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The stages of the buying -decision recess are: Needs recognition: the consumer Is moved to action by a need. Identification of alternatives: the consumer Identifies alternative products and brands and collects information about them. Product and brand Identification may come from a simple memory scan of previous experiences to an extensive external search. Evaluation of alternatives: the consumer weighs the advantage and disadvantage of alternatives identified. The evaluation may involve a single criterion, or several criteria, and then compare each alternative. 
For example, you might select a frozen dinner on price lone or on price, taste, and ease of preparation. Purchase and related Decision: the consumer decides to buy or not to buy and makes other decision related to the purchase. If the decision is to buy, a series of related decisions will be made, such as where and when to make transaction, how to order or take delivery, the method of payment and other issues. Post-purchase behavior: the consumer seeks reassurance that the choice make was the correct one. What a consumer learns from going through the buying process has an influence on his next time purchase. 
After e Identify the customer buying-decision process, we should know there are some factors, and situational factors. 2. Information And Purchase Decisions Purchase decisions require information. Customers should know what products and brands are available, what features and benefits they offer, who sells the products at what prices and where they can be purchased. Miller et al (2000) argue that there are three sources of buying information - personal sources, commercial sources, and public sources. Personal sources: include family members, friends, and members of consumer's reference group. 
Commercial sources: refer to the information provided by service providers, marketers, and manufacturers and their dealers. It bears noting that Advertising is the most familiar type of commercial information. Public sources: include non -commercial and professional organizations and individuals that provide advice for consumers, such as doctors, lawyers, government agencies, travel agencies. The Consumer Buying -Decision Process And The Factors That Influence It. It should be mentioned that advanced technology provides the opportunity to reduce the costs of searching for information. 
This makes it easier for customers to make informed decisions. Social and group forces influence the customer buying -decision process The social influences affecting consumers' purchase decisions include culture, subculture, social class, reference groups, and family. Culture is the set of beliefs, attitudes, and behavior patterns shared by members of a society and transmitted from one generation to the next. Cultures do change over time. Marketing managers must be alert this changes so that they can adjust their planning to follow it. For example, in some cases, time has become as valuable as money. 
Australian consumers increasingly require time - saving services (such as fast food) and labor - saving products (such as frozen dinners). Reference groups: includes a variety of groups that affect consumer behaviors through normative compliance. It should be mentioned that the family is a reference group. Social class: is a ranking within a society determined by the members of the society. Miller et al (2000) argue that people's buying behavior is often strongly influenced by the class they belong to. Such as the upper class, they usually like to buy expensive goods and services. 
Psychological forces impact on the customer buying -decision process. Motivation, perception, and attitudes all affect the customer buying -decision process. Motivation: Mascots hierarchy of needs is a popular theory on understanding human motivation theory. With a greater understanding of motives, marketers are better prepared to design attractive value propositions. Perception: is the process by which a person selects, organizes, and interprets information. A consumer's personality -encompassing their particular needs, attitudes, belief, and past influences buying decisions. 
The features f the message and the way it is communicated also influence consumers' perception. Attitude: is a positive and negative feeling about an object. Attitudes are learned. They are formed as a result of direct experiences with a product or an idea, favorable or unfavorable toward objects. They can not be neutral. For example, you may mildly like something, or like it very much. This factor is important for marketer cause both strongly favorable and strongly unfavorable attitudes are difficult to change. Finally, attitudes tend to be stable and generalist. When people formed their attitude, it should endure. 
The longer they are held, the more resistant to change they are. Situational factors. As Miller et al (2000) state that situational influences are a temporary force, associated with the immediate purchase environment, effecting behavior. Encompasses factors such as when consumers buy, where consumers buy, and how consumers buy. Readers will recall the below diagram illustrating various buying influences. They are also relevant here. Source: waiters (2002) Walters (2002) shows that: " purchasing activities are often required to overcome barriers and these may be practically based or influenced, or be psychological in heir nature. 
For example, a value barrier is a product's lack of performance relative to price when compared with substitute products. Easel (1995) suggests manufacturers can overcome that value barrier in two ways. The first uses technology to reduce the price. The second is to communicate value attributes (to potential consumers) that they have not been made aware of or have not identified for themselves. Easel is suggesting the use of process technology to reduce costs and then price but product technology may have the effect of reducing in-use costs. This leads to the notion of usage barriers. 
Usage barriers occur when a product or service is not compatible with consumers' current practices. This may be due to system incompatibility such as computer systems being unable to 'connect' or it may be caused by user doubt concerning the efficacy, quality or security of the 'innovation'. Problems concerning credit and security have inhibited Internet sales in consumer markets. Easel advocates the use of change agents as opinion leaders who use their credibility to convince potential users that their concerns are unnecessary. Risk adopting a social innovation'. 
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