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Portfolio on Consumer Buying Behaviour

[bookmark: _Toc8033847]1. Overview of Task 1:
This section of the portfolio aims to review the current literatures in relation to academic field. The core purpose of this literature is to gather concrete knowledge of the ideas and theories generated from the past studies conducted on consumer buying behaviour. According to MacInnis and Folkes (2010), over the last two decades, consumer buying behaviour has been a major area of intertest for researchers all over the world. This literature will look into three major areas those have been the centre of attention for the researchers while conducting research on consumer buying behaviour. In the first part, literatures on consumer buying behaviour in relation to pre-purchase and post purchase will be discussed. Second part will highlight the literatures on consumers buying behaviour towards online and store purchases and in the last part, literatures on consumer green purchase behaviour will be discussed.  

[bookmark: _Toc8033848]1.1.Literature Review:
[bookmark: _Toc8033849]1.1.1.Literatures on Consumers Pre-Purchase and Post-Purchase Buying Behaviour:

Understanding consumers pre-purchase and post-purchase buying behaviour have been a key interest for social science researches over the years. According to Brosekhan and Velayuthum (2011), consumers pre-purchase activities grow from the awareness of need and want that follows in searching and evaluating a product or a brand, which might satisfy the consumer. On the other hand, consumers post-purchase activities begin with the evaluation of the item that is purchased and accompanying it with the reduction of anxiety based on the price that has been paid and the actual benefit it provides. According to Rani (2014), consumers buying behaviour is influenced by consumers age, personality, way of life, occupation and self-concept. Rani (2014), also mentioned that; cultural, social, and psychological factors have significant influence on consumers buying behaviour alongside personal factors. Sethi and Chawla (2014), supports this as they added marketing as an important factor that influences consumers pre-purchase buying behaviour along with social, cultural and psychological factors. Akpan and John (2016), conducted a research to examine the influence of cultural factors on consumers buying behaviour. According to them, social class and religion plays a major role in influencing consumers buying behaviour. Similarly, Auf et al. (2018), carried out a research to verify the role of religious orientation, motivation, culture and price on consumer buying behaviour. Findings of the study shows that the relationship between religious orientation and consumers buying behaviour is not significant. However; motivation, culture and price have positive and significant impact on consumers buying behaviour. On the other hand, Hani et al. (2018), carried out a research to look in to the influence of marketing factors on consumers buying behaviour. As per their research outcome, celebrity endorsement has a significant impact on consumers mind and buying behaviour. Not only that, the outcome of their study also shows that the credibility of advertisement recall by the consumers has significant positive impact on consumers buying behaviour. 

Mihaela (2015), in a separate research study aimed to examine the influence of integrated marketing on consumers buying behaviour. According to Mihaela (2015), as market is saturated for products and services, therefore product differentiation and communication of the differentiated products and services through integrated marketing will influence consumers buying behaviour both rationally and emotionally. Belch (2009), also mentioned that integrated marketing communication has positive impact on consumers pre-purchase and post-purchase behaviour, which can help to build long-term profitable consumer relationship. As per Furaji et al. (2012), consumers buying behaviour is subjective to five step consumer buying decision process. This steps are problem recognition, information search, evaluation of alternatives, purchase decision and finally post-purchase evaluation. However, he also believes that consumers frequently reverse or skip some of the steps when they do routine purchases or purchase of low priced items as it requires little search and little decision making effort. On the other hand, complex type of buying behaviour is reflected on consumers buying behaviour when they purchase unfamiliar, infrequent or expensive products. In this situation, consumers engage in extended decision making process as they put more effort on comparing with the alternatives as well as getting information from post-purchase consumer reviews. 

In order to understand consumer buying behaviour in ethnic wear market in India, Banerjee and Sarkar (2016) have conducted a research by using the application of factor and cluster analysis. As per the findings, consumers buying behaviour is influenced by brand consciousness, parents preferences and advertisements. Kartikeyan (2013), in a similar type of study on Indian consumers have found that durability, wider range of colour and design options, price range and celebrity endorsement influences consumers buying behaviour. Researchers around the world have been trying to examine the reasons of constant change in consumers buying behaviour due to celebrity endorsement. Gauns et al. (2017), in a research study specifically focused on celebrity endorsement to assess its impact on consumers buying behaviour. According to Gauns et al. (2017), the effectiveness of celebrity endorsement largely depends on the attributes of the celebrities, which influences consumer buying behaviour. They also added that as celebrities are considered as role model, trustworthy, attractive and believable among fans, therefore marketers take the advantage of using the celebrities to endorse the products and influence consumers buying behaviour. 

Sofi et al. (2018), conducted a research on young Indian consumers to measure the impact of subliminal advertising on consumers buying behaviour. It has been observed that young consumers buying behaviour is significantly influenced by subliminal advertising. As in modern era, young consumers are somehow exposed to subliminal ads either through print media or electronic media. Lakhani (2008), pointed out that, marketers are taking the advantage of using subliminal advertisements to impact the buying behaviour of young consumers as these advertisements are remembered by the consumers even if they are not consciously aware of the actual message. Sofi et al. (2018), mentioned that the constant repetition of the subliminal messages not only impact consumers pre-purchase buying behaviour but it also impacts their post-purchase behaviour, as consumers unconsciously grow bonding with the brand or products through print and electronic media. Gopinath and Nyer (2009), investigated the effect of susceptibility to normative influence (SNI) on consumer buying behaviour. SNI can be defined as the need recognition that arises from the willingness to conform with the expectations of others on making a buying decision. Gopinath and Nyer (2009), states that SNI and consumer buying behaviour are positively related as individuals have need for protective self-presentation. The higher the need of consumers self-presentation, the higher the significance of SNI. Wooten and Read (2004), in an earlier study found that people are close to different groups and their beliefs are aligned with these groups. Individuals with high SNI tends to get motivated with the beliefs of their desired groups and change or alter their self-values and beliefs. Thus, pre purchase and post-purchase buying behaviour of individuals are influenced as they seek for social approval. 

[bookmark: _Toc8033850]1.1.2. Literatures on Consumers Online or Store Purchase Buying Behaviour:
The evolution of e-commerce have created a growing need of new knowledge and became a vital aspect for both marketers and consumers (Close and Kukar-Kinney, 2010). Consumers online buying behaviour have become a common interest for researchers around the world. Herrero and Martin (2012), mentioned that researchers are eager to understand further about how consumers buying behaviour differs when it comes to online purchase and store purchase. (Mosteller et al., 2014), added that the growing influence of e-commerce is playing a major role in consumers buying behaviour. Hence several studies have pinpointed researchers growing interest in this topic. Pappas (2016), conducted a research to measure the level of perceived risk on online purchases and consumers trust on online buying behaviour. As per the findings, trust has been found as the most important factor that minimizes consumers perceived risk of online purchase, at the same time it influences consumers buying behaviour. Spilker (2010), on the other hand discussed about the importance of search engines to create a new consumer base and target brand building. According to Spilker (2010), consumers online behaviour is subtlety different in nature from consumers traditional buying behaviour. In today’s marketplace scenario, consumers psyche is dynamic is nature and marketers develop various strategies to understand the nature of consumers buying behaviour (Chen et al, 2011). They believe that consumers rely less on external stimuli in comparison to intrinsic cues. 
However, Reppel and Szmigin (2010), claimed that it is marketing stimuli that works as the major factor in consumers buying behaviour. Haque et al. (2015), in a research study found that consumers online shopping behaviour is largely influenced by brand image, product quality, country of origin and ease of website use. Chen and Teng (2013), also mentioned about the positive effect of having a user friendly website. According to them, consumers access to buying information, tracking facility of purchase process, consumers post-purchase feedback have direct influence on consumers buying behaviour. Bagga and Bhatt (2013), conducted a research study on intrinsic and extrinsic factors those influences consumer buying behaviour. Across different cultures, Bagga and Bhatt (2013), developed different B2B and B2C approaches to understand consumers buying behaviour and each time the result suggested that online purchase has positive impact on consumers buying behaviour. Yannopoulos (2011), conducted a research study to understand the factors that impact consumers online purchase preferences and figured out that convenience is one of the most important factor consumers consider whistle making buying decision. Yannopoulos (2011), also added that consumers prefer online shopping over store purchase as it saves time and energy. On the other hand, Jiang and Jones (2016) mentioned that, it is difficult for marketers to attract consumers to purchase from online as it is easy to access competitors offerings at a short period of time. It allows consumers to change their mind instantly. Not only that, security concerns over paying online has been one of the major concerns for consumers over the years. 
Number of research studies have been conducted to understand consumers attitude toward online payments. Javadi et al. (2012), conducted research study to examine the risk associated with online purchases. As per the findings, consumers take different types of risk into account prior making online purchase such as perceived or predicted risks. Javadi et al. (2012), mentioned that these risks play a major role in consumers buying behaviour as each purchase contains a certain level of risk. Rahman et al. (2018), believes that consumers buying behaviour is closely related with two factors, those are trust and perceived value. Even if the consumers spent hours on retail websites, there has no positive relationship yet built between consumers buying intension and associated perceived risks. Nayebzadeh and Jalaly (2012), focused to investigate the impulse buying behaviour of Iranian female as a retail therapy form. As per their investigation, main difference between impulse buying and planned buying is found as the speed of decision making process by the consumers. They added that, consumers planned buying behaviour is a reasonable act whereas an impulse buying behaviour is more instant. Harmancioglu et al. (2009), in a study found that 80% of the respondents believe impulse buying resulted in negative effect. Still it did not lead people to seek for future solutions. Harmancioglu et al. argues that even if a purchase is done without planning or if a purchase is unpredictable, still it falls under the domain of impulse buying behaviour. Neil (2017), carried out a research on sensory environment and its impact on consumer buying behaviour. The main purpose of this study was to study the impact of visual displays and sight atmosphere on consumers buying behaviour. Neil (2017), mentioned that consumers in-store behaviour largely depends on number of factors such as design of the store, location of the store and in-store promotion strategies. He also added that if retailers can ensure enjoyable, relaxing and comfortable shopping environment, then consumers total shopping time inside the store increases significantly. Bohl (2012), also found similar outcomes through his study which suggests in-store environment influences consumers decision to enter a retail store and it has direct influence on the amount consumers spend inside the store whether make any purchase or no purchase. Jang & Namkung, (2009), also mentioned about the positive impact of in-store stimuli. According to Jang & Namkung, (2009), sight atmosphere has positive relationship with consumers buying behaviour. Consumers tend to recall what they see and like, which influences their future buying decisions.  












[bookmark: _Toc8033851]1.1.3. Literatures on Consumers Green Purchase Buying Behaviour 
Over the last two decades, environment is getting severely damaged and natural resources are getting depleted at a higher rate due to the increase of consumers consumption of goods and services around the world (Chen and Chai, 2010). This is an alarming situation which have been realized by various countries across the globe and they have already started working on minimizing the harmful effect of business operations to save the environment (Joshi and Rahman, 2015). One of the aspects that has created a buzz among the marketers and researchers, is the term ‘Green Purchase’. Schmeltz (2012), stated green purchase is environmentally responsible purchase where consumers consider the impact of consumptions, usages and disposal of various goods and services. Consumers intension or action towards purchase green goods and services is considered as green purchase behaviour (Chen and Chai, 2010). Previous studies on consumers green purchase behaviour have mostly focused on explaining consumers values, attitudes and behavioural intensions toward green consumption. During the early 80’s, researchers came up with few theories, among which two theories are still used as prominent theoretical approach in most of the green purchase buying behaviour studies. One of the theory is the theory of reasoned actions also known as TRA theory by Ajzen and Fishbein (1980). Other one was established by Ajzen (1985) himself known as the theory of planned behaviour (TPB). 
Arvola et al. (2008) conducted a research study on factors that influence consumers green purchase behaviour and found that individual attitude and social norms are the most important factors. Many studies followed in order to explore consumers attitude, intensions and buying behaviour towards green consumption (Smith and Paladino, 2010; Vermeir and Verbeke, 2008; Wheale and Hinton, 2007). However, majority of the studies have experienced a weak relationship between the actual green purchase behaviour and their expressed positive attitude towards green consumption. Vermeir and Verbeke (2008) stated this as attitude-behaviour gap. On the other hand, many researchers have expressed their feelings of modifying the TPB theory due to its limitations. Arvola et al. (2008), mentioned that a modification in the TPB theory can help to explain the reasons behind the observed attitude-behaviour gap. Phipps et al. (2013), later on introduced the reciprocal deterministic theory and claimed that consumers green purchase behaviour is not alone affected by attitude only, there are other factors that has influence. According to the research findings of Phipps et al. (2013), easy availability of green products, green advertisement, green promotions and socio-cultural environments have significant impact on consumers green purchase behaviour. Padel and Foster (2005), on the other hand mentioned that personal and situational factors play a major role in shaping consumer green consumption behaviour. Gleim et al. (2013), carried out research to find out the factors that has impact on consumers green buying behaviour and found that perceived consumer effectiveness and perceived behaviour control are positively related with green purchase behaviour. Gupta and Ogden (2009), in a similar study figured out that perceived behaviour control actually has influence on green purchase behaviour. They added that consumers green attitude and subjective norms are also positively related. Similarly, number of other studies have reported that social norms have positive relationship with green purchase behaviour. Not only social norms, reference groups along with social norms have been found as an important factor which have significant positive relationship with green purchase behaviour (Eze et al., 2013; Welsch et al., 2009). However, two studies reported that reference groups have negative relationship with consumers green purchase behaviour. Connell (2010) and  Lee (2011) conducted those two studies respectively. 
Vermeir and Verbeke (2006), in a separate study examined the barriers which increases the inconsistency among consumers attitude towards green purchase and their final green consumption. Vermeir and Verbeke (2006), pointed out that higher price charged on green products works as one of the major barrier. They added that as consumers are highly sensitive with product pricing, therefore even if they want to buy green products but they are unwilling to pay higher price for green products. Eze et al. (2013) mentioned that consumers are more attracted to low price green products and attaches more emphasis on product price than green claims of the products. Tsakiridou et al. (2008), in a study mentioned about another barrier of consumers green purchase behaviour which, is lack of trust of green claims by the marketers. Tsakiridou et al. According to Tsakiridou et al. (2008), consumers are not convinced that the products that are claimed to be green by the marketers are actually making any contribution to environmental benefits or not. Chen et al. (2012), also added that consumers lack trust on eco-labels and they also have less trust on the environment friendly information available in the product packages.  Young et al. (2010), on the other hand, examined the impact of easily accessible green products and found that consumers generally prefers purchasing products that are easily accessible. However, surprisingly consumers show less interest on spending extra time on searching for green products. Aertsens et al. (2011), states that consumers green purchase behaviour is significantly influenced by product attributes. Some similar research studies identified that product attributes such as healthiness and product quality are positively related with green purchase behaviour (Chen et al., 2012). Tsarenko et al. (2013), attempted to examine the trade-off between consumers green concern and product attributes. As per the result, majority of the respondents showed high level of concern towards green consumption. Whereas when the comparison came between product attributes and green products. Majority from the same sample group overshadowed green products to product attributes. This result explains that even though consumers show high environmental concerns but actually fails to portray the same positive attitude towards green consumption in their actual green buying behaviour. 








 


[bookmark: _Toc8033852]2. Overview of Task 2:
This section of the portfolio aims to focus on the detailed discussion of the research philosophy which includes critical discussion of the role of ontology, epistemology,  and axiology of the research study conducted by Sofi et al (2018), on the topic “Impact of Subliminal Advertising on Consumer Buying Behaviour: An Empirical Study on Young Indian Consumers”. This section will also cover a detailed discussion of the validity, reliability and ethical considerations of the selected topic. 
[bookmark: _Toc8033853]2.1.Critical Reflection on Ontology, Epistemology and Axiology Roles in the Selected Research Study
[bookmark: _Toc8033854]2.1.1.Role of Ontology: According to Tashakkori and Teddlie (2008), “Ontology is a specification of a conceptualization”, which etymologically means "speaking of being". It have two aspects. One is objectivism, means whether social entities are considered as objective entities, which have a reality external to social actors. Other one is subjectivism, means whether social entities are considered as social construction, which is build up upon perception of social actors. In this study, researchers have build-up the theory based on assumptions that subliminal advertising may or may not have impact on young Indian consumers buying behaviour. That means the theory of this research was set as subjectivism. However, researchers have used exploratory approach for the primary understanding of the problem and it followed by a descriptive research design to test various propositions. Once the data collection was completed, researchers have gone through various data validity and reliability testing to ensure that the outcome is bias-free and realistic. As per the research findings it is clearly visible that all the dependent variables feelings, ad involvement, cognition, compulsive buying, ad evaluation, purchase intention and purchase privacy have impact on consumers buying behaviour. That means, the initial perception of the researchers about the outcome of this study has turned into actual reality. Therefore, as per the result, subliminal advertising has impact on young Indian consumers buying behaviour. However, what was predicted preliminarily, have been confirmed as existing. This reality and existence is the objectivism of the ontology. Finally, it can be said that the theory of the study was designed with subjectivism, whereas the findings of the study proved it to be objectivism. 
[bookmark: _Toc8033855]2.1.2. Role of Epistemology: According to Erikkson and Kovalainen (2008), epistemology in research is the acceptable knowledge. In other word, the source or limit of the knowledge. It considers view of the most appropriate ways to enquire to the nature of the world. Erikkson and Kovalainen (2008), also added that epistemology defines how knowledge can be generated and described. In this selected research study, knowledge have been mostly gathered from previous literatures on consumers buying behaviour and also from the outcomes of each of the related topics. Not only that, even though the sample size of this study was 390, still researchers formed a 26 respondents group that included both male and female to arrange a group discussion. The reason for setting up this group discussion was to generate acceptable knowledge which could have been further used in the research. There are two main ways in epistemology to investigate the world. One is positivism and the other one is social constructionism. Researchers followed the positivism approach for this study as it is considered as the best way to investigate the objective methods. For example: knowledge generated from the group discussion is kind of an observation to gather knowledge. On the other hand, in social constructionism reality do not exist by itself, rather it depends on feelings, thoughts and beliefs. As Hatch and Cunliffe (2006), that there is an inter-dependent relationship between ontology and epistemology as positivism fits within objectivism of ontology. 
[bookmark: _Toc8033856]2.1.3. Role of Axiology: According to Morgan (1998), Axiology is a branch of philosophy in which judgements and values are studied. Even though values based on ethics and aesthetics may be included in axiology but it is actually social enquiry process that we are concerned about. Smith et al. (1991), mentioned that axiology is a philosophical approach which is  the reflection of one’s values and choice of data collection process. For example: in this research study data collection was done using cross sectional design and one shot design. Researchers used a sample size of 390 from different regions such as north, south and central Kashmir to explore the reality. Not only that, they used both group discussion and survey method for data collection. Here the role of axiology is that researchers value the interaction among the respondents through group discussion as researchers believe they can go about and find out whatever they believe can be known. Consequently, the perception of researchers are highly objective which is not filtered through their own understanding rather can be accumulated over time with more understanding of the topic. Therefore, researchers have also used 5-scale to analyse the data. Another thing is the choice of topic by the researchers. They value this topic and show importance over any other topics because according to the researchers, subliminal advertising is not yet properly explored in Asia even though it has different cultures, religions, languages, social and environmental settings. Not only that, they also believe understanding youths compulsive buying behaviour is almost negligible whereas it requires more attention to broaden the research canvass. 




















[bookmark: _Toc8033857]2.2.Critical Discussion on the Reliability, Validity and Biasness of the Selected Research Study

Researchers have conducted a number of reliability and validity test for this particular research study in order to ensure error and bias free outcomes. According to Sofi et al. (2018), unless the measurement instruments are reliable and valid, the estimated structural relationships are supposed to be biased. Therefore, researchers have used all the seven factors to process with exploratory factor analysis in order to correlate among each factors in a single measurement model. A detailed discussion is shown in below for each of the selected reliability and validity testing for this study.
[bookmark: _Toc8033858]2.2.1.Measurement Model Reliability and Validity Testing: In the measurement model, reliability and validity of the testing depends on various fit indices such as comparative fit indices (CFI), goodness of fit indices (GFI) and root mean square error approximation (RMSEA). Here ( p < 0.05) and probability level is zero. As per the results, the value of CFI was found 0.92, GFI was found 0.955 and finally the value of RMSEA= 0.036. A higher CFI in the measurement model means a higher GFI which proves that the reliability is on the higher side. Similarly a lower RMSEA suggests a lower error deviation in the model. Therefore the outcome from the data analysis of this study can be considered as reliable and valid. 
[bookmark: _Toc8033859]2.2.2.Structural Model Validity: As per the structural model validity test, it has been found the proposed model fits the data satisfactorily as all the values were within the acceptable ranges (chi-square = 10,364.744, p < 0.000, RMR = 0.154, GFI = 0.913, CFI = 0.903 and RMSE = 0.048. Based on the coefficients of this structural model, it can clearly be said that subliminal advertising have significant impact on consumers buying behaviour as (0.79, p < 0.05) is significant. That means 1 percent increase in advertising effect would increase 79% propensity of consumers buying behaviour. 
[bookmark: _Toc8033860]2.2.3.Reliability and Convergent Validity: In order to ensure bias free results, researchers ran reliability and convergent validity test too in this study. Here, value of both composite reliability (CR) and average variance extracted (AVE) were measured to test the validity and reliability. For CR, the recommended cut-off value is 0.60 and for AVE minimum acceptance level is 0.50. According to the analysis outcomes CR and AVE of all the constructs were above the minimal level, which ensures the validity and reliability of the selected research study. 

[bookmark: _Toc8033861]2.2.4.Discriminant Validity: The estimation of the correlations and their related square root of average variance extracted indicates that the scales are empirically distinct from one another. On the other hand, correlation coefficient is smaller than the square root of AVE, which indicates that the discriminant validity of the measured scales. The measurement model therefore can be confirmed as appropriate based on the provided evidence of model fit, reliability, convergent validity and discriminant validity.  

As the research was conducted on young Indian consumers, researchers have collected data from both genders within the age group of 18-35 to avoid biasness. Furthermore, the study was extended to collect data from young consumers of all social class background. On the other hand, all the above reliability and validity tests and its outcomes show that this study had been carried out by the researchers by keeping bias-free results in mind. In most of the other research studies on consumer buying behaviour, researchers have used only one type of validity such as convergent validity, divergent validity or predictive validity (Hani et al. (2018), Furaji et al. (2012), Gauns et al. (2017) etc. However, the researchers of this study have emphasised more on validity, as validity is more important than reliability. As per Baumgaren (2012), a test becomes reliable when it is valid. On the other hand, a test can be considered as reliable but not valid. 






                                                                                                                                                           



[bookmark: _Toc8033862]2.3. Discussion of Ethical Consideration of the Selected Research Study

For this research study, data were collected from higher learning institutes, which includes government colleges as well. Therefore, it can be assumed that informed consent had been shared with the respondents prior data collection. Not only that, the design of the research was both descriptive and exploratory. Therefore it can be assumed that prior data collection, researchers have signed to ensure privacy and confidentiality of the collected data of the respondents. Information privacy and confidentiality is considered as one of the major ethical issue. 

During one of the stage of the sampling, researchers ensured an enabling environment for the respondents where 26 students were asked to undergo a group discussion in a class room setting. Therefore, it can be assumed that researchers ensured harmless environment for the respondents to share their thoughts about the research topic. 

Throughout the research study, researchers mentioned about how marketers use half sexual actions and pornography in making subliminal advertisements. They even questioned about the level of ethics of the marketers to use these metaphor’s to make the advertisements attractive to the young generation. However, the researcher’s did not mention any name of any of the marketer’s or brands who are doing these activities. It clearly shows that researchers highlighted this issue by considering ethics. 

The sample group for this research study was considered from age 18 to age 35. Researchers further divided the population into three groups such as early adulthood (18–23 years), middle adulthood (24–29 years) and late adulthood (30–35 years). The sample size for the study was 390. However, researchers did not included a single respondent who was under 18 years. It shows that researchers carried out the study by involving the respondents by considering ethics. 
Throughout the study, it has never been found that any person, animal or environment as a whole has been harmed to conduct the research study. Beneficence, not causing harm to anyone or anything is one of the major ethical issues. Therefore, it can be said that, in this case as well, ethical consideration have been taken into account. 
[bookmark: _Toc8033863]3. Conclusion and Recommendations 
From the above discussion it can be said that, consumers are not purely rational decision-makers and there are often wide gaps between consumers values, attitudes, beliefs, interests and actual behaviour. There are number of factors that have direct influence on consumers buying behaviour. However, none of the factors discussed in this portfolio are stagnant. As a result, consumers buying behaviour will rapidly evolve. It is difficult to predict consumers buying behaviour, yet the research studies to understand its nature will continue to be steered. Based on the knowledge generated from this portfolio, two recommendations are shown in below:

1) In this fast changing consumer market, understanding consumers behaviour can give competitive advantage to the marketers. Therefore, from business point of view, marketers need to closely observe consumers attitude towards their product and service offerings and prepare marketing mix accordingly to influence consumer buying behaviour.

2) Researchers should consider re-examining the factors that showed negative relationship with consumers buying behaviour. Because consumer buying behaviour may change and vary over time. In addition, researchers should also look into the research gaps on this topic and provide solutions in advance for marketers to take necessary actions. 
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