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ANSWERNO.1

BUYINGDECISIONPROCESS:

Buyerdecisionprocess(orcustomerbuyingprocess)helpsmarketsto

identifyhowconsumerscompletethejourneyfromknowingabouta

producttomakingthepurchasedecision.

Understandingthecustomer’sbuyingprocessisessentialformarketing

andsales.

Thebuyerdecisionprocesswillenabletosetamarketingplanthat

convincesthemtopurchasetheproductorserviceforfulfillingthebuyer’s

orconsumer’sproblem.

Consumersgothrough5stagesintakingthedecisiontopurchaseany

goodsorservices.

1.ProblemRecognition.

2.InformationSearch.

3.EvaluationofAlternatives.

4.PurchaseDecision.

5.Post-PurchaseEvaluation.

Whenmakingapurchase,thebuyergoesthroughadecisionprocess

consistingof5stages.

1.NeedorProblemRecognition:

Duringneedorproblemrecognition,theconsumerrecognizesaproblemor

needthatcouldbesatisfiedbyaproductorserviceinthemarket.



ProblemRecognitionisthefirststageofthebuyerdecisionprocess.

2.InformationSearch

Oncetheneedisrecognized,theconsumerisarousedtoseekmore

informationandmovesintotheinformationsearchstage.

Thesecondstageofthepurchasingprocessissearchingforinformation.

Aftertherecognitionofneeds,theconsumerstrytofindgoodsfor

satisfyingsuchneeds.Theysearchforinformationaboutthegoodsthey

want.

3.EvaluationofAlternatives

Withtheinformationinhand,theconsumerproceedstoalternative

evaluation,duringwhichtheinformationisusedtoevaluate”brandsinthe

choiceset.

Evaluationofalternativesisthethirdstageofthebuyingprocess.Various

pointsofinformationcollectedfromdifferentsourcesareusedin

evaluatingdifferentalternativesandtheirattractiveness.

Whileevluatinggoodsandservices,differentconsumersusedifferent

bases.

Generally,theconsumersevaluatethealternativesonthebasisof

attributesoftheproduct,thedegreeofimportance,beliefinthebrand,

satisfaction,etc.tochoosecorrectly.

4.PurchaseDecision

Afterthealternativeshavebeenevaluated,consumerstakethedecisionto

purchaseproductsandservices.Theydecidetobuythebestbrand.

Buttheirdecisionisinfluencedbyothers’attitudesandsituationalfactors.



5.Post-PurchaseEvaluation

Inthefinalstageofthebuyerdecisionprocess,postpurchasebehavior,the

consumertakesactionbasedonsatisfaction.

ANSWERNO.2

MarketSegmentation:

Marketsegmentationisdividedinto4categories.

●Demographicsegmentation.

●Psychographicsegmentation.

●Behavioralsegmentation.

●Geographicsegmentation

1.DemographicSegmentation:

Demographicsegmentationisoneofthemostpopularandcommonlyused

typesofmarketsegmentation.Itreferstostatisticaldataaboutagroupof

people.

DemographicMarketSegmentationExamplesare:

Age,Gender,Income,Location,FamilySituation,Annual

Income,Education,Ethnicityatc.



2.GeographicSegmentation

Geographicsegmentationdividesthemarketonthebasisofgeography.

Thistypeofmarketsegmentationisimportantformarketersaspeople

belongingtodifferentregionsmayhavedifferentrequirements.For

example,watermightbescarceinsomeregionswhichinflatesthedemand

forbottledwaterbut,atthesametime,itmightbeinabundanceinother

regionswherethedemandforthesameisveryless.

3.BehaviouralSegmentation

Themarketisalsosegmentedbasedonaudience’sbehaviour,usage,

preference,choicesanddecisionmaking.Thesegmentsareusuallydivided

basedontheirknowledgeoftheproductandusageoftheproduct.Itis

believedthattheknowledgeoftheproductanditsuseaffectthebuying

decisionofanindividual.Theaudiencecanbesegmentedinto

>Thosewhoknowabouttheproduct,

>Thosewhodon’tknowabouttheproduct,

>Ex-users,

>Potentialusers,

>CurrentUsers,

>Firsttimeusers,etc.

4.PsychographicSegmentation

PsychographicSegmentationdividestheaudienceonthebasisoftheir

personality,lifestyleandattitude.Thissegmentationprocessworksona

premisethatconsumerbuyingbehaviourcanbeinfluencedbyhis

personalityandlifestyle.Personalityisthecombinationofcharacteristics

thatformanindividual’sdistinctivecharacterandincludeshabits,traits,

attitude,temperament,etc.Lifestyleishowapersonliveshislife.



ANSWER.3

NewProductPlanning:

Thenewproductplanningisthefunctionofthetopmanagementpersonnel

andspecialistsdrawnfromsalesandmarketing,researchanddevelopment,

manufacturingandfinance.

1.Ideageneration(IdeaFormulation)

2.Screeningofideas(Evaluation)

3.ConceptTesting

4.Businessanalysis

5.Productdevelopment

1.IdeaGeneration:

Ideagenerationisthefirststageofthenew-productdevelopmentprocess,

inwhichproductideasaresoughtfromvarioussources(e.g.,R&D,market

research,customers).Thisstageisoftencalledconceptgenerationrather

thanideageneration,becausethenewproductisonlyaconceptatthis

time.

2.screeningofideas:

Thesemustbeclearandconcise.Theyinclude:

•acleardescriptionoftheproduct;

•theuseoftheproduct;

•thetargetmarketsegment;



•therelationshiptothecompany'spresentproducts;

•therelationshiptocompetingproducts.

3.conceptTesting:

Inthegrowthstage,theproducthasbeenacceptedbycustomers,and

companiesarestrivingtoincreasemarketshare.

4.Businessanalysis:

Atthisstage,thesalesvolumeoftheproductceasestogrow.Theonly

additionaldemandfortheproducthappenstobeitsreplacementdemand.

5.ProductDevelopment:

Productdevelopmenttypicallyreferstoallofthestagesinvolvedin

bringingaproductfromconceptoridea,throughmarketreleaseand

beyond.Inotherwords,productdevelopmentincorporatesaproduct’s

entirejourney,including:

•Identifyingamarketneed

•Conceptualizinganddesigningtheproduct

•Buildingtheproductroadmap

•Developingaminimumviableproduct(MVP)

•ReleasingtheMVPtousers

•Iteratingbasedonuserfeedback



ANSWERNO.4

Product:

Alltangiblethingwhichwecantouchandseeiscalledproduct.Agood

productistheverybasicrequirementofaneffective marketingmix.

Aproductisgenerallycategorizedasatangiblegoodbutitcanalsobean

intangibleservice.

Differenttypesofproduct:

Productsarebroadlyclassifiedintotwocategories–consumerproducts

andindustrialproducts. 

Consumerproducts:

Consumerproductsareproductsthattheultimateconsumerpurchases

himselffordirectuse.Theconsumerpurchasestheseconsumerproductsto

satisfyhispersonalneedsanddesires.

Someexamplesofconsumerproductsaretoothpaste,eatables,textiles,

computersetcandvarioussuchproducts.

>ConvenienceProducts:

Theseareconsumergoodsthatareveryconvenienttopurchase. 

>ShoppingProducts:

Toshopfortheseconsumerproducts,consumersdevoteconsiderabletime

andeffort.



>SpecialtyProducts:

Forspecialtyproducts,consumersmakespecialeffortstobuythem.

2.IndustrialProducts:

Theseareproductswhichareusedasinputformanufacturingother

products.Unlikeconsumergoods,thesearenotfordirectconsumption.

Thesearemeantforbusinessandnon-personaluse.Someexamplesof

industrialproductsarerawmaterials,machines,toolsetc.

MachineandMachineParts:Thesegoodsareusedentirelyinthe

manufacturingprocess.Theseincluderawmaterialslikecotton,lumber,

petroleumetc.Theyalsoincludemanufacturedproductslikeglass,rubber

etc.Capitalitems:Thesearegoods/productsusedtomanufacturefinished

goods.Theyincludeinstallations(lifts,mainframecomputersetc)and

equipment(handtools,personalcomputersetc)BusinessServicesand

Supplies:Theseare industrial goodsandservicesthatfacilitatethe

manufacturingprocess.Theyinclude services suchaspaintersetc.

(THEEND)
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