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Problem Recognition t—

Richard realizes he's fed up
with a black-and-white
TV that has bad
sound reproduction.

v
Information Search

Richard surfs the
Web to leamn
about TVs,

v
Evaluation of Alternatives

Richard compares several
models in the store in
terms of reputation
and available features.

v
Product Choice

Richard chooses one model
because it has a feature
that really appeals to him.

¥

Outcomes

Richard brings home the TV
and enjoys his purchase.
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1.

Consumer decision making is a central part of
consumer behavior, but the easy people
evaluate and choose products vary widely,
depending upon such dimensions as the
degree of novelty or risk related to the
decisions. Explain

A decision is actually composed of a series of
stages that results in the selection of one
product over competing options. Explain.
Our access to online sources is changing the
way we decide what to buy.

Several perspectives exist regarding decision
making. Briefly explain Rational Perspective
Behavioral Influence Perspective, and
Experiential Perspective.

What is purchase momentum?

What is an exemplar product?

7. List 3 product attributes that consumers can use as product quality signals and provide

and example of each.

ROUTINE RESPONSE BEHAVIOR —>

LIMITED PROBLEM SOLVING —» EXTENSIVE PROBLEM SOLVING

Low-Cost Products

Frequent Purchasing

More Expensive Products

v

Infrequent Purchasing

v

Low Consumer Involvement

High Consumer Involvement

v

Unfamiliar Product Class and Brands

Familiar Product Class and Brands

Little Thought, Search, or

v

Extensive Thought, Search, and Time

Time Given to Purchase
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v

Given to Purchase



