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Learning 
Objectives
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1. Understand that a critical part of the consumer decision 
process is outlet selection, which can occur before or 
after brand evaluation, or simultaneously with it.

2. Recognize that the selection of retail outlets, while 
based on unique attributes (evaluative criteria), uses 
decision rules similar to those used in brand selection.

3. Know the primary attributes consumers use in selecting 
retail outlets and how to build marketing strategy based 
on this knowledge.

4. Understand the nature of in-store influences that affect 
product and brand choices and be able to develop 
marketing strategy based on them.
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Outlet 
Selection 

and 
Purchase
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 Decision Sequence

- Outlet First, Brand Second
- Brand First, Outlet Second
- Simultaneous

 Influences on store evaluative criteria
List and rank evaluative criteria (characteristics) 
when shopping for:

- major grocery shopping trip
- buying a quart of milk in a hurry
- buying a suit
- buying a watch
- buying a newspaper
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Marketing Strategy Based 
on Decision Sequence
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The Internet:
Online Sales by Categories
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Expenditures of Individuals Drawn to a Store 
by an Advertised Item
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The Economic and Social Risk of Various 
Types of Products
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In-Store Influences that Impact 
Alternative Evaluation and Purchase

7



9

Supermarket Decisions
８



10

In-Store Purchase Behavior
９
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Sales Impact of
Point-of-Purchase Displays
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The Effect of P-O-P Display Location 
on Sales of Listerine Mouthwash
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Store Atmosphere
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Impact of a Stockout Situation
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