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Product Selection
Triggers of Problem Recognition
Product:  2020 Ford Fusion
My respondents were two ladies who had different social inclination due to their marital statuses. One lady was married, and she had two children while the other one had been divorced for two years, and she had three children. Both of them were working in a textile company but on different management levels. I will nickname Jane and Claire for confidentiality purposes. Jane was triggered to buy the car when she delivered her second baby. She had imagined a 'fashionable' car that could carry the whole family, including her husband that owned another brand of car. Jane's choice triggered Claire and they both acknowledged that they needed the car for convenience. The need was not pressing, but they thought it was a sign of progress in life. Jane likes hanging out with friends on weekends, especially while Claire loves spending time with her children. Claire added that they were her strongest influencers, and she thought that they deserved the best life even though their father was absent. Jane did not have the need because the husband always let her use the car on weekends; she also admitted to enjoying the husband's car and that she could have bought the same model was it not for the high price (Doremus et al., 2019). Claire had the need because her children enjoy visiting parks and museums; a personal car was hence convenient for moving around. Claire felt the need when her children started complaining of public transport inconvenience and her lateness issue at work. Jane thought she needed the car because her salary bracket had risen, and her management team had flashy vehicles. 
Search Process
Jane got the recommendation from the car dealership company that her husband uses after unveiling her specifications to an agent. Claire just bought the car after getting the recommendation from Jane and driving the vehicle. Since her kids were the leading influencers, Claire asked for the kid's opinion after she had driven them in it. They all agreed it was a right choice. Jane specified the type of seats, rims, speed, and color she preferred. She was more concerned about the child safety seat and the color to surprise her friends. Claire was also concerned about child safety, and them infotainment features because her teenage boy loved loud music. There were no sources they used to select the car, Jane viewed it online from the car dealership website while Claire was pleased interacting with Jane’s car. Jane states that seeing the car online gave her a sense of freedom, and she felt that her choice was worthwhile. Claire did not think about her freedom of choice, but she felt that it was the perfect car for the young family. The freedom of choice is a massive influencer in consumption, and this is why the car dealer gave Jane access to the website where she could select from a variety of cars (Ohri & Sharma, 2018). Claire's product selection was hence less rational that Jane’s selection because she did not examine the present varieties. Jane did not follow the due process in a car search because she did not drive-test the car. Claire, on the other hand, was not rational because she did not inquire or research other car brands that had the specifications. 
Selection of Evaluative Criteria
The criterion of safety babysits was similar in both women because they had little kids. They did not want baby seats that were cumbersome to attach or remove. Jane wanted a red car with shiny rims so that she could attract the attention of her workmates. She was more concerned about the recognition and prestige of owning a car. After using the car, Jane thought that she might have inquired about the power of the turbo engine while Claire felt that she would have asked about fuel consumption (Bailo et all., 2018).  Jane learned about this criterion from one of her workmates that had bought a Toyota Camry. Through advertisements and watching car channels, she realized that other car brands built superior models with enhanced specifications that cost lesser than the 2020 ford fusion. Claire later considered fuel consumption to be an essential factor because she was a single parent and had a large family to support. 
Decision Rules
Claire had only one attribute to look for, and her choice was easy to make once she had tested the car aesthetics and received approval from her family. Jane, on the other hand, was concerned about her social status, and she prioritized the color. She admitted that she could have compromised the baby seat specifications since she was used to adjusting it while using her husband's car. After learning about the features, they would have looked for Claire stated that she would have prioritized fuel consumption, and Jane said that she would still have prioritized the color (Murry & Zhou, 2019). Claire was unfamiliar with cars, and she did not know about the trends. This factor did not influence her buying pattern. Jane was presented with the previous models, but she chose the 2020 model because it was the latest in the ford fusion series. Both consumers felt happy and contented after they bought the product but later felt wasted after they had received opinions from external sources. Claire stated that she could never repurchase the product and that she would be informed when purchasing her next car while Jane said that she would buy the same product if it matched her preferred color.
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