
 
 

 
 

A STUDY ON CONSUMER DECISION-MAKING 
PROCESS 

Dr Anubhav Soni 
SOMC, Sanskriti University, Mathura, Uttar Pradesh, India 

 

Journal 
Samvakti Journal of Research in Business Management 
https://www.sjrbm.samvaktijournals.com 
Volume 2 Year of Volume 2021 Page No : 1 - 8 

Discipline Decision Making 

Conference  A virtual international conference on redefining and transforming the role of higher 
education in sustainable development 

Conference 
Dates 

Start Date: September 30, 2021 
End Date  : September 30, 2021 

Institute Name JAIN (Deemed-to-be University) in association with Council for Industrial 
Innovation and Research 

 
Date Received : November 17, 2021 Publication Date : December 2, 2021 
ID : 2021.01.12 Paper Type : Conference Paper 
DoI No. : 10.46402/2021.01.12 DoI Url : https://dx.doi.org/10.46402/2021.01.12 
 
Access Type : Open Access (Attribution-NonCommercial-NoDerivatives 4.0 International) 
© 2021 Dr Anubhav Soni with publication rights granted to Samvakti Journals 

 

ABSTRACT 

In recent years, research into consumer behavior and how they make decisions has 
progressed, and it has become a major topic in the marketing community and academia. 
This study includes an exhaustive literature evaluation of educational papers in this 
domain of purchasing policymaking procedure in market and its position in order to 
develop the research. In addition, the study discusses the most recent patterns and topics 
that have emerged. The main ideas and theories in this area were assessed and 
discussed using 24 scientific articles, reports, and marketing books. In addition, a context 
of "memories that is important" in the decision-making procedure of consumers plus the 
elements that impact them was developed in designed to persuade customer behavior in 
favor of the corporation's offers. Moreover, vendors were given tips for gaining a better 
perception of client behavior and purchasing techniques in order to authorize advertising 
campaigning and achieve market success. The report also makes some 
recommendations for further research on purchasing behavior. 

KEYWORDS: Buying Behavior, Business, Consumer Behavior, Decision-Making, 
Market. 
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INTRODUCTION 

Understanding how and why clients behave in certain ways while making a purchasing 
decision has long been a hot marketing topic, since it aids firms in improving overall 
marketing campaigns and expanding their market share. As a consequence, one of the 
issues that all advertisers face today is persuading customers to buy their goods or 
services. As an outcome, knowing purchasing decision elucidates how customers expect, 
observe, certainly argue, or make a choice of given alternative (e.g., brands, goods, and 
also merchants), as well as how the customer's surroundings (e.g., tradition, people, and 
mass media) stimulate person, and also how customer inspiration and decision plans vary 
among goods. All of this adds up to a deeper understanding of how companies may 
improve their marketing campaigns to better target consumers. This article investigates 
consumer purchasing behavior, concentrating on the factors and timeframes that 
influence customers' purchasing decisions. And what were the "memories that count" in 
the decision-making procedure of a consumer? How are various factors predictable to 
impact the "memories that count" in this procedure? The study paper provides an 
overview of the important styles, concepts, or research areas in the field of buyer 
behavior. Also given and discussed will be a context of the aspects that encourages every 
stage of decision-making procedure.  

Finally, suggestions will be offered for future research in this field. The topic of purchasing 
decision-making was selected for a variety of reasons. To begin with, everyone plays the 
role of a customer and makes several purchasing selections each day. It's serious to learn 
what issues effect individual buying choices: a problematic/requirement or a well-thought-
out specialized promotion effort[1]. A marketer's understanding of this topic is also 
important in order to effectually target consumers, develop a brands, and also 
comprehend how consumers see brands vs competitors' brands. Altogether of this 
contributes to generating worth and consumer pleasure, gaining a competitive benefit, or 
increasing company's worth. Scholars in the field of consumer behavior have been 
thoughtful and suggesting general ideas and protracted contexts since the nineteenth 
century. Researchers are now looking at specific determinants and linkages, as well as 
more complex problems connecting additional sciences such as neuroscience. As an 
outcome, new fields of study emerge, such as marketing research, to name one. 
Marketing automation is the study of how the human brain operates and responds to 
marketing stimuli, using neuroscience concepts in market analysis[2]. 

Consumer behavior trends alter throughout time as well. In today's fast-paced world, 
people expect activities that not only include engaging all of the minds, but also provide 
a range of new touch points and contain entire fantastic journeys. There is rising craving 
for variation, or capabilities are predictable to provide extra of it. People are seeking for 
inventive ways to combine a range of functions into a single property to make the most of 
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every available inch of spatial and temporal space. Customers have also had a taste of 
super-personalization. "Consumer Behavior Will Be Shaped by Six Trends It's also 
important to consider the characteristics of today's generation, the Millennials. These are 
the social media users that are most resistant to the influence of social media, with 48% 
claiming that social media hasn't ever affected their purchasing decisions. Teenagers 
consume information on a number of channels and devices, and their opinions are 
frequently influenced through the aristocracies. As an outcome, marketers must first learn 
how this group consumes data before delivering relevant promotional content that relates 
to consumers. Promotion has one objective to contact clients at the precise moments 
when people are highly susceptible to influence (commonly referred to as "memories that 
count" or "touch points")[3]." Sellers are endlessly on the viewpoint for those chances. For 
years, the concept of a "funnel" has been used to describe touch points” 

Consumers begin with a few potential products in sight (left flank of the channel), but as 
they advance through funnel, promotion steers them and they reduce the end numeral of 
brands they evaluate until they arrive at only one product they would like to buying (correct 
conclusion of funnel). However, today's funnel idea flops to record all of the contact points 
or crucial buying variables that have arisen as a result of the expansion of product options 
and online platforms, as well as the emergence of a more knowledgeable consumer. To 
steer marketers through this environment, which is more intricate than the funnel portrays, 
a more sophisticated technique is required. Because communication has shifted after 
one-way - dealers to customers - to two-way - dealers to customers and customers to 
dealers - To meet client demand and control word-of-mouth, marketers require a 
methodical strategy. When discussing current trends, it's crucial to stress the importance 
of building relationships with clients. Companies may identify new customer-connection 
memories before, during, or after the buying by analyzing the buying experience[4]. When 
customers decide to buy something, for example, the marketer's job is just getting started.  

Background in Theory:   

The basic models and theories in the area of customer behavior and purchasing decision-
making will be reviewed and analyzed in this part of research paper. Scholars from the 
nineteenth and twentieth centuries will present various notions and points of view. To 
begin with, the phrase ". It is necessary to define "customer behavior." The following is a 
Professional Dictionary meaning. "The technique through which customers seek for, 
choose, buy, use, and discard items and service areas in terms of meeting their 
requirements and preferences is referred to as consumer buying behavior." Many study 
journals also utilize the following explanation.  
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Decision-Making Models:  

Behavioral decision analysis has been one of the utmost popular academics study areas 
in market over the previous rare eras. According to behavioral choice theorists, customer 
makes foolish decisions in a range of situations. Customer behavior is incredibly useful, 
and the circumstances in which decisions are made is crucial, according to these and 
other studies. Marketers must be mindful of the ways in which these implications manifest 
in the market. These and other academics' work has questioned economic theory 
projections and rationality premises, resulting in the emergence of the discipline of 
behavioral economics.  

Traditional Decision-Making Model:  

 The "Five-stage concept of consumer buying procedure" is a conventional model of 
customer decision-making that incorporates five processes that customers go through 
when purchasing products or services[5]. To positively change the customer to buying 
the goods, attach effectively with customers, or end the contract, a marketer must grasp 
these phases. 

For instance, Kotler and Keller (2012) clarify the concept in full and explain a new step of 
paradigm: discarding in his book. Influencing factors on customer decision that are highly 
regulated (including such consumer engagement) are also examined.[6]. 

LITERATURE REVIEW 

According to A.Stankevich et al. In recent years, research into consumer behavior and 
how they make decisions has progressed, and it has developed a hot topic in the 
advertising community and literature. The study includes an exhaustive literature 
evaluation of research papers in domain of purchasing decision-making procedure in 
market and its position in order to develop the research. In addition, the study discusses 
the most recent patterns and topics that have emerged. The main ideas and theories in 
this area were assessed and discussed using 24 scientific articles, reports, and marketing 
books. In addition, a context of "memories that count" in the decision-making procedure 
of consumers and the elements that affect them was developed in order to impact 
consumer behavior that  favor of the business's offers. Moreover, marketers were given 
tips for gaining a better understanding of consumer behavior and purchasing techniques 
in order to authorize marketing campaign or achieve market achievement. This report 
also makes some recommendations for further research on purchasing behavior[7]. 

Shim, D. et al studied about by proposing a comprehensive and adaptable Bayesian 
multivariate model and put on it to review data, this research experimentally finds the 
attitude-behavior gap phenomena, which has been observed commonly in environment 
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approachable materials. Because the cognitive, emotional, or conative phases, all of 
which are strongly connected to attitude-performance gap, are sequential steps in the 
customer decision-making procedure, empirical study must take them into account 
simultaneously. A recurrent multimodal probity model is proposed as a result. In an 
analysis of environmentally detergent, the affecting step (attention and preference) didn’t 
lead conative step (intent to usage and intent to buying), according to empirical findings. 
In an electric vehicle study, on the other hand, the affecting step somewhat impacts the 
conative step via the connection among preference and usage intent, as well as the 
association among attention and buying intent[8]. In order to successfully bridge the 
attitude-behavior gap, it was also discovered that in eco-friendly detergents, extremely 
fine and low complexity must be addressed, and in an electric vehicle, extraordinary 
related benefit and compatibility must be prioritized. 

M. Chatthipmongkol investigated how frozen foods play an essential part in Thailand's 
economy and industry. For ages, food products have been sponsored as a main source 
of revenue for Thailand. In addition, many people working outside have much less time 
to prepare meals. In Thailand's changing society, demand for frozen foods is rapidly 
expanding. As a result, the goal of this study was to identify characteristics that influence 
customer decision-making about Thai frozen food items in order to design solutions for 
Thai frozen foods to suit consumer wants and compete in the international market. The 
goals of the study were examining the customer decision-making procedure for Thai 
frozen meals, as well as the 4Ps marketing mix: brand, pricing, location, and promotions, 
and the link between the 4Ps of marketing mix or the client decision procedure: need 
identification, repurchase research, and product evaluation. As a consequence, in the 
generally feature of individually marketing mix, the factor that customers deemed most 
important in making a purchasing decision was product, while the other aspects were 
promotion, location, and price, respectively. The findings of the study revealed that frozen 
food sales promotions increased customers' need recognition. Prepurchase search was 
influenced by reasonable quantity prices, diverse distribution channels, attainable 
promotion and advertising in several media, or the complete aspect of promotion. The 
general characteristic of the products, as well as the brand's reputation, influenced the 
appraisal of alternatives. Purchase behavior was influenced by nearby promotion and 
publicity in several media, as well as the overall aspect of price. Finally, post-purchase 
appraisal was influenced by reasonable prices for quality[9]. 

Kanagal, N. discussed about the incentive reply model of consumer behavior is effective 
for understanding individual consumer buying behavior in the context of individual 
consumers purchasing consumer goods. The influence and interconnections of 
purchaser mindset, numerous purchaser traits, and the effect of the purchaser choice 
procedure on consumer decision making are all integrated into a protracted stimulus- 
response concept of behavioral procedures in customer decision making. The model 
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posits that the interaction of three characteristics of individual buyer behavior: 
communicative responsiveness, culturally assimilated individualism, and balanced / 
financial decision making, results in the behavioral process of customer decision making. 
The study examines the opposite side of the customer decision-making process, from 
need identification to post-purchase pleasure, according to various stages of decision-
making. An comprehensive empirical framework of buyer decision-making behavioural 
processes has been proposed, which could lead to a more in-depth investigation of micro 
level aspects and linkages that influence consumer decision-making behavior[10]. 

DISCUSSION 

The decision-making procedure embraces stages including such evaluating a choice, 
collecting info, and assessing potential solutions. By gathering crucial information and 
evaluating alternatives, a process decision-making technique can help you develop more 
deliberate, considered results. This strategy increases your chances of selecting the most 
appealing alternate. As you gather knowledge, you'll certainly see a plethora of different 
options or courses to choose from you can also come up with new ideas by combining 
your creativity with other facts. You might choose to repeat specific steps of the method 
to make a fresh decision if indeed the choice doesn't really suit the specified necessity. 
For example, you might wish to obtain more specific or distinct data, or you might want to 
investigate other options. When making decisions, one should always examine the 
positive and negative business ramifications and priorities the positive outcomes. 

CONCLUSION 

A research study in the subject of consumer decision-making procedure was offered in 
this research study, or papers were examined for a better knowledge of the current state 
of this skill. For a long period of time, what happened in the stage between information 
seeking and post - purchase behavior in the buying process was a "black box" for 
marketers. There is no single correct solution at this time, however it is possible to track 
trends and throw light on certain procedures. In the introduction section, present trends 
in the area of customer behavior were examined and obtainable in order to keep up with 
the flow of possible developments and problems. Researchers had previously undertaken 
substantial research and established a variety of theories and models. The original five 
decision-making procedure provides the basis for contemporary concepts. Although it has 
been criticized, no one can ignore its significance. Using the conventional model as a 
basis, a context of connections amid "memories that count" in making decisions and 
aspects was designed and verified. It can aid in the development of subsequent study or 
the confirmation or denial of these linkages.  
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Marketers might find useful insights and suggestions for every phase of latest concept as 
the research developed, permitting them to apply in a promotion campaign. This might 
assist you flourish in the market and entice faithful customers. In terms of methodology 
breaks in peer by review studies, it was noted that more sample must be involved in study 
because individuals are increasingly demanding personalization, and it will aid in the 
discovery of common traits and interrelationships. In addition, the generational divide is 
a hot topic right now. What their responses are to marketing campaigns. Marketers have 
a difficult duty to satisfy the requirements and wishes of at least two generations in this 
century, and they use diverse techniques to do so. Moreover, based on the 
circumstances, culturally variations are getting slightly stronger as a due to globalization. 
Customers, on the other hand, behave differently in different nations, as evidenced by 
previous research. As a consequence, not all advertising methods used in Europe will be 
as efficient in Asia. In terms of the differences in consumer products, less research was 
done. Scholars frequently discuss just durable and nondurable items. However, there is 
a distinction between these product classes. Moreover, services receive less attention 
(not products). Experts are beginning to see the value of controlling the availability of data 
on customer decisions, as even more controls leads to better results. These innovative 
understanding will be mainly beneficial in new internet scenarios, where monitoring the 
stream of data can have a substantial effect on the quality of consumers' decisions, 
memories, knowledge, and self-assurance. In the modern technological marketplaces, 
where customers are frequently confronted with information explosion while making 
choices, stream of research structure (the quantity of info in an excellent set) is too 
significant. 
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