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Introduction:



A report on Consumer Decision Making process in the Selection of exterior cleaning/painting Company.
Aims
The focus of this report was to look at the most influential elements influencing customer purchase behaviour when it came to exterior cleaning/painting services. Consumer behaviour is a well-studied subject. It enables businesses to comprehend how customers choose to acquire their services. Marketing managers are usually curious about customer behaviour to better develop marketing and advertisements and give information about their services. Every day, consumers make purchasing decisions, and many of them are unaware of the elements that influence their choices. Cultural, social, personal, and psychological aspects all influence consumer behaviour (Kotler and Armstrong 2011, 134). Consumers who are acquiring exterior cleaning/painting services conduct research to find the best choice available, and they may consider a variety of variables in their decision-making process. This report focuses on determining which social, cultural, personal, or psychological elements have the most impact on a customer's decision to choose an exterior cleaning/painting service provider. This report will allow customers to better understand the companies and what type of service they desire that will improve their quality of life through the service provider's customised offerings. Author has worked as an external cleaning/painting service provider in the Wales region, and a deeper knowledge of consumer behaviour in the service would offer an idea of which parts of the business to enhance using a customer-centric approach. 
Objectives
The report's major task is to determine the most important aspects that influence a customer's decision to choose an exterior cleaning/painting service. The study's second goal is to discover how various consumers go through the purchasing decision process. There are a variety of factors that influence a customer's purchasing behaviour when acquiring a service. Cultural, social, psychological, and personal factors are among these. The scope of the report is limited to factors and the actual acquiring process of an exterior cleaning/painting service to keep the focus on the topic. The report's major research question is: Which cultural, social, psychological, or personal characteristics have the most impact on customer behaviour when choosing an exterior cleaning/painting service company? The report work is divided into two sections, the first of which is a theoretical piece that begins with the definition of customer behaviour and its concept and continues with a full examination of the many elements (social, cultural, psychological, and personal) that influence customer behaviour. To fully comprehend customer behaviour, it is necessary to research the acquisition process, which varies from customer to customer. A qualitative and quantitative survey will be used to handle the empirical portion of the research. Consequently, the survey findings will be reviewed and examined in terms of the theoretical portion to answer the research question. Finally, a conclusion will be reached, as well as recommendations for further research.
Methods
To do research, the study will use both primary and secondary sources. Secondary materials like as books, journals, and articles are used to describe the theoretical framework. The “Research onion method” by Saunders & Lewis (2012) will be used to design the research process with a correct framework. The study proceeds from the outermost layer of the study onion to the deepest layer in this method.
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Figure 5. The Research Onion (Saunder & Lewis 2009)
Research Philosophy
The pragmatic philosophy was determined to be the most appropriate for analysing customer behaviour since it allowed the researcher to pick numerous perspectives to best answer the questions. This concept also allowed for the use of mixed and various data collecting methods, including qualitative and quantitative methodologies. This philosophical perspective is concerned with the practical approach, which involves using various methods to acquire and understand facts.
Research approaches
The research technique is the second layer in the research onion, and it will adopt a logical strategy for the study since it best suits the pragmatic ideology.  Existing ideas and models are investigated using a deductive research technique. This method makes it simple to design questions based on known consumer behaviour theories. The second research method is inductive research, which involves forming a hypothesis through observation, experimentation, data gathering, and processing (Cole 2015, 100). The practical concept allows researchers to use both techniques to address research issues more effectively.
Research strategies
The third layer of the onion research approach is concerned with the data collection approach. The researcher will use the survey questionnaire approach to collect data for this study. The reason for choosing this strategy is that it will be the most cost-effective approach to collect data. The quantitative and qualitative data will be collected using a form. There will be a total of ten questions in the survey, five of which will be used to collect qualitative data. To gain a deeper understanding of the respondents' responses, certain quantitative questions will ask for an explanation for the response, which will make the responses more credible. Qualitative research was developed in the social sciences to aid in the recognition of patterns and themes in social and cultural phenomena (Ernst, A. (2003). Quantitative research, on the other hand, is recorded in numeric, analytic, or statistic data. The capacity to gather rich descriptive data on social phenomena is a qualitative data advantage over quantitative data. Qualitative techniques have the drawback of being time consuming and having a smaller sample group, which can lead to individual bias, as well as lacking the rigorous control measures used in quantitative investigations. As a result, the study will be using a mixed-methods approach. The survey questionnaire will be available for one week at the beginning of October. Current exterior cleaning/painting clients or those who have previously utilized the exterior cleaning/painting service will be the key responders for this study.
Research choices
In this layer of the research onion, the researcher will select from qualitative, quantitative, and mixed data gathering methods. Qualitative data is any data gathering approach that includes or creates non-numerical data, whereas quantitative data is any data gathering approach that creates numerical data (cole 2015, 25) In order to analyse consumer behaviour in this study, the researcher will use a survey to collect both qualitative and quantitative data for analysis. Because respondents explain the reasons for their replies and choices, the mixed method technique used in this study will aid in a better understanding of the data acquired through quantitative questions.
Time horizon
The time spent doing and completing the study is dealt with in the onion's second final layer. Because data collection time is restricted and findings must be obtained during the research period, a cross sectional strategy will be used for this study. The cross sectional methodology is excellent for projects with time restrictions, Cross-sectional analysis looks at data collected at a single point in time, rather than over a period of time, but longitudinal research allows the researcher to gather numerous variables being examined over time by monitoring individuals or behaviour over time if the study procedure does not change (saunders , Lewis & Thornhill 2009 , 186).
Technique and procedures
The methodologies and methods used for data collecting make up the last layer of the research onion. The researcher employs both primary and secondary research methodologies in this study. A detailed literature study will be conducted for secondary research by reading a variety of books, articles, journals, and news reports. A survey questionnaire will be prepared for the primary research and will be the major research instrument.
The survey will begin by measuring social and personal aspects that influence customer behaviour, which will encompass a total of 14 questions. Questions 1 through to 5. These questions will ask about the gender, age, relationship status, personality, and economic level of the respondents. These responses will be used to investigate social and personal aspects among exterior cleaning/painting customers. Question 6 will be asked to gain an understanding of the customer's journey in the decision-making process for picking an external cleaning/painting service provider. To create qualitative data, respondents will be given the option to write anything they want in the other box other than the options provided. To get at a reasonable conclusion, certain questions will be structured in such a manner that they may include numerous elements influencing customer acquiring behaviour as a response to the question, which might be a possible cause for their behaviour. In question 7, 10, and 14, detailed elements will be questioned for such questions. To determine the psychological aspects affecting exterior cleaning/painting services, participants will be asked if they have any bias against exterior cleaning/painting services, as evidenced by the fact that they do not commit to cleaning services or switch to another service provider. Two brief questions/answers will be asked to elicit open-ended replies to acquire this information. Question 13 will be inquired about the widespread view of the exterior cleaning/painting company as a service for those that can afford it. Before being published, the questionnaire will be tested with a group of five persons to ensure that any potential errors in data collection are minimized. The questionnaire will be open for 1 week.
Limitations
Because the recommended sample size is limited and, the results cannot be applied to a larger population. To eliminate accidental bias and give enough detail to derive meaningful inferences from the data, the questions must be carefully chosen. The findings of this study might be utilized to guide the development of a bigger, more diversified research that would yield more accurate data for analysis.
Ethical considerations
Ethics assists us in establishing criteria for what is and is not appropriate for researchers. Unethical techniques can lead to erroneous results and compromise the report's credibility. Human rights rules must be respected while dealing with qualitative data participant observation. Maintaining ethical norms and values is critical to the researcher's, institution's, and participants' reputations (Burg, B. L., & Lune, H.) (2004). The study may bring up sensitive subjects that the participants may find uncomfortable. As a result, it is critical to consider the sample's emotions while choosing on subjects and during the study process. An ethics form will be supplied to all study participants to sign. This is an agreement between the interviewees and the researcher that spells out the study's ethical guidelines. The form provides the researcher with the participant's informed agreement to utilize their own experiences in the study. The confidentiality of the subjects is likewise protected by these ethical principles. To preserve sensitive information, maintain confidentiality, and assure the accuracy of the study, participants should not discuss information with one another.
Budgeting:
There may be expenses associated with the study's research, such as the purchase of books or publications. Everyone who participates in the study incurs a time cost, however it is intended that the participants would offer their time freely.
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