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Post-purchase Consumer Behavior 1y Telkom

Postpurchase Wi
dissonance
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Product
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behavior

Evaluation | :
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> Post-purchase Dissonance
A consumer reaction after making a difficult decision that involves
doubt and anxiety.

> Probability of experiencing dissonance increases

based on:

- Degree of commitment or irrevocability
- Importance of the decision <
- Difficulty in choosing

- Individual’s tendency to experience anxiety
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» Approaches to reduce dissonance:
- Increase the desirability of the brand purchased
- Decrease the desirability of rejected brand
- Decrease the importance of the purchase
- Reverse the purchase decision (return before use)

v
\4
'VV
VA .



Disposition Alternatives ) ISEm

A 4
y
o)
8
3
g.
a
3
B

purpose

Throw away
s Eos s =3

- Toend user
To middlernan
Through middleman |

Give away ‘
To be used

To be sold

- Loan

}V
VAY .



v Telkom

University

Expectations, Performance,
and Satisfaction

Expectation Level

Perceived Performance Below Minimum Above Minimum
Relative to Expectation ~— Desired Performance Desired Performance
Better Satisfaction™® Satisfaction/commitment
Same Nonsatisfaction Satisfaction
Worse Dissatisfaction Dissatisfaction
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Dissatisfaction Response

Dissatisfaction

Take action Take no action

>

Less favorable
attitude

A

Complain to ‘
private or Initiate legal

government action

agencies

Complain to Stop buying
store or that brand or
manufacturer at that store
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Our total
product

Competitors’
total [
products

Consumer
' decision
process

Superior
value
expected

Customer Satisfaction Outcomes

Perceived
value
delivered
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Increased
use

Repeat
| purchases
Customer
satisfaction |
| Brand
loyalty

A

Brand
switching
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