solicit a direct response from a present or prospective customer or contributor by 
mail, telephone or other access." 

The non-store marketing owes its prominence to a variety of reasons. These reasons 
are: 

Greater importance to comfort in consumer life style 

Higher discretionary incomes 

Demand for convenience in shopping 

Option of credit facilities through credit or charge cards 

In-store crowd and long queues in delivery and payment  

Under-informed and little-trained store personnel  

Pressure for spot decision under stress of store personnel 

The non-store buying option has become stronger not because of the sudden fad or 
fascination on the part of marketers or consumers. The economic environment also 
plays an important role in it. The development of non-store buying in a country is 
dependent upon several economic and social factors some of these are as follows: 

general economic development 

availability of logistics and infrastructure 

nature of product 

consumer awareness 

freedom enjoyed by marketing forces 

desire of marketers to reach new and uncovered market segments 

However, we find varying degrees of direct marketing practiced in different 
countries. Be that as it may, direct marketing and its interaction with consumer 
buying process is of special significance but largely undeveloped because direct 
marketing itself is growing only recently. In India, for instance, we have the well-
known examples of Bull worker, Readers' Digest who have successfully served their 
target segments through direct marketing. 

Activity 6 

a) List two reasons to which the slow acceptance of direct marketing, in India can 
be attributed. 

i)…………………………………………………………………………………. 

ii)…………………………………………………………………………………. 

b) Suggest two major ideas that can help the progress of direct marketing in India. 

i)….………………………………………………………………………………. 

ii)…….……………………………………………………………………………. 

15.6 ROUTES OF NON-STORE BUYING 
There are five best known routes of direct or non-store buying. These are:  

• The in-home buyer 

 



 

• Tele Marketing 
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Mail-order buying • 

• Direct in-home sales 

• Interactive video selling 

The in-home buyer places an order from the home through mail or telephone or even 
a catalogue. Though such route of buying is quite known to business-to-business 
marketing (a retailer placing an order with a wholesaler or to a distributor), its scope 
is highly limited in India to only known and tested customers. For individual 
consumers, the in-home order placement is merely to avoid an extra-trip for the 
known, familiar and standardized items only. 

Tele-marketing, mostly western in origin, comprises using pre-paid telephones 
(known as toll free numbers in the West) by customers for product enquiries or 
purchasing. Owing to limited facility of telephones and widespread complaints in 
their functioning, this route of non-store buying is again confined to select cities and 
customers in India. 

Direct in home sales is quite prevalent in India; especially as a large number of 
women in semi-urban and rural areas like to stay in-home while males do the major 
shopping mostly alone. Also, at many places, market structure is not available for 
sundry household items. In many cases, housewives prefer this route as it provides 
them with an opportunity to have pleasure in bargaining, total attention of salesmen 
and a convenience in buying individually consumed female product items. This route 
may, however, decline in importance as the store-shopping habits and freedom 
increase in the rural and semi-urban areas. 

Videotext or interactive video is the pointer .to the kind of shopping in future. In this 
method, buyer-seller interaction occurs through TV sets and computer terminals. The 
buyer, while sitting home, may type in his purchase information and requirements 
through the keyboard of his computer terminal or switch on the desired channel on 
his cable TV or videotext facility. Highly limited to only a few consumers in 
metropolitan and major towns, this route of non-store-buying in India is currently 
little known. It may however in future grow into a familiar and fascinating route of 
non-store buying . in many countries. 

Activity 7 

Suggest some non-store buying routes for buying jewellery. 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 

15.7 DEVELOPING AN ATTITUDE TO POST-PURCHASE 
BEHAVIOUR 

As mentioned before, the post-purchase behaviour plays an important, part in 
developing a relationship between the customer and the marketer. On the part of 
marketer, an attempt to recognize consumer's post-purchase behaviour indicates his 
desire and commitment towards the implementation of marketing orientation or 
marketing concept in business. In this, the marketer identifies with his customers and 
thinks from customer's perspective. If purchase represents customers consumption 
motives and purposes, the post-purchase behaviour indicates whether or not those 
purposes and motives have been achieved. Thus, purchase activity is the means while 
post-purchase is an evaluation. 
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Post-purchase Use and Disposal 

Marketer should also monitor how the buyers use and dispose of product (See Figure 
15.3). If consumers find a new use for the product that should interest the marketer 
because this use can be advertised. If consumers store the product (not using it) that 
indicates that the product is not very satisfying and word of mouth would not be 
strong. If they sell or trade the product, new product sales will be depressed. If they 
throw the product, the marketer needs to study how they dispose of it, especially if it 
can hurt the environment. 

The formation of satisfaction or dissatisfaction is, however, a function of many 
factors. These factors are: 

Use, occasion of Product/Brand 

Cost/Investment involved in choice making 

Number of outcomes and their desirability 

Prior experience of product/brand 

Personal expectations and norms 

Group expectations and norms 

Cultural forms 

Outcome endurance - the duration for which the outcome persists 

Time lag between the choice and use of the product 

Figure 15.3: Post-purchase activities in consumer decision making 

 

 



 

Activity 8 
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What are the most important factors on which you decide your viewpoint about any 
post purchase experience? 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 

15.8 THEORIES OF POST-PURCHASE EVALUATION 

Can the consumer dissatisfaction be theorized? If it can be done, it will make the task 
of handling it easier. 

Fortunately, the answer is favourable. There are several theoretical explanations that 
relate consumers' product expectations with its performance. Table 15.1 attempts a 
brief account of four such theories and their marketing implications. Although these 
theories somewhat over simplify a complex relationship between product 
expectations and performance, they succeed in emphasising the importance of post-
purchase evaluation. This is the stage of decision making that ensures repeat purchase 
and favourable word of mouth advertising. It also determines consumers attitudes not 
only towards the product purchased and other products manufactured by the company 
but toward the company itself. 

Table 15.1: Explanations of Expectation-performance Disparity. 

 

Formation of Satisfaction/Dissatisfaction 

Every purchase inevitably results into either satisfaction or dissatisfaction. 
Satisfaction is the expected outcome. It signifies "a confirmation that performance of 
the chosen alternative is consistent with its prior beliefs and expectations." Dissatis-
faction, on the other hand, signifies an absence of such confirmation with reference to 
the outcome. 

 



 

Figure 15.4: Formation of Consumer Satisfaction/Dissatisfaction. 
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Post-purchase behaviour has witnessed, in the recent past substantial research efforts. 
Some generalisations out of these researches are as follows: 

• There is no all-accepted definition of consumer satisfaction or dissatisfaction. 

• In many cases, while presence of a particular factor may cause dissatisfaction, the 
avoidance of it may not necessarily= lead to satisfaction. 

• Satisfaction/Dissatisfaction arises' out of a cumulative effect of many factors. 
The individual impact of each is quite difficult to isolate. 

• Although consumer dissatisfaction is all pervasive, it is unlikely to result always 
in complaint making. Authors have suggested that complaint behaviour is related 
to such factors as the level of dissatisfaction; the perceived gain from 
complaining, the personality of consumer; the general attitude towards 
complaining; the convenience in identifying the person to be complained against; 
the resources available to the consumer for complaining; and the previous 
experience with product and complaining clearly, handling 
satisfaction/dissatisfaction is a logical process. For instance, Figure 15.5 outlines 
five possible responses of a dissatisfied consumer: 

Figure 15.5: Responses of a Dissatisfied Customer. 

 

 



 

Activity 9 
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Recall some purchase occasions when you felt dissatisfied against a bad purchase. 
How did you respond to those dissatisfaction situations? 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 

15.9 MARKETERS' RESPONSE STRATEGIES 

It may be noted here that although post-purchase evaluation is strictly concerning the 
buyer and seller, several other parties too get involved in case the consumer decides 
to approach the outside intervention mechanism against product failure or dissatisfac-
tion. The intervention by the government and consumer protection organization is a 
case in point. Thus, a marketer has to design appropriate responses to post-purchase 
activities that will not only keep the consumer satisfied but also avoid the 
intervention of other parties in the matter. Following are the prominent responses that 
a marketer should consider in order to: 

• build consumer satisfaction 

• maintain consumer satisfaction 

• avoid consumer dissatisfaction 

15.9.1 Monitor Regularly the Consumer Reactions 

A marketer should initiate and encourage a regular monitoring of consumer reactions 
towards itself, its product range and a particular brand. A continuous inflow of such 
monitoring data will develop into an information system and serve as early warning 
signals. Such monitoring is of particular significance where products are sold through 
non-store purchasing route. 

15.9.2 Bring product Quality under Marketing Responsibility 

Though we hear a lot these days about improving product quality, nothing . can 
substantially change until maintenance of product quality is brought under marketing 
responsibilities. Thus, quality control will upgrade itself from being an isolated 
function of production department to a joint mission of marketing and manufacturing 
departments. 

15.9.3 Handle Complaints Quickly and Responsibly 

Marketers must go beyond the usual lip-service to handling of customer complaints. 
They should be taken up at the earliest opportunity and action notified to the 
complaint without delay. Even acknowledgement of the receipt of complaint 
contributes to reducing dissatisfaction. 

15.9.4 Be a Courteous and Helpful Host 

Most of consumer dissatisfaction is attributable to poor service at the point of 
purchase. It may arise out of unhelpful or discourteous sales personnel, poor 
availability of product and inadequate service to customers. Marketers may note that 
even in standard products, considerable differentiation and competitive edge can be 
generated by being a courteous and 'helpful host to visiting customers. 

 



 

Activity 10 
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 Study the post-purchase responses as observed by you in any consumer durable 
product category (e.g. refrigerator, television, two-wheeler etc.). Explain below two 
most important responses that in your view, are most effective. 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………. 

15.9.5 State only Realistic Product Claims 

The previous explanations between product performance and expectation require a 
marketer to state only realistic product claims. Factual promotion-executed with 
creativity, brings about lasting customer loyalty and goodwill. 

15.9.6 Help Consumer on Product Use 

The manner in which the product is used can be crucial to customer satisfaction/ 
dissatisfaction. It is in the interest of marketers themselves to help consumer in 
proper use of the product - especially those which may fail if wrongly opened or used 
blindly. Adequate instructions or information could be given to reduce potential 
consumer dissatisfaction. 

15.9.7 Sell `Solution' instead of Product 

Nobody buys a product what consumer buy is `solution' through products. Thus, 
promotional attempts should focus on the solution or performance of product rather 
than the product. This will signify the desire of marketers to provide satisfaction to 
customers. 

15.9.8 Assure Even after the Purchase is Over 

Marketers must assure the buyers, even after the purchase is concluded of their 
commitment to customers' satisfaction. A thank-you letter or a visit to customers 
enquiring about their post-purchase feelings can go a long way in building a healthy 
and satisfying relationship for both customers and marketers. 

Activity 11 

Select a newspaper or magazine or TV advertisement that attempts (a) to provide the 
consumer with a decision strategy to follow in making a purchase decision or (b) to 
reduce the perceived risk (c) associated with a purchase, evaluate the effectiveness of 
the ad you like. 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 

Activity 12 

Your friend plans to buy a new car. He prefers the latest models and his choice has 
narrowed down to Maruti Esteem, Fiat LINO and TATA Sierra. He looks for three 
things in a car. Economy, quality and roominess and he values them at 5, 3 and 2 
respectively. On a scale of 1-10 (10 being best), he rates Maruti Esteem at 8, 8 and 2 
on the three, Fiat UNO 3, 5, 9 and TATA Sierra 5, 8, 7. Predict which car he is likely 
to 

 



 

buy. If he evaluates cars according to the expectancy value model, which attribute 
change has the biggest impact on the overall evaluation of TATA's product? What 
strategies might TATA use to influence choice of its product? 
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i) ……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
…………………………………………………………………………………… 

ii) ……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
…………………………………………………………………………………… 

15.10 SUMMARY 

The unit concentrated on purchase and post-purchase - the two very important stages 
of consumer decision process. While purchase activities generate cash for the 
organization, post-purchase behaviour retains the key to repeat buying and customer 
loyalty. 

The unit began with an overview of purchase process. The purchase process is 
influenced by the customer's intention to buy and situational factors. The situational 
factors are physical surroundings, social surroundings, task definition, temporal 
dimensions and antecedent conditions. These days, non-store buying or direct 
marketing, process is as important as the store buying. A detailed description of each 
of the non-store buying - like the in-home buying, mail-order, telephone shopping 
and videotext selling, has been attempted. Once the purchase process is completed, 
the marketer's attention has to shift to the phase during which consumers handle their 
reactions to product purchase and use. Reactions could either be positive 
(satisfaction) or negative (dissatisfaction or dissonance). How consumers express 
both kinds of reactions and what could be the responses of marketers to these, are the 
focus of the rest of the unit. 

15.11 KEY WORDS 

Post-purchase Attitude: Attitude of satisfaction/dissatisfaction towards a product 
developed by consumer after the product is used. 

Complaint Behaviour: The overt actions taken by consumers to bring their product 
to service dissatisfaction to the attention of marketers and other consumers. 

Dissonance: A state of imbalance that results when a logical inconsistency exists 
among cognitive elements. 

Product Disposition: What consumers do with a product after they have completed 
the use of it. 

Outcome: The result of an exchange the feeling that whether the result was equitable 
to a buyer vis-à-vis seller. 
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15.12 SELF-ASSESSMENT QUESTIONS 

1. Explain the purchase process and its determinants. Do you consider them equally 
effective to Indian shopping culture? What changes you would recommend in 
this respect? 

2. How far is an expensive styling and layout of a store justified in India? What 
precautions will you recommend so that store design does not unduly affect an 
otherwise rational purchase decision'? 

3. Explain the relationship between marketing orientation and attention to post-
purchase process. Are they complementary to each other? Review one or two 
cases where a marketer has given a visible attention to the dissatisfaction of 
consumers. 

4. You are a marketing manager of a company that has started manufacturing 
washing machine. How will you anticipate, analyse and respond to the post-
purchase feelings of your customers? 

15.13 PROJECT QUESTIONS 

1. Contact your friend, neighbour or a family member who has recently been 
abroad. Encourage him to recall his in-store shopping behaviour and choices 
made therein. Contrast the choice process in markets in India and abroad on their 
important at-tributes. 

2. Review the print advertisements (newspapers, magazine, journals etc.) for the 
last two years in a particular industry of your choice (personal computer, 
television etc). Identify how many of them are directed at the post- purchase 
behaviour of customers. Also evaluate their responses in handling consumer 
dissatisfaction. 
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