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The Marketing Process: Creating and Capturing Customer Value
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2. Consumer Behavior & Consumer Market MIDOCEA
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Consumer buyer behavior

refers to the buying behavior of final consumers—individuals and households who
buy goods and services for personal consumption.

Glaadd) g adedl ¢y g il cndll J Al Gl g 18 il Craslgtineall ddacd gy 8 ) & gl )
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Consumer market

LSgieay) (§ gl

refers to all of the personal consumption of final consumers. mn mn
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3. Model of Consumer Behavior cllgiuel! & ghew 3 900 IQ

The Model of Buyer Behavior

Envireonment PR
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¥We can measure the whats, wheres, and
whens of consumer buying behavior. But

t's wary diffcult to "se=” inside the
consumer's hesd and figure out the wiys

of buying behaviar (thaf's why itz called the
black bax). Marketers spend a lof of energy
and dallars trying to figure out what makes
cusiomers tick.
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Buyer's black box
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Buyer's characteristics
Buyer's decision process
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Buyer responses

Buying attitudes and preferences
Purchase behavior: what the buyer buys,
when, where, and how much

Brand engagements and relationships
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4.1. Culture: 48L&l

4.1.1. Culture Aslail)

* The set of basic values, perceptions, wants, and behavior learned by a
member of society from family and other important institutions.

o (o paiaall 2l il Lealaty Al LS lud) 5 ¢ clie Sl ¢l saill ¢ Al 2l de
S N e X z 2 3 : ) - 3 D

* It is the most basic cause of person’s wants and behavior.
o LS glurg 3 il il ) st Sl T ol o

* Marketers are always monitoring the market for cultural shifts in order
to seize new opportunities by developing new products.
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Example: Shift
towards healthy
lifestyle (healthy
eating + fitness)
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IN-STORE EXCLUSEYE ORGANIC PRODUCTS.
(PRDBOE, XE CLEAMS, CHUCRURES & MUCK MO
& A-CULIDIW, DAY




sacdy 4, Characteristics affecting consumer behavior

el gl ok e 555 31 Sloud)

4.1.2. Subculture: 4= Al 434

e Subculture is a group of people with shared value systems
based on common life experiences and situations.

. “cs-‘-"““ﬁﬂ‘ (e EM“UJSJ\-“‘-‘-‘ A\Ja‘%(\ (1 Ae sana (B Jiah due al) 48LE) Expatriate population in.
48 jila o 4gilie 4l (88 oo g ) A e the KSA according to nation

e Subcultures include nationalities, religions, racial groups, and S———
geographic regions.

e hlidl b 2l Cle ganall ¢ LAY ¢ Cludall fpacali due @l g o

* Many subcultures make up important market segments, and .
marketers often design products and marketing programs

tailored to their needs } —
o asmlaldle 5 8ol e dals Cileldald ;) <5 dpe il U e S]] .
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4.1.3. Social Class: s Laiay) i)

Permanent and ordered divisions in a society whose members share similar values, interest, and behaviors.

We can divide society as following: upper upper class, lower upper class, upper middle class, middle class, working
class, upper lower class, lower lower class.

(Ao V) Llall A2kl b LS aainall api Liay Agaliiie LS sl g cilalaial g o W slac o jliy il adinall 8 dadaiall g dailall sLudY) &
Jandy) LAl daudall 5 ¢ e Lodl) gl (dleladl Agall cidans siall Agal) cidans siall Uled) d5Lal)

Social class is not determined by a single factor such as income but is measured as a combination of occupation,

income, education, wealth, and other variables.
oAl @l e ¢35 ¢ andall ¢ Jaall ¢ dida ) o Aigall e ol sadl (e e e 0S5 Jaall Jie ) 5 Jalay Ladsan &5 Y A laia V) dagdall

In some social system members of different classes are reared for certain roles and cannot change their social position
like in India

e gl b Caany LS @l any Lo lain V) agiilSe i agiSay Vs A ) 50 gl o ddbisal) culiadall b o) V) ¢ e laia¥) ekl (any 8
JEall Jaa

Marketers are interested in social class because people within a given social class tend to exhibit similar buying

behavior
Jilas +1p ghs JLela) 1 ¢ shaas Aisne e Laial ke 8 214 oY e Laia¥) Clialally () saier (8 yasal
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4. Characteristics affecting consumer behavior
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) Personal
Social o Age and life-cycle stage
o Reference groups o Occupation
o Family o Economic situation
o Roles and status o Lifestyle
o Personality and self-concept
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4.2. Social Factors 4slaiaY) Jal g2l :

* Consumer’s behavior also is influenced by social factors such as consumer small
groups, social networks, family, and social roles and status.

o SN Gl (pSliidd) Cile sana Jia 5 Al e laial) Jal g Loadl il cllgiod) o gL
Loelaia ) Bl 5 ) sa¥1 5 Alilall e laiaY)

Social Factors
Lelaiay) Jal sl

Social Roles & Status

LS 5 ) gyl
Le Laia Y

Small Groups Social Networks
3 yrall Gile ganall daclaal) GlKu il
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[ 4.2.1. Groups and Social Networks: 4slia¥) il g e gaaall

. Grolups are two or more people who interact to accomplish individual or mutual
goals

A< yiie calaal g 40y Calaal giadl o dleldyy ST ) cuadld e 3 ke Cle gaadll
* Many small groups influence the person's behavior

ol Aol e 58 paall Ale ganal (o el

. g/l?mbershlp groups= groups that have a direct influence and to which a person
elongs

3l L iy s il ili L Al e ganall 8 4 guzandl D Cile sendll

* Reference groups = serve as direct (face to face interactions) or indirect points of
comparison or reference informing a person's attitude or behavior. Example:
aspirational group = group to which the individual wishes to belong

T A 4 lia Ll e ld) 5 pilia LGS J ile panall
j@ﬁf(wgfuymﬂ/?a(ﬁjﬁﬁ;gmi gl - Jlie ﬁﬁwﬂ/wfﬁﬂ
Lg_J/;.La.u}//Lg_UsJ/wJ.:
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4.2.1. Groups and Social Networks: 4elaia¥) ciludd) g cle ganall
* Marketers try to identify the reference groups of their target markets

o Aagiuall Slgtaall Glal A jall Ao sanall o G5l glan () 8 gusall

Reference groups influence the person's attitude and self-concept and create
pressures to conform that may affect the person product and brand choices.

gs;;gﬁ@\ﬂﬂ&p@ujg\u\u}@ju&\@jz‘;;:\_}gfnQLQN\)333

The importance of group influence occurs across products and brands. It tends
to be strongest when the product is visible to others who the buyer respects

G 05 of ) LAl 13 Jaey el ciladlall s cilatiall e de sesall il Lpeal gl
dM\g@)&&ﬂ\&ﬁY\d\ﬁﬂbﬁ@d\uﬁum
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Word-of-Mouth Influence: The impact of the personal words and recommendations of trusted friends, family,
associates, and other consumers buying behavior.

Al o) pl) S gl e Y yae ;L)'S\ji\ﬁ\.d\}a@éﬁjd\ uals...’ﬁl\ 8 e daad 3l Alua gl g Gl ).13\_1}& ;;.?_@a...d"“ (Y]
* Influence can have a powerful impact on consumer buying behavior. The person words and recommendations of trusted

friends, family, associates and other consumers tend to be more credible than those coming from commercial sources such
as advertisements or salesperson

. One recent study showed that 92% of consumer trust recommendatlons from frlends and family above any form of
advertising.

o oY) ISl e JSE (of (385 Ailall 5 clBaal) (e Sllgiinall A8 Clua g8 e 7Y o Lpaall Gl jall (gaa) & kil

e Another study found that 80% of consumer’s purchases are made following a friend, a family member or other influencers
recommendations.

o LAY Gaisall aal gl 5 nd) a1l aad sl Gaa Cilia 8 aey 23 Sllgiuall G i (e ZA Y o AT Al ja Cias g
* Most word-of-mouth influence happens naturally. However, rather than leaving it to chance, marketers can help to create a
positive conversation about their brands

_ 4 adl pgiledle Jsn Al idlae oLl 3 algns¥) (1 sanall (Say clinnall 5o & 55y Yoy ¢ ld gy omnle IS gl 1 i Cana
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e After just 48 hours the video had 10 million views on
YouTube

* |tis one of the most watched automotive add ever on
YouTube with more than 18 million views

* The day after its release the film was the most shared video
in the world

o s o saalie o Ve o padll Jias ¢ add delu €A 2

B e oo 5L sl e 3URY) e saalie ol ST e a5 L

salia yeala YA

allall 84S jlie JSY) gl g alall oIS sy ) o gl 8




Example of a marketing campaign that creates the buzz MIDOCEA[\]
Ao 3155 Q1 g Alozell e Jlio




Chaoter
WILL IT BLEND?$ Jakisuiuw Jo

‘4 i , 4

i

— - -

E




Chapter

3 Social Factor dsli=N! Jolgall MIDOCEA

Opinion Leaders: A person within a reference group who because of special skills, knowledge, personality, or
other characteristics exert social influence on others.

Tpatl) ol 48yl ol Al il jlgall Gy 038 e Gelaiad T80 o ey Tona o e sane JAl3 (i s aanl g1 ) 5208
oaladll e la e

Marketers try to identify opinion leaders for their products and direct marketing efforts toward them.
o0 5nd G gul) 3 gen Axn 5 g agilaiar (3laty Lasd (gl 1) 338 dyas () 8 gusall Jglay

Online Social Networks: Online communities (blogs, social network websites. and other online communities)
where people socialize or exchange information and opinions. Marketers Try to use these new social
networks to promote their products and build closer customer relationships. They use it to interact with
customers and become a part of their conversations and lives.

(oY) e s AY) Claaiaall s e laialyl il &) 5a g c_abjﬁ.al\) i iyl e Glealiadll R L_u).u‘i\ e A ldal) Gl
(;@_11;4.1.45 C‘-‘J)"M ad.maj\ 4.\1:\.«;\27\ L_i\S.u.d\ XY e\a;.w\ UJS}“‘AM d}h.i ;«\J\).(\j L_a\.A)L.A\ jhh.u j\ Lu:\.a.\;\ wl_d\ d.».a\j.u L_u;
a@.\\.\;}?@\ad\éﬂw ‘;); ‘M c«)u.d‘ @JLML@_UAM ;«).ud\ C‘“U'U\ e c\_uj
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* Family members can strongly influence buyer behavior. The family is the most important consumer
behavior organization in society, and it has been researched extensively. Marketers are interested in the
role and influences of the husband, wife, and children on the purchase of different products.

o Glai o Ll o aidig ¢ aainall i) o glud dakaia aal a5 W) g yidall ele e 358y bl 5 5l o) 8y (K
Adbiaal) cilaiiall o) i e il g A 5 3l s g3 il s () 8 gusall Higy al

* Husband- wife involvement varies widely by product category and stage in the buying process. Buying
groups roles change with evolving consumer lifestyle. Marketers in industries that have traditionally sold
their products to only women or men only are now carefully targeting the opposite sex. Other companies
are showing their products in “Modern Family" context.

o L sk aa el il e sana sl i o) il ddae 3 Al jall g eiiall 48 Cua TS BB As 511 5 2 5 1) AS Lk Calias

s Ly Ay JAY) Gaiall G¥) ) siaging dad Jla sl eloll Lanlss agilatia chely Sl cilelicall 8 ) 58 susall llgiuall 3L
MAaal) A" Bl A Lelatie g AT S i
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4.2.3. Roles and Status: 45\sall g i 92V

* A role consists of the activities people are
expected to perform according to the people
around them. Each role carries a status
reflecting the general esteem given to it by
society. A person may belong to many
groups at the same time

UAS:_!M\SAJJJJSJAM ?GJPL}AUA\AMM\ASJLGA
Ga.maa MM‘“}&J‘?M‘}M‘
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Personal

Social o Age and life-cycle stage
o Reference groups o Occupation
o Family o Economic situation
o Roles and status o Lifestyle
o Personality and self-concept
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4.3. Personal Factors:duaseid! ol gal!
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4.4. Psychological Factors

4.4.1. Motivation a2l :

* Motive is a need that is
sufficiently pressing to direct a
person to seek satisfaction.

o 1) 48 Ly dale Aala pa adlal
L)l ge Gl ad Bl 4ps il

Self-actualization

dasine bo become the mast that one can be

Esteem

respect, self-esteem, status, recognition, strength, freedom

Safety needs
pierignal vecuwrity, eviployssnt, nisounces, haslth, praperty

Physiological needs

aif, wiler, feod, shalber, £loep, clathing, nepreduction
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What type of needs are used in each one of the following ads?
AUl AW (e AS A galaaind 4 Al Gl e 6l
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4.4.2. Perception: Js<il ; 1

* The process by which people select, organize, and interpret information to form a
meaningful picture of the world.

o alall fe (s e Q33 ) g JSE L g sy 5 Ll gaaty g il slaall LAl Lo S Al daleal) oa
 How the person acts is influenced by his or her own perception of the situation
¢ all a8l o gy ] i s S

 All of us learn by the flow of information through our five senses sight hearing
smell touch and taste. However, each of us receives, organizes, and interprets the
sensory information individually.

\ _/
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4.4.3. Learning: alxill

* Learning is changing in an individual’s behavior arising from experience.
o il gl Lyl dadl e (3l )
e A consumer’s drive for self-esteem ,for example, can drive him to buy an

expensive brand of cars after belnﬁlexposed to an advertisement. If the

Experience is rewarding, he probably will use the car more and more; and his or
her response will be reinforced. The next time he or she shops for a car the
probability is greater than he or she will buy some the same brand.

ALAMA_\)\AAMJ.Gg\)»uJ\JJ@_\M\ ﬂu\ﬂ\ J)s;.\u\u&u d\_\.d\d.\.ués
J) Tu)&co)h.u;\ L@_\adjmg\]\uduj\oﬂ\é M\A.\u‘);).ue.\.uj‘).&\ﬁ)ﬁ‘
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4.4.4. Beliefs and Attitudes: <lga 5ill g Slaldic )

* A belief is a descriptive thought that a person holds about something. Beliefs
may be based on real knowledge, or opinion, or faith, or may or may not carry
an emotional charge.

o sl o Aia 3 e ) Colaiedl) 25 B Le e U panill Lelany duba 5 5,88 g Sliic Y
.‘.‘-\SL..* le 4ad (Jaan Yy 9 (&A;.\".ﬁ}\ ¢ u\.,u\ ”

* Marketers are interested in the beliefs that people formulate about specific

products and services because these beliefs makeup product and brand images
that affect buying behavior.

° C'_ﬂ."' SS:'&Q\M\DSA QWQ@JPWM\L@HA\Q\M\AUﬁ \ e
_g\)ﬂ\djlu‘_;cjgz@l\%\ijgﬂ\&w\)%j : el gy
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4.4.4. Beliefs and Attitudes: <lga 5ill g Slaldic )

* Attitudes: A person’s relatively consistently favorable or
unfavorable evaluations, feelings, and tendencies toward an
object or idea.

o 554 gl o 5 olad 4l gaa g0 jeliia g pad Al el tCilea il

* People may have a positive, a negative or a neutral attitude.

o ulaa gl alu sl (el an g Ll ol G S 8

* Attitudes are very difficult to change.

o Cleasill pastlaa caall (4
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Need i Alternatives Purchase Evaluation

= Desires = Objective = Promotions e Expectations

* Need * Internal e Subjective e Experience * Context
hiefarchy - External
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5.1. Need Recognition: 4alall &i

* The buyer recognizes a problem or need.

dala 4l A g sitall o)

* The need can be triggered by internal stimuli or external stimuli
o Jaa Al Gl el o) Adalall cleiall gy yha e Aalall Eaal o (K

* At this stage, the marketer should research consumers to find out
what kinds of need or problems arise, what brought them about, and
how they lead the consumer to this particular product.

ol lalia¥l g sl 4 el pSlgiaal Bl 53 Gl o ny syl 538 8
uaailly el 138 ) llgiuall ¢ s g oSy clell ool (s Lay L ) JSLaall

S
YIS TH07 FF HAIE GK‘DS

- Need recognition: This ad for National Geographic Kids reminds parents that, in these
days of game consoles and social networking sites, they need to be certain that their
children “make room for nature.”

Courtesy National Geographic Society, Fax P2 Advertising, and Lung Animation
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5.2. Information search: <laglzall (e Calll g

= External

 An interested consumer may or may not search For more intormation

e if the consumers desire is strong and satisfying product is near at hand, he or
she is likely to buy it

@JB.QJJM\QAAcq:d\JJUSAL;AL;@)A\GJAA\QSJQJ&SJ@M\&JLdS\A)

* if not, the consumer may store the need in memory or undertake an
information search related to the need

o Claglaall e Gy el gal ol 3SIA 8 dalall o A ellgiual) a6y a8 (XS Y1 oS 1)
R
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[ 5.2. Information search: <laglzall oo cuald)

* Consumer can obtain information from several sources: e Internal
s External

5. THE BUYER DECISION PROCESS (i)l I8 dudos K

\

‘Search

* Personal sources (Family, friends, neighbors, acquaintances...)

« Commercial sources (advertising, salesperson, dealer, websites , packaging ..)
* Public sources (mass media, consumer rating, social media, online searchers, peer reviews...)

* Experiential sources (examining and using the product).
o bassie e Glagles Ao Jpanll Sllgindl S
(... Gl s o)) paall g eBaall g Allall) duasill jaladll
(.. Cadal) 5 Aol ¢ Ay IYP) @B gl ¢ alil) ¢ lagsall Cgaia ¢ (Ve Y1) Dl jaladl
OO Gileal e ¢ N e G sialdl ¢ e laiay) Jaal gl Bl ¢ Sllgtuadl Cilaas ¢ 2Sle Y Jila ) dalell aladl)
oA o R e o © 9 R ¢ p S 9 J

* Companies must design their marketing mix to make prospects aware and knowledgeable about their brands.
* It should carefully identify consumer sources of information and the importance of each source.

o dae JS Al maas g Al @llgiuall Gl glea jalias daad o sy
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Alternatives \
* Objective

*Subjective

5.3. Evaluation of alternatives: Jilau) auis
* In the previous steps consumers use information to arrive at a set of final brand choices.
o Al Laall Asleal) i HLAl e de gana ) Jgea sl il slaal) () Slgiual) aadioy bl il shall L

* Next marketers need to know about alternative evaluation that is how consumers process
information to choose among alternative brands.

Cladall (s ¢y LIRS s shaall (Slginsall s AES g0 5 Jaoul) anl) 4y ) ()58 susal rling clld any
Al 4 Al

* Consumers do not use a single and simple evaluation process in all buying situation instead
several evaluation processes are at work.

o L_\\_\LQUAJ.\M\JM “Jhu.a‘jm c;\ﬂ\&\ye&é&w}oh\jﬁmm ujﬂ.@_\“d\emy
MJ;.\MAMJ\M\AMH.\SJ\
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5. THE BUYER DECISION PROCESS (§ Al )lyd dukos A A
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Alternatives

N

*Objective

*Subjective

5.3 Evaluation of alternatives: Jilaa) anis

* How consumers go about evaluating purchases alternatives depends on the individual consumer
and the specific buying situation (consumer personality, time, purchase power etc...)

ojd\ju_ﬁ)j\jdl@.wd\ W) a3l C«\)-HJ\ AJ\AJLSJ)AE\ J@—““"‘MLA‘; &\)-HJ\ dJ\J.me.usuu.\ﬁM\ e\_\SMs.\SAA.uu

(.. A Ly 46

* Sometimes consumers buy impulsively and rely on intuition, and sometimes they do a lot of
thinking to evaluate alternatives.

i) sl S e I ) ga s Wlaal g uaal) o () gading s g8k ¢ sSlginal) (5 jidy Gha¥l (any

* Sometimes consumers make buying decisions on their own and sometimes they turn to friends,
family, salesperson etc...

o N Loy lanall saia s Alilall s eBaal) ) o slal Blald g agudily o) i) <l ) 8 () Slgiaall 325 sl Gany
I

* Marketers should study buyers to find out how they actually evaluate brand alternatives.
Al Al Jla ladl) aganil A A paad Gy sidall Al 3 G peal) e Cang
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5. THE BUYER DECISION PROCESS (§ Al )lyd dukos
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Purchase N

= Promotions
= Experience

5.4. Purchase Decision: &/_&l ) 2
* In the evaluation stage the customer ranks brands and forms purchase intentions.
)l Ul g Ji 5 A )l cledlall Gty Jrenll o iy capill Ala e b

* Generally, the consumers purchase decision would be to buy the most preferred brand,
but two factors can come between the purchasing tension and the decision: attitudes of
others and expected situational factors.
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* Thus, preferences and even purchase intention to not always result in an actual purchase
choice.
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5.5. Post-purchase Behavior: s) <l 2 La & glu

* The marketer’s job does not end when the product is bought. After purchasing the product, the consumer will either be satisfied or dissatisfied
and will engage in post purchase behavior (review, complaint, tell others (word-of-mouth)...)

o ) GUAYY JLA) ¢ (55K ¢ Amal ) sl Lo gl 8 da jaii (al ) e sl Tl L) gl 0 sSans ¢ geiial) o)y any el o) 5 die (b geaal) digla 5 g Y
(... (o8

* The relationship between the consumer’s expectations and the product’s perceived performance determine whether he/she is satisfied or not.

o Yl Ll oS3 Lo giiall ) eatall 1oV g ellginall Clad 5 (g A8l 2aa

* The larger the negative gap between expectations and performance, the greater the consumer’s dissatisfaction. *****
o ellgiiall cliiad 3l ) ¢ el g chlad gl Al 8 sadll caal WS

* Some major purchases results in cognitive dissonance, which is a buyer discomfort caused by post-purchase conflict. ﬁ(ﬁﬁﬁﬁ(
o Lol ) aale ) pa oo il o Al Zle ) g2 g ‘gﬁﬂﬁm&\MJﬂ gl ) cllas (ary (53

* Customer satisfaction is a key to building profitable relationships with consumers. ;Expeaaﬁogs
o _M\e@y&@k;@cﬁaﬁcw\hb‘)

* Many marketers go beyond merely meeting the expectations of customers they aim to delight customers.
e Saall dlrs) ) e Daall Lza ) (pe 2eol ladll ) ) gaaday (438 gusall (e 22al)
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The consumer considers Information gathering, shopping
an initial set of brands,

based on brand perceptions
and exposure to recent

fouch points.
‘ ) Initial-
el e ) consideration

set

Ongoing exposure

4

After purchasing a product or service,

based on experience to inform the next
daecision journey.

the consumer builds expectations Cra bopdll e pliy cilad g oLy

~
{ 2 & - i * - T3 - ‘ ‘
23 9) iy gl
{aa de 3 Jat ollateall Consumers add or subtract . o . .
T et ¢ o ) brands as they evaluate what Lo atly Lad 4 jlas Ciladle
u.‘ﬁ Jaladic | c‘\.\JM\ Siladlald) Y
. T they wanl. XYY
ol g 4 jladl) Aadlad) | gaal i
1 3AY) Cuall) Jalait 3

Lltimately, the consumer
selects a brand at
the moment of purchase.

Moment -
of g pdd) alaal
purchase
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« Scenario: A college student, Leila, who has a
computer that is starting to run slowly. She is
getting ready to start the semester and needs a
computer that will efficiently help her with her
assignments.

o chM\LyMJL@AL@AﬂcLAJJ\_\M\AU\.E j.uw\

Wacley g Jlea ) zlinty ol yall Jeadll e aaios L)
Lgalge (8 Be 1S

Need

recognition
z\é\ﬂ\ &) )

Recognizing unfulfilled ne€t
Attract Customers

Arouse latent desires
dapdidl) b claliia¥) e i
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* Leila may start seeking information to help resolve her
immediate problem, which is speeding up her
computer. Depending on what she finds, she may also
begin searching for options for purchasing a new
computer. She may ask a repairing technician, or an
online community, a friend or a family member.

@j‘mjjd\ky&md;@amwuu)busud\@uﬁ\mm
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Information Get products in front of customers eyes
Search Explain and convince of products benefits
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Leila may decide that buying a
new computer is the better
option and might be making a
comparison list of multiple
computers. The list may include
prices, features, and reviews...
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* Now that Leila has decided to buy, she is likely eager
to make the purchase and get her computer. She
may, therefore, be more likely to buy the computer if
she gets free and expedited shipping.

« Will she buy it for sure? May be....
o ol gal o diay i Ll Jadiaadl e eed pal W e 8 o) o oY)
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Make it easy to buy
Give information to corroborate buying decision (In-store (website)
advertisements, salespersons pitches...)

Purchase ™

Decision istia (a9 (qusll alga) satall il clNeY) £l il i B usll cilaglaa plhc)
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« When Leila makes it to this phase of her buying decision process, she is using
the computer and discovering what she likes and doesn’t like. Reading
resources that show her how to better utilize the computer could make her
like it more.

o Lo dund le Cai€y i gnaSll anainsi Lgild ol a0 i 8 3a) dlae (e Alayall 03 ) L Josi Laic
DAS] aas Lelead () Sy Jazadl (S 55 0aaSl) aladiin) A4S Lgd o
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Post-Purchase

Reduce Cognitive dissonance Evaluation

Build Customer relationship

Cross-selling if possible
el BLLl) JulEs
saad) 2 dBMe £l
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