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• Understand the steps involved in the consumer decision 
process

• Describe factors influencing the consumer decision process

Today
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Consumer decision process

… because this process affects:

• How, when and where you advertise
• How you position your product vs. the competition
• How you communicate with consumers
• How you price your products
• How you address consumers’ fears and hesitation
• How you relate to consumers’ post-purchase

You must understand how this process works in your 
specific industry …
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1. Need Recognition

First generation iPhones were released in 
June 2007.  Was there an “obvious” and 
immediate need for them?  Not exactly…

Original ads from 2007 featured all the 
functions of the iPhone to communicate 
this “need” to consumers:
http://www.youtube.com/watch?v=6lZM
r-ZfoE4

Understanding this “step” in the 
consumer decision process will affect 
how you advertise.

http://www.youtube.com/watch?v=6lZMr-ZfoE4
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Two types of needs
– Functional needs

• Product or service functionally and performance

– Psychological needs
• Personal gratification

1. Need Recognition
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Internal vs external search

2. Search for information

vs
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Factors affecting search processes: benefits vs costs

2. Search for information

Perceived 
benefits

Perceived costs
(not just price!)
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2. Search for information
Factors affecting search processes: Actual and 

Perceived risks

Performance

Financial

SocialSafety

Psychological

Perceived risk related to a poorly 
performing product or service

Risks associated with a 
monetary costs (both initial 
cost of the purchase as well 
as the costs of using the item 
or service) 

Fears that consumers suffer when 
they worry others might not regard 
their purchases positively. 

Refers to the fear of an actual harm 
should the product not perform 
properly. 

Risks associated with 
the way people will feel 
if the product or service 
does not convey the 
right image. 
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Some key concepts (not all!)
– Product sets

• Universal à all choices (too many!)
• Retrieval à from memory
• Evoked à considered (would buy)

– Determinant attributes
• Features that are important

3. Evaluation of alternatives

Universal

Retrieval

Evoked

Taste Calories Price Overall Score

Cheerios 10 8 8 8.7

Post 8 9 3 6.7

Kashi 6 8 5 6.4
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Conversion rate
– How well they have converted purchase intentions to purchase

Reasons for not purchase
– Product not in store/ out of stock
– Try different store or channel

• I see it in store but I buy it online

4. Purchase and consumption
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5. Post purchase

Measure/track customer satisfaction à satisfied customers  
become loyal, purchase again , and spread positive word of mouth
• Ask for feedback when possible

Customer satisfaction can be affected by
• Expectations about the product
• Firms should set realistic expectations

• Usage of the product 
• Firms should demonstrate correct use of product
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Undesirable output
– Negative word of mouth

• Offline and Online

5. Post purchase
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Factors influencing
the consumer decision process

• Product
• Price
• Place
• Promotion

Marketing 
mix

• Motives
• Attitudes
• Perceptions
• Learning
• LifestylePsychological 

factors

• Family
• Reference groups
• Culture

Social 
factors

• Purchase situation
• Sensory situation
• Temporal state

Situational 
factors

Consumer
Decision
Process
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Consumer decision process
– 5 steps: recognition, search, alternatives, purchase & 

consumption, and post-purchase

Factors influencing the consumer decision process
– Many including 4ps, groups, etc.

Recap


