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Steps in a Buying Process
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As an active customer there is something we buy every week if not every day, however my last purchase was the whole milk carton from the local grocery store. In order to buy that product there was a series of steps that I had to go through. The first one was identifying the need that what type of milk was suitable for me was it the skimmed milk or the whole milk. This step is the first aspect of the decision being made on any particular purchase. Once I decided and knew that I wanted whole milk for it catered all my needs was to search for information as to which brand was better than most. This was a problem since there were so many brands available in the market I had to quickly check from internet on the brand ratings (Juha & Pentti, 2008).
Third step was to evaluate different options from the various brands that were shortlisted on the basis of information found. This step could be influenced by the feedbacks of other consumers who liked a particular product better than others. The fourth step was to make the purchase; I was sure that the product I selected catered to all my needs and was a reasonable purchase on the basis of price and quality. Finally, the last step was to evaluate the product first hand myself so that I could avoid or prefer to buy the same product again. These steps could have been used to buy anything new or the perhaps to fulfill the needs that were in front of me. After using the product, I was satisfied and perhaps the next time in the shop I will not need much time to make the same decision over again (Ogden, & Ogden 2014).   
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