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Part 1: Consumer Decision-Making in Regard to Coca Cola Products
Introduction
Every purchase that a customer makes goes through a decision-making process. Therefore, whether the purchase to be made is functional or psychologically, the customer or consumer of a product has to go through a decision-making process to either purchase it or not to purchase it. However, there are various factors that affect the process through which a consumer evaluates the alternatives and decides or not decide to purchase a product in the market. The process, therefore, is either influenced by need or influence that is rather not functional from platforms such as social media (Hall, Towers & Shaw, 2017). Adverts also serve as influencers for consumers to help them make the decision of which brand to buy. The powerful influence in cases of new technologies and products is, however, word of mouth because when people lack information about a new product in the market, they rely on word of mouth to convince them and this helps them to make decisions regarding such products (Güven & Yakin, 2019). Similarly. Customers of Coca Cola products also go through a decision-making process to make decision regarding the various Coca Cola products such as Fanta a, Sprite and Coke. This paper, therefore, explores consumer behavior that determines whether a purchase is functional or emotion-driven. The decision-making process can either be nominal, limited or extended depending on the nature of the product involved. In addition, some decisions to purchase a product are brought about by brand loyalty as will be seen in this paper.
The Differences in Emotion-Driven Purchase and Functional Purchase Decision Process
As mentioned earlier in the introduction above, every purchase made by a consumer or customer goes through a decision-making process. This process begins with the existence of a need and the recognition of that need. A person recognizes that there is a need and that need needs to be fulfilled (Stankevich, 2017). After recognition of a need, the next step in the decision-making process is to search for information on how to satisfy the need (Stankevich, 2017). This search for information reveals many alternatives of satisfying the need. The thirds step is evaluating the alternatives available in the market. In most cases, consumers find themselves with more than one product to satisfy their need. That is why they have to evaluate the alternatives because they cannot have all of them because of financial constraints and other factors. The next step is the purchase decision. After evaluating the alternatives, the consumer makes a decision to purchase one of the alternatives after consideration of all factors such as affordability and the extent to which the choice satisfies the need for which the product is bought (Stankevich, 2017). What comes after the purchasing decision depends on whether the consumer is satisfied with the purchase or not (Panwar et al., 2019). If the consumer is not satisfied with the purchase; for instance, the product purchased does not satisfy the need, the consumer faces cognitive dissonance. But if the consumer is satisfied with the purchase and the product satisfies the need for which it was bought, the consumer faces delight.
However, the decision-making process is not the same for emotionally driven purchases and functional purchases. In emotional-driven purchases, consumers do not necessarily have an urgent need to be satisfied. Instead, they are controlled by influence and impulse (Panwar et al., 2019). The need might not be there for a given product. Since the decision-making process is controlled by impulse and influence, the consumer does not engage in in-depth research about the product before purchasing the product (Aragoncillo & Orus, 2018). Instead, they just buy the product without doing research about the various alternatives available and are controlled by emotions rather than rationale (Ladhari, Souiden & Dufour, 2017). The functional purchase on the other hand, is controlled by rational because of the fact that the purchase emanates from an existing need (Elsäßer & Wirtz, 2017). A functional purchase is where a consumer buys a product because of the function it plays in their lives. That means the product is needed. Therefore, there is an existing need. Therefore, the consumer engages in research and evaluation of alternatives. In-depth research is done to find the best alternative and serious scrutinizing of the alternatives is also done to make the best purchasing decision. Therefore, the main things that impact emotional purchase are factors like envy, pride, love and vanity (Aragoncillo & Orus, 2018). On the other hand, some of the objective criteria that direct functional purchases are security, health, safety, caution and utility.
The form of Decision-Making Associated with Coca Cola Products
Coca Cola engages in the production and sale of soft drinks such as sodas and bottled drinking water. The famous Coca Cola brands are Coke, Fanta and Sprite, which continue to spark happiness among consumers all over the world. Since these products are soft drinks and water, the decision-making process to purchase them does not require much research. There is little or no research about the product before the consumer makes the decision to purchase them. Therefore, the purchasing process involved is nominal decision-making where there is little or no research for alternatives.
To understand which decision-making process is associated with Coca Cola products, there is a need to consider the motives behind buying water and soft drinks. Most of the time, people buy the bottled drinking water packaged by Coca Cola company to quench their thirst. This is also the case for soft drinks. Even though, for the soft drinks, people sometimes buy them for energy because they contain sugars that can replenish energy when a person is exhausted. Therefore, these are functional products and they are necessities in human life. Therefore, very little or no research is done for alternatives because Coca Cola products satisfy basic needs, that is the need for food and water. Therefore, no extended or limited purchasing decision-making process is applied. Instead, nominal decision-making is associated with Coca Cola products.
However, these products can be associated with other forms of consumer decision-making under other circumstances, such as when a person is under medication. For example, some conditions, such as diabetes forced physicians to advise people to avoid consuming foodstuffs that have higher sugar content. The doctors might set a limit on the sugar content in foodstuffs and drinks. In that case, the consumer will be forced to conduct limited or even extended research to ensure that the sodas he or she consumes only have lower sugar levels. In that case, he might engage in the search and evaluation of alternatives to find Coca Cola products that have a lower level of sugar and end up consuming Coke zero-sugar instead of the normal coke drink that has a higher sugar content than coke zero-sugar. However, once such customers become repeater purchasers, they begin to use limited decision-making in their purchases.
Brand-Layal Decision-Making and Repeat Purchase Decision-Making
Brand loyalty is the key to success for many customers because customers that are loyal to the brand develop consistency in purchasing products of a company year in year out and are immune to competitor tactics (Singh & Sahin, 2017). On the other hand, repeat purchase customers usually buy the same product repeatedly but are not immune to the tactics of competitors because they seek quality, or service, quality of customer care and are very sensitive to prices.
In the case of Coca Cola company, the Fanta and Coke products are bought through brand-loyal decision-making. This is because over time, people have known these drinks to be the best there is in terms of providing refreshment and quenching thirst. However, products such as zero-sugar are bought through repeat purchase decisions because of limited availability. The other competitors such as Pepsi and other soft drink manufacturers do not have such products and, therefore, consumers repeatedly but Coca Cola zero-sugar products because of limited availability and not because they have developed brand loyalty. This is because the product has not even been in the market for long to develop such brad loyalty that Coke and Fanta, as well as Sprite, have developed over decades.
Coca Cola products can be associated with brand-loyal decision making. This is because these products have been in the market for a longer period of time and have survived the test of time (Singh & Sahin, 2017). They have remained consistent favourites of millions of people of different age groups all over the world and brand loyalty is developed when consumers or customers consistently buy a brand product despite the existence of other alternatives (Khamitov, Wang & Thomson, 2019). Therefore, people have developed a liking for the brand and some do not even recognize the existence of other competitors. As such, the products can be associated with brand-loyal decision making.
Conclusion
In conclusion, every purchasing decision that a consumer makes goes through a consumer decision-making process. This process begins with the existence of a need to be satisfied and proceeds to search for information about how to satisfy that need. The second step is to evaluate alternatives and then make a purchase decision. However, the decision-making process varies depending on whether the purchase is emotion-based or functional-based. Emotionally based purchases are made without much consideration of alternatives in which functional-based purchases involve in-depth research and evaluation of alternatives before purchasing. For Coca Cola products, the form of decision making used is nominal because little or no research is done before a purchase decision is reached (Singh & Sahin, 2017). This is so because Coca Cola products enjoy brand loyalty from millions of consumers.
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