—

i MBA Third Semester (Cc
. Jnsume
umer mng«_.sf_; .
J: mea.é:xu‘ Decision Making (Module 2) 41

Consumer —Umﬂmwmaa mood, €1C- Alongwith these, there is one more factor which is known as

(ask %maa‘o:. _m refers 8. the purpose and objectives of purchasing. Both
ncagw_nm _E.ascoz and situational factors help in defining task %mr:mc:
which in turn influences the actual buying. ,
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ﬂ—m—oz..g AKI NG The change 1n consumer decision making occurs with the type of purchase
211 I , . decision. Buying am&&o:m related with ?o.mco? like soap, a baseball bat, a
ﬁ. e .::.cazn:c: aptop or @ NEW house are completely different from one another. The
. _&mnma%am the customers’ purchase intenti consumer a.ewio: Emﬁam SOCE have been a fatiguing process if every
influences are the primary factors the intentions  and  situatioy buying decision required extensive cffort. On the other side, consumer
?Rf& intentions lead to mnE‘_. at m@n& the purchasing proces decision making would have been and uninteresting, if every buying
situational influences, The f::m“. ?\:‘n:mw_:m only if it is supported b decision was routine. Thus there are following three levels of consumer
situational factors are physical atmospher: involvement based upon the range of consumer efforts:
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* Probem recognition y SITUATIONAL INFLUENCE ) mciv_ex _ve.émmmc: gmxmzn\mxasm?m —wncv_w-: mcr\.m:m.gcmnr
. _ac::f 4 * Physical surroundings | h::.%_ox decision making occurs when an _E_E:.Em_ fully ::_._umm the
Lﬁs_ Jewrch » 5 e ) w.ceu_ surrounding | buying decision process. For making such a decision, & considerable
* Alternative cvaluation m . >Mﬂhhﬂ=”Am”““uwﬂwﬁm__, “ :.:.F. and efforts are required for mirn.::m data and evaluating
. Sz__éep.:_::_. . different options regarding the product which needs to be vc:m? .Ea
‘ " the place from where it should be bought. Under this categorisation,
L L " products are usually cxpensive and complicated with which  the
customers have zero experience such as first car, new house, life
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insurance, etc. Since most of the customers

decision making which requires a large number of ::.o::@c: for

product selection and evaluation of alternatives, retailers like E:o

”.. Qo.m lers, or real estate brokers uscs methods of personal ma_:mm,
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consideration denotes the factors Jike _. .i_r .w..v:_:m B m.. In situations when _:a_Sa:m_m utilises €

availability of Process but do not put much time and effort on then ;
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