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When a customer decided to buy a certain consumer non durable items, which is a moderate price, almost near to the price of a durable product, (Compare a mobile phone set vs. a brocade of a women, value Tk. 2,500/-), what factors influence her to buy?

Buying choice is as follows:

· When found a product that have the perceived attributes and price is reasonably cheaper (Comparing between a high end selling market price vs. ordinary Bazar shops), customer buy the product.

Buying decision is customer’s sole propositions.

After buying behavior:

-Customer assesses the product in terms of Peer reactions:

Ask first the Mother, if the product is beautiful, (Although the buyer have the confidence in choosing the right kind of quality and beauty, and fashions), if the answer turned out to be negative for too much gaudiness or style. The buyer is now at confusion. Her confidence in cognitive choosing is in shaky position.

Secondly, she would re-confirm the purchase (Comparing the Values, i.e., Cost vs. the quality), and if in confusion. Then asked second peer group or individual for re-assessing the buying decisions whether it was right or wrong, regarding the ‘choosing’. If the second peer also answered negative, the Buyer would decide to re-think and even abort her buying decision, even after the product is bought, i.e., the buyer is now decided to return the goods no matter how qualitative the goods are. 

The customer would overtly express to return the goods, although the goods were good considering the three strategic factors like, Price, Quality and services. 

The decision to return the purchased goods- although not supported by the same peers, the buyer is adamant not to use it rather, and on the very next day it was returned and exchanged or, rather swapping-purchased (Swapping purchase= when goods returned not for refund rather to swap or exchange buying).

When asked what the buyers actions would be regarding Retention or loyalty? The answer is - the retailer won the customer and, of course, repurchase would happen. Retailer won the customer for re-purchasing in future. 
What if Swapping purchases not allowed or rejected?

-Simply customer retention and repurchase would fail. 

-The interesting learning is that- whatever decision customer had taken while buying - it is for sure would be re-audited by the buyer before using or consuming it. That is the whole buying processes and Cost, Quality and services re-investigated facing practicality, rather than emotions. 

-In the post purchase evaluation, Peer factors, (i.e., remarks/comments/observations by peers) on price, quality and services are reconsidered heavily by the buyer, if it is a personal using commodity. Based on that customers might change their buying decision by returning the same. This is a swinging period for customer, assessing herself whether decision was correct or not, wise or foolish. 
-Psychological aspect is nobody; particularly women do not like to be seen unwise or rather ‘foolish’, if it is the perception after peer assessment, frustration would come, and buyer would  promise not to do the same way of purchase in future. 
-If failed to do so (Swapping), customers would obviously, feel frustrated, angry and stop going for re-purchase in future; particularly to the same retail point. 
-Therefore, Perception of goods and commodities would be successfully sold and customer be retained only if buyers’ and peers’ perceptions are positive even after a product is sold. Otherwise, successful sale also be aborted (Even after the goods sold).

-Further, apparently Returning or swapping goods are not welcomed by any selling points enthusiastically. It would be considered as frustrating on the sellers’ parts. 

But the danger is long term prospects, when customers are not retaining for that.

Customers would be retained, if,

-Sellers should listen to the customers and if the goods returned are in good condition, should be returned or swapped.

-Sellers should not show any negative attitude or misbehave for returned sale. If returned and not behaved well, customers will be shy of visiting next time.

-If the behavior is indifferent the customers will revisit but not enthusiastic, if the second visit turns out to be positive, the customer would be loyal and retained. 

Conclusion:
For retail business customer post-buying analysis is very important for customer confidence in buying and repurchasing decision.

Peer factor is vital in changing customer’s earlier decisions to purchase, and enjoying and not enjoying a purchase. 

The total findings are based on the interviewing and observing customer buying behavior, particularly post-purchase behavior.

