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Syllabus

Consumers’ Behavior for Services- Consumer Decision
Making Process and Buying behavior in services,
Meaning and Types of Service Expectations, Zone of
Tolerance, Consumer Satisfaction, Segmenting,
Targeting and Positioning of Services.



Consumer Buying Behavior

 Consumer Buying Behavior refers to the actions taken
(both on and offline) by consumers before buying a
product or service. This process may include
consulting search engines, engaging with social media
posts, or a variety of other actions. It is valuable for
businesses to understand this process because it helps
businesses better tailor their marketing initiatives to
the marketing efforts that have successfully influenced
consumers to buy in the past.



Factors affected buying Behaviour 

 Cultural Factors - Culture is not always defined by a
person's nationality. It can also be defined by their
associations, their religious beliefs or even their location.

 Social Factors - Elements in a person's environment that
impact the way they see products.

 Personal Factors - These may include someone's age,
marital status, budget, personal beliefs, values, and
morals.

 Psychological Factors - A person's state of mind when they
are approached with a product will often determine how
they feel not only about the item itself but the brand as a
whole.



Steps in Consumer Buying Process
1. Information search--

 Internal search, memory.

 External search if you need more information. Friends 
and relatives (word of mouth). Marketer dominated 
sources; comparison shopping; public sources etc.

2. A successful information search leaves a buyer with 
possible alternatives, the evoked set. Hungry, want to go 
out and eat, evoked set is

 Chinese food

 Indian food

 burger king

 klondike kates etc



3. Evaluation of Alternatives--need to establish criteria
for evaluation, features the buyer wants or does not
want. Rank/weight alternatives or resume search. May
decide that you want to eat something spicy, Indian gets
highest rank etc.
If not satisfied with your choice then return to the search
phase. Can you think of another restaurant? Look in the
yellow pages etc. Information from different sources may
be treated differently. Marketers try to influence by
"framing" alternatives.

4. Purchase decision--Choose buying alternative,
includes product, package, store, method of purchase
etc.



5. Purchase--May differ from decision, time lapse
between 4 & 5, product availability.

6. Post-Purchase Evaluation--outcome: Satisfaction or
Dissatisfaction. Cognitive Dissonance, have you made
the right decision. This can be reduced by warranties,
after sales communication etc.
After eating an Indian meal, may think that really you
wanted a Chinese meal instead.



Four Types of Buyers

 The Analytical Buyer - Motivated by logic and
information, this buyer will look at all the data on
competing brands and products before making an
informed decision.

 The Amiable Buyer - Warm and friendly, this buyer
just wants everyone to be happy. That is why they are
often paralyzed by big decisions when there is the
perception of a win/lose outcome.



 The Driver Buyer - Drivers are most concerned with
how others view them and whether they follow. The
trendsetters, Drivers are most concerned with their
appearance rather than the relationships that are
formed during a transaction.

 The Expressive Buyer - Relationships are key to the
Expressive Buyer. They cannot stand feeling isolated or
ignored during a transaction. Instead, they want to feel
like your most important asset.



The four type of consumer buying behavior 
are:
 Routine Response/Programmed Behavior--buying low

involvement frequently purchased low cost items; need
very little search and decision effort; purchased almost
automatically. Examples include soft drinks, snack foods,
milk etc.

 Limited Decision Making--buying product occasionally.
When you need to obtain information about unfamiliar
brand in a familiar product category, perhaps. Requires a
moderate amount of time for information gathering.
Examples include Clothes--know product class but not the
brand.



 Extensive Decision Making/Complex high
involvement, unfamiliar, expensive and/or
infrequently bought products. High degree of
economic/performance/psychological risk. Examples
include cars, homes, computers, education. Spend a
lot of time seeking information and deciding.
Information from the companies MM; friends and
relatives, store personnel etc. Go through all six stages
of the buying process.

 Impulse buying, no conscious planning.























Managing Customer Expectations 
During Purchase Phase









Customer satisfaction

 Customer satisfaction (CSAT) is a metric used to
quantify the degree to which a customer is happy with
a product, service, or experience. This metric is usually
calculated by deploying a customer satisfaction survey
that asks on a five or seven-point scale how a customer
feels about a support interaction, purchase, or overall
customer experience, with answers between "highly
unsatisfied" and "highly satisfied" to choose from.



 Customer satisfaction (often abbreviated as CSAT) is
a term frequently used in marketing. It is a measure of
how products and services supplied by a company
meet or surpass customer expectation. Customer
satisfaction is defined as "the number of customers, or
percentage of total customers, whose reported
experience with a firm, its products, or its services
(ratings) exceeds specified satisfaction goals.

https://en.wikipedia.org/wiki/Marketing
https://en.wikipedia.org/wiki/Customer
https://en.wikipedia.org/wiki/Contentment


 Customer satisfaction is defined as a measurement
that determines how happy customers are with a
company’s products, services, and capabilities.
Customer satisfaction information, including surveys
and ratings, can help a company determine how to
best improve or changes its products and services.



https://asq.org/quality-resources/customer-satisfaction

https://asq.org/quality-resources/customer-satisfaction


https://asq.org/quality-resources/customer-satisfaction

https://asq.org/quality-resources/customer-satisfaction
























 https://www1.udel.edu/alex/chapt6.html

https://www1.udel.edu/alex/chapt6.html

