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Buying Decision Process
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Five-Stage Model by Philip Kotler
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Factors that affect 'Ideal state'
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Factors that affect 'actualstate’
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Information Search
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Type of Information Search
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Factors Affecting Search Effort
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Evaluation of Alternatives
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NUIYDVLIAUNNISUS:LIJU Walters, 1978
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Purchase Decision
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Model of consumer decision-making styles
Sproles & Kendall (1986)
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Model of consumer decision-making styles new*
Shim (1996)
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Post-purchase Behavior
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Expectancy Disconfirmation Model
Solomon (2009
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