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BUYER'S DECISION-MAKING
PROCESS

—
A
Problem recognition Information search Alternative evaluation Purchase decision Post-purchase
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FACTORS INFLUENCING BUYER'S
DECISION PROCESS

Buyer’s Characteristics
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o M ’ Attitudes — Motivation — Perception
Product — Price — Place — Promotion

— Personality — Lifestyle — Knowledge

Environmental Stimuli

Buyer’s Responses
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Economic — Technological — Political — Socio-Cultural - Natural Product, Brand & Dealer Choice

— Purchase timing & amount
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HOW ACCURATELY CAN ACTUAL
PURCHASE BEHAVIOR BE PREDICTED?

There is a long and complicated journey
between purchase intention and actual
purchase behavior.

Which measurements can be used as a
map and compass to get closer to b,
destination (=improve purchasing =
behavior prediction)?
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RESEARCH QUESTIONS
AND
MATERIALS & METHODS
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M. RESEARCH QUESTIONS

1.

2.

3.
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How can commonly used hedonic and purchase intention
measurements after blind and branded tasting predict
purchase behavior?

How can commonly used hedonic and purchase intention
measurements before and after tasting (expectation vs.
perception) predict purchase behavior?

Are implicit measurements better predictors of purchase
behavior than explicit measurements?
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A MATERIALS & METHODS

Samples:

Conditions:

* Flavored protein quarks « Expectation (pack image)

* Natural yogurts
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« Blind tasting (product
quality)

« Perception (pack image +
product quality)

Measurements:

Explicit
Purchase intention
Pleasantness

Emotions (verbally and visually+
emoticons)

Recommendation

Brand relationship

(+ i.a. willingness to eat again, willingness to pay,
desire to taste, individual characteristics,
purchase decision moment)

Implicit
ERP (event-related potential)
Pupil size

Reaction time
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RESULTS
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PURCHASE BEHAVIOR?

Purchase intention vs. purchase behavior

0% 20 % 40 % 60 % 80 % 100 %
BUYERS (n=159)
Blind tasting - 38
Branded tasting A_
NON-BUYERS (n=162) A
Blind tasting . 20 28
Branded tasting F 20 20
M | certainly would buy I almost certainly would buy

I am not sure would | buy or not m | hardly would buy
M | certainly would not buy
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Prediction of purchase behavior with hedonic
responses after blind tasting was poor

Stronger association between hedonic responses
and purchase behavior after branded compared to
blind tasting was found

Purchase intention had the strongest
association with purchase behavior, while
pleasantness and emotion responses had only
minor association with purchase behavior

When taking into account purchase intention
after branded tasting, purchase behavior was
predicted the best
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10



2) HOW CAN COMMONLY USED HEDONIC AND PURCHASE INTENTION
MEASUREMENTS BEFORE AND AFTER TASTING (EXPECTATION VS.

From intention to action

0% 20% 40 % 60 % 80 % 100 %
YOGURT
Intender (n=105) 47% |
Hesitant (n=169) 66% |
Non-intender (n=41) 100% |
QUARK

Intender (n=102)

Hesitant (n=189)

Non-intender (n=30)

@ Buyer ONon-buyer
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PERCEPTION) PREDICT PURCHASE BEHAVIOR?

Purchase intention based on both
expectation and perception are significant
factors in predicting purchase behavior in
both product types.

The reasons explaining the intention to turn

into actual purchase between the products
somewhat varied, e.g.

The lack of difference in the sensory quality
(natural yogurt)

Different usage occasion (healthy delicacy
snack vs. staple food)
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3) ARE IMPLICIT MEASUREMENTS BETTER PREDICTORS OF
PURCHASE BEHAVIOR THAN EXPLICIT MEASUREMENTS?

Multiple linear regression analysis — Best-fit model

Purchase intention, pleasantness and recommendation
correlated the strongest with purchases.

Of the implicit measurements (IM), ERP has the strongest

g correlation with purchases.

@ Explicits were more accurate predictors of purchases than
IM in bivariate comparisons.

MRA largely confirm these observations, except for the
relevance of joystick scores.
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Hedonic and emotional responses
after blind tasting are poor
predictors of purchase behavior

Product type matters

CONCLUSIONS

Purchase intention is the best
predictor after all — despite
limitations

[ Measuring both after expectation
s & perception is crucial
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