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Decision, definition

1 Decision Is the selection of an option from
two or more alternative choices.

— No choice decisions
— Effect of adding another choice?!
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Channel Purchase Decisions

Payment Purchase Decisions

To purchase or consume
an on-sale brand

To purchase or consume a
national brand

To purchase from a specific type
of store (e.g., a department store)
To purchase from one’s

usual store

To purchase in-home (by phone
or catalog or Internet)

To purchase from a local store

To pay for the purchase
with cash

To pay the bill in full
when it arrives

To purchase or consume a
nonsale brand

To purchase or consume a
store brand

To purchase from some other type of
store (e.g., a discount store)

To purchase from some other store
To purchase in-store merchandise

To purchase from a store requiring
some travel (outshopping)

To pay for the purchase with a
credit card

To pay for the purchase

in installments
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ALtenslve proolermn solving
Lirnited oroolern solving

Foutinized response oenavior




Eiensive proolern solving

No estaplisned criteria
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Large nurnoer of alternailves

Fecqulres large nurnoer of inforrneaiion
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Lirmited proolern solving
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olisnrment of pasic criteria




Fouilnized resporise oenavior

Previous experierice wiin tne product ‘
Estanlisned set of criteria for evaluzatiorn
Sormnetirnes acdditional Inforrmeation neecdead \
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Views of consurer decislorn
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Vocdels o

E SEconomic view

E Cogrnitive view

E Emotlonal view

consumer declisions
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Econornic view

E Assurming perfect
COMNsuUrners taya rafl

— Aware of all produc

— Apility of ranxing diff

— Aollity to define eac
cisaclvarnizges arnc

cornoeilion and
tloneal declslons
cts alternatives

Ororll i aclvariages ar
Ivvmr rn oest sulis,




Passlve view {
Assurnes that consurmers are pasically ‘

suornissive to self-serving inieresis ard
orornoilonal efforts of marketers,

Consurmers are Imptlsive and Irrailonzl
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; persons power: ignore the role of
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Cogniilve view

E Consurmers are viewed as: inin«ing ‘
proolern solver

i Forumwrs searcring for products irnat
fulfill tnelr neeads \

E Consurmers viewerd as inforrmeation T
processors, end to avoid inforrnation

overload, tney use neurist LNLFJ-CJ-FE%PCI‘J/
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Ernotional view

E Consurmers viewead as ernotlonals
E Vood play role in decision maxing

B Markeiers play witn mood or ermotions
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Moclel of consurner decision
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E Varreting Inpuis
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E Socloculi
— Faurmnily,

icle custorners to guy

Lrell environrernt

soclal, cultureal, etc
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— rlign risk Vs low risk purcnzas

— Men Vs wornens

Evealuation of alternatves










Evaluation of alternailves
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Consurner decision rules

—~FvahwﬂezﬂlaumbUEﬁ)
Glves welgni for ezchn atiripuie

E Non-cornpernsatory decision rules
— Consurmers don’t palance posiilves wiir

negaives
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Non-cornpensaiory decisiorn rules

B Conjunctve rule ‘
— Consurner eaaol]s'r 12s minirmeally acceoianle
lz2vel of each aliriou
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E Digjuncilve mle
— Safne as corjuncive out wiir nigner cuioff

0oInts
E Ledcograonic rule
— Consurners rangs atiriouies as per inelr

relevarnce and given differen
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Cornparisor




Hlow llliterate ¢
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Trial purcnas

D

Custiormer ouy smeller size or less (L
Custorner try to avold risk
Markeiers Use free sarmples, couporns, or \
free irlals or free iesi drive

\
Floge resulis In repeaied DUICNASES  —

A



HoJrour*m':

E Below expeciaiiorn

B \Wiinin expectatiorn

B Cceeding expeciaiiorn
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Felationsnip rmarretng

E Loyalty orograms or CRIV

E Glve personal toucr witn add-on services

successiul witn nign involvernerii
0ro ll AL







