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Chapter 9: Consumer Satisfaction and Post-

Purchase Behaviour: Managing Customer 

Experiences 
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The concept of consumer satisfaction has undergone a paradigm shift over the 

years, transitioning from a transactional perspective focused solely on product 

quality and functionality to a holistic understanding encompassing emotional 

resonance, experiential value, and subjective perceptions. Traditional models of 

consumer satisfaction, such as the Expectancy-Disconfirmation Theory, posited 

that satisfaction results from the alignment between pre-purchase expectations 

and post-consumption outcomes. However, contemporary perspectives 

acknowledge the role of affective and psychological factors in shaping 

satisfaction levels, emphasizing the importance of emotional engagement, brand 

authenticity, and personalized interactions. 

In today's hyper connected world, consumers are inundated with choices and 

information, making it imperative for businesses to differentiate themselves 

through superior customer experiences. The proliferation of digital channels 

and social media platforms has empowered consumers to voice their opinions, 

share their experiences, and influence the purchasing decisions of others. 

Consequently, businesses must leverage technology to create seamless 

omnichannel experiences, foster authentic connections, and deliver value at 

every touchpoint along the customer journey. 

Customer satisfaction refers to the overall sentiment or attitude of customers 

towards a product, service, or brand based on their experiences and 
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expectations (Yu ksel, A., & Yu ksel, F, 2008). It is subjective evaluation or 

judgment made by an individual regarding their experience with a product, 

service, or overall interaction with a brand or company. It is a crucial metric for 

businesses as it directly impacts customer loyalty, retention, and ultimately, 

profitability. Customer satisfaction is typically measured through surveys, 

feedback forms, reviews, and other tools to gauge how well a company meets or 

exceeds customer expectations (Giese, J. L., & Cote, J. A., 2000). One of the most 

widely used models to understand customer satisfaction is the American 

Customer Satisfaction Index (ACSI). This model measures customer satisfaction 

across various industries and companies by analyzing factors such as perceived 

quality, value, expectations, and loyalty (Lombart, C., & Louis, D, 2012). The ACSI 

provides a comprehensive framework for businesses to assess and improve 

customer satisfaction levels. Moreover, customer satisfaction is closely linked to 

customer experience (CX), which encompasses all interactions and touchpoints 

a customer has with a company. Positive customer experiences lead to higher 

satisfaction levels, while negative experiences can result in dissatisfaction and 

potentially drive customers away. Therefore, businesses must focus on 

delivering exceptional customer experiences to enhance satisfaction and build 

long-term relationships with their customers. In addition, customer satisfaction 

is not only about meeting basic needs but also about exceeding expectations and 

creating emotional connections with customers. Companies that go above and 

beyond to delight their customers are more likely to achieve high levels of 

satisfaction and advocacy. This emotional aspect of customer satisfaction is often 

a key differentiator for businesses in competitive markets. 

Customer Satisfaction Process 

Following figure provides a comprehensive overview of the consumer 

satisfaction process, highlighting the key stages and interactions that shape 
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consumer perceptions and behaviours. By visualizing this process, businesses 

can gain insights into how to effectively manage and enhance customer 

experiences to drive satisfaction and build long-term relationships with their 

target audience (Kim, M. and Lennon, S. J, 2011). 

 

 

Figure 8-2 Consumer Satisfaction Process 

Post-purchase behaviour encompasses the actions, reactions, and psychological 

processes that occur after a consumer has made a purchase. It encompasses 

various dimensions such as cognitive dissonance, loyalty, satisfaction, and repeat 

purchase intentions. Studies have shown that post-purchase cognitive 

dissonance can arise after a consumer makes a purchase (Akbar et al., 2020). It 

is a crucial phase in the consumer decision-making process, as it reflects the 

consumer's evaluation of the purchase experience and influences future buying 

behaviour, brand perceptions, and overall satisfaction. Post-purchase behaviour 

is multifaceted and influenced by various factors, including product 
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performance, customer service, brand reputation, social influences, and 

individual characteristics. Factors like product attachment, satisfaction, and 

emotional bonds with products influence post-purchase behaviour (Mugge et al., 

2010). One of the key aspects of post-purchase behaviour is cognitive evaluation, 

where consumers reflect on their purchase decisions and assess whether their 

expectations were met or exceeded. This evaluation process involves comparing 

the perceived performance of the product or service with the initial expectations 

formed during the pre-purchase stage. If the product or service meets or exceeds 

expectations, consumers are more likely to experience satisfaction and positive 

post-purchase behaviour. Conversely, if there is a mismatch between 

expectations and actual experiences, consumers may feel disappointed or 

dissatisfied, leading to negative post-purchase behaviour such as returns, 

complaints, or negative word-of-mouth. Emotional responses also play a 

significant role in post-purchase behaviour (Santos, J., & Boote, J, 2003). 

Consumers may experience a range of emotions after making a purchase, 

including happiness, excitement, pride, or regret. These emotions can influence 

how consumers perceive the product or service, as well as their likelihood of 

engaging in repeat purchases or recommending the brand to others. For 

example, a positive emotional experience may lead to increased brand loyalty 

and advocacy, while a negative emotional experience may result in brand 

switching or disengagement. Social influences also shape post-purchase 

behaviour, as consumers seek validation and reinforcement from others 

regarding their purchase decisions. Social factors such as peer 

recommendations, online reviews, and social media influence can impact how 

consumers perceive their purchases and whether they feel satisfied or 

dissatisfied (Nittala, R., & Moturu, V. R, 2023) .Positive social validation, such as 

receiving compliments or likes on social media posts, can enhance feelings of 

satisfaction and reinforce positive post-purchase behaviour. Conversely, 
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negative social feedback or criticism may undermine consumer confidence and 

lead to negative post-purchase behaviour. In addition to cognitive and emotional 

factors, post-purchase behaviour is also influenced by individual characteristics 

and personal values. Consumers may have different priorities, preferences, and 

decision-making styles that shape how they evaluate their purchase experiences 

and engage with brands after the sale. For example, some consumers may 

prioritize functionality and performance, while others may prioritize aesthetics 

or social status. These individual differences can influence consumer satisfaction 

and post-purchase behaviour, as well as the likelihood of repeat purchases and 

brand loyalty. Loyalty programs and service experiences play a crucial role in 

customer retention and value, affecting evaluations, behaviours, and repeat 

purchase intentions (Bolton et al., 2000). Customer satisfaction, loyalty, and 

purchase behaviours are interconnected, with loyalty being reflected in repeat 

purchase behaviours (Donio et al., 2006). Customer loyalty, influenced by factors 

like social media, customer value, and brand loyalty, leads to repeat purchase 

intentions and behaviours (Khan, 2021; Liu & Berger, 2018; Chrisjatmiko & 

Margareth, 2018).  Post-purchase behaviour extends beyond individual 

transactions to encompass broader implications for brands and businesses. 

Satisfied customers are more likely to engage in positive post-purchase 

behaviours such as repeat purchases, referrals, and brand advocacy, which can 

contribute to long-term profitability and success.  

Table 8-1 outlines various post-purchase behaviour patterns exhibited by 

consumers. Word-of-mouth, where customers share experiences, significantly 

influences brand perception. Repeat purchases signify loyalty and satisfaction, 

while product returns indicate dissatisfaction and areas for improvement. Brand 

switching highlights the importance of competitive pricing and superior service. 

Understanding these behaviours allows businesses to tailor retention strategies, 
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enhance customer service, and maintain competitive advantages. By analyzing 

and addressing post-purchase behaviours effectively, companies can foster 

brand loyalty, minimize churn, and create positive customer experiences, 

ultimately contributing to long-term success in the marketplace 

Table 8-2:Post-Purchase Behaviour Patterns 

Behaviour Description Examples Implications 
Word-of-
Mouth 

Customers share their 
experiences with others, 
impacting brand perception and 
future purchase decisions. 

Referrals, online 
reviews, social 
media mentions 

Reputation 
management, 
customer advocacy 
programs 

Repeat 
Purchase 

Repeat purchases indicate 
customer satisfaction and 
loyalty towards a brand. 

Loyalty programs, 
subscription 
services, frequent 
buyer rewards 

Retention 
strategies, 
personalized 
offers, CRM 
systems 

Product 
Returns 

Returns and exchanges reflect 
dissatisfaction with the product 
or service. 

Refunds, exchanges, 
complaints 

Quality control, 
product 
improvement, 
customer service 
enhancement 

Brand 
Switching 

Consumers switch brands due 
to dissatisfaction or better 
offers elsewhere. 

Competitive pricing, 
superior features, 
negative 
experiences 

Competitive 
analysis, customer 
win-back 
strategies 

 

Customer relationship management (CRM) 

Customer Relationship Management (CRM) is a strategic approach that focuses 

on managing interactions with customers to enhance customer value and, 

consequently, shareholder value (Payne & Frow, 2005). Successful CRM 

implementation relies on critical success factors such as database management 

and competitor analysis (Mendoza et al., 2007). CRM encompasses a wide range 

of activities and strategies aimed at enhancing customer satisfaction and loyalty. 

From personalized marketing campaigns and targeted promotions to proactive 

customer service and post-purchase support, businesses employ various tactics 

to engage with customers at every stage of the customer journey. By delivering 
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relevant, timely, and personalized interactions, businesses can strengthen 

customer relationships, increase customer lifetime value, and differentiate 

themselves from competitors. It is essential for managers to coordinate cross-

functional activities to build strong customer relationships and improve 

customer service, leading to increased sales and customer retention (Zablah et 

al., 2004). CRM is a participative and interactive process between businesses and 

customers aimed at understanding and fulfilling customer needs through 

efficient efforts (Namjoyan et al., 2013). CRM encompasses managing 

relationships with potential and existing customers and business partners 

through marketing, sales, and services, utilizing technology and strategies to 

enhance customer satisfaction and loyalty (Yang & Hu, 2015). By integrating 

technology, procedures, and people, CRM enhances customer and competitor 

relationships to increase market share (Ramaj & Ismaili, 2015). CRM systems are 

crucial for gathering and coordinating business information to manage customer 

interactions effectively (Suharto & Yuliansyah, 2023). CRM is a holistic approach 

that ranges from technology implementation to organizational culture, 

emphasizing the importance of customer orientation and technology in 

managing customer relationships (Rapp et al., 2010) Central to effective CRM is 

the collection, organization, and analysis of customer data. Effective CRM not 

only retains customers but also encourages them to provide valuable feedback 

for product and service improvement (Lin et al., 2010). CRM involves utilizing 

information systems to track customer interactions and provide employees with 

instant access to customer information, enabling personalized service and issue 

resolution. By leveraging advanced data analytics and CRM software, businesses 

can gain valuable insights into customer demographics, purchase history, 

preferences, and interactions across various touchpoints. This data-driven 

approach enables businesses to segment their customer base, identify high-

value customers, and tailor personalized experiences that resonate with 
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individual needs and preferences (Nguyen et al., 2007). One of the key benefits 

of CRM is its ability to facilitate seamless omnichannel experiences. In today's 

interconnected world, customers expect consistent and cohesive interactions 

across multiple channels, including websites, mobile apps, social media, email, 

and in-store experiences. CRM enables businesses to integrate data and 

processes across these channels, allowing for a unified view of the customer and 

personalized interactions tailored to their preferences and behaviours. This 

omnichannel approach not only enhances the customer experience but also 

improves operational efficiency and enables businesses to deliver a more 

cohesive and compelling brand experience. 

Cultivating Connections Harmonizing Consumer 

Satisfaction and Post-Purchase Behaviour 

Consumer satisfaction serves as the cornerstone of any successful business 

endeavor. It reflects the degree to which a consumer's expectations are met or 

exceeded following a purchase or interaction with a brand. By delivering 

products and services that resonate with consumer needs and preferences, 

businesses can foster satisfaction, instill trust, and build a positive brand image. 

However, satisfaction does not end with the completion of a transaction; it 

extends into the post-purchase phase, where consumers evaluate their overall 

experience and subsequent interactions with the brand (Naafiarsha, A., Respati, 

H., & Fridiansjah, A, 2020). Post-purchase behaviour encompasses the actions, 

attitudes, and perceptions that consumers exhibit after making a purchase. It 

includes activities such as product usage, brand advocacy, repeat purchases, and 

referrals. Post-purchase behaviour is influenced by various factors, including the 

perceived value of the product or service, the quality of customer service, and 

the overall shopping experience. Businesses that understand and anticipate 

these behaviours can tailor their strategies to reinforce positive experiences, 
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encourage brand loyalty, and drive customer retention (Roushdy, A. S. and Ali, G. 

E, 2017). Harmonizing consumer satisfaction and post-purchase behaviour 

requires a proactive and holistic approach to customer relationship 

management. It involves aligning internal processes, systems, and strategies to 

deliver consistent and exceptional experiences at every touchpoint along the 

customer journey. By integrating consumer feedback, analyzing data insights, 

and leveraging technology, businesses can identify opportunities to enhance 

satisfaction and optimize post-purchase interactions. Central to this 

harmonization is the concept of customer-centricity, where businesses prioritize 

the needs and preferences of their customers above all else. By placing the 

customer at the center of their operations, businesses can build trust, foster 

loyalty, and create meaningful connections that endure over time. This 

customer-centric approach extends beyond individual transactions to 

encompass the entire customer lifecycle, from acquisition to retention and 

advocacy (Nawi, N. C., Fong, M. W., & Tatnall, A, 2014). Businesses must recognize 

the interconnectedness of satisfaction and post-purchase behaviour in driving 

long-term success. Satisfied customers are more likely to engage in positive post-

purchase behaviours, such as repeat purchases and referrals, which contribute 

to revenue growth and sustainable business growth. Conversely, dissatisfied 

customers may defect to competitors or share their negative experiences with 

others, damaging brand reputation and eroding market share (Harrison, P., & 

Shaw, R., 2004). 

Theoretical Explorations of Consumer Satisfaction and 

Behaviour 

Three prominent theories that shed light on consumer satisfaction and 

behaviour are the Expectancy-Disconfirmation Theory, Attribution Theory, and 

Social Exchange Theory. 
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The Expectancy-Disconfirmation Theory, first proposed by Oliver in 1980, posits 

that consumer satisfaction is determined by the extent to which product or 

service performance meets or exceeds consumers' prior expectations (Roberts, 

D. and Griffith, J. C, 2019). According to this theory, consumers form expectations 

based on various sources such as past experiences, word-of-mouth 

recommendations, and marketing communications. When the actual 

performance of the product or service meets or exceeds these expectations, 

consumers experience satisfaction. Conversely, if the actual performance falls 

short of expectations, consumers may feel dissatisfied. Central to the 

Expectancy-Disconfirmation Theory is the concept of disconfirmation, which 

occurs when there is a perceived dissonance between expectations and actual 

performance. Positive disconfirmation occurs when the actual performance 

exceeds expectations, leading to heightened satisfaction. Negative 

disconfirmation, on the other hand, occurs when the actual performance falls 

short of expectations, resulting in dissatisfaction (Antonides, G. and Hovestadt, 

L, 2021). The theory suggests that consumers engage in cognitive processes to 

evaluate the disconfirmation between expectations and actual experiences, 

which in turn influences their satisfaction judgments and subsequent 

behaviours. 

Attribution Theory, developed by Heider and later expanded by Kelley in the 

1960s, focuses on how individuals attribute causes to events or outcomes, 

including their own behaviour and the behaviour of others. In the context of 

consumer satisfaction and post-purchase behaviour, Attribution Theory 

examines how consumers attribute the outcomes of their purchase experiences 

to internal or external factors. For example, if a consumer experiences 

satisfaction with a product or service, they may attribute it to factors such as 

product quality, brand reputation, or their own decision-making skills. 
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Conversely, if they experience dissatisfaction, they may attribute it to factors 

such as product defects, poor customer service, or external circumstances 

beyond their control. Attribution Theory distinguishes between internal 

attributions, which involve factors within the individual's control, and external 

attributions, which involve factors outside the individual's control Nijssen, E. J., 

Schepers, J. J, 2016). The theory suggests that the perceived cause of an outcome 

influences how individuals interpret and respond to that outcome. For example, 

if a consumer attributes their satisfaction to internal factors such as their own 

decision-making skills or product knowledge, they are more likely to feel a sense 

of accomplishment and pride. In contrast, if they attribute their dissatisfaction 

to external factors such as product defects or poor customer service, they may 

feel a sense of frustration or disappointment (Hong, Y., Chiu, C, 1999). 

Social Exchange Theory, rooted in social psychology and economics, examines 

the dynamics of interpersonal relationships and exchanges of resources 

between individuals or groups. In the context of consumer behaviour, Social 

Exchange Theory posits that consumers engage in a rational decision-making 

process to maximize the benefits and minimize the costs of their interactions 

with brands or companies. social exchange theory has been applied to various 

contexts, including customer relationships, loyalty, and value co-creation 

(Farhana, 2021). According to this theory, consumers perceive their 

relationships with brands as exchanges of resources, where they expect to 

receive value in return for their investments, such as time, money, or effort. 

Central to Social Exchange Theory is the concept of reciprocity, which involves 

the mutual exchange of benefits between parties in a relationship. Consumers 

expect brands to provide value in exchange for their loyalty, repeat purchases, 

and positive word-of-mouth recommendations. When brands fulfill these 

expectations by delivering high-quality products, exceptional customer service, 
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and personalized experiences, consumers are more likely to reciprocate by 

remaining loyal and engaged ( Mansoor, M., Awan, T. M., & Alobidyeen, B, 2020). 

However, if brands fail to deliver value or breach consumers' trust, they may 

withdraw their investments and seek alternatives elsewhere. 

From Satisfaction to Advocacy, Real-Life Experiences 

Amazon's relentless focus on customer satisfaction is evident in its commitment 

to delivering exceptional experiences at every touchpoint. From its user-friendly 

website and extensive product selection to its fast and reliable delivery services, 

Amazon has continually raised the bar for customer expectations. By prioritizing 

customer convenience, transparency, and trust, Amazon has cultivated a loyal 

customer base that spans the globe (Cao, Y., Ajjan, H., & Hong, P, 2018). Central 

to Amazon's success is its sophisticated approach to data analytics and 

personalized recommendations. Through its proprietary algorithms and 

machine learning capabilities, Amazon analyzes vast amounts of customer data 

to understand preferences, predict purchasing behaviour, and tailor 

recommendations to individual users. This data-driven approach enables 

Amazon to anticipate customer needs, enhance product discovery, and drive 

repeat purchases. Amazon's post-purchase strategy is equally impressive, with a 

relentless focus on customer satisfaction and retention. The company offers 

hassle-free returns, responsive customer service, and proactive communication 

throughout the post-purchase journey. By prioritizing customer feedback and 

continuously refining its processes, Amazon ensures that every interaction with 

the brand leaves a positive impression on customers. The results speak for 

themselves: Amazon has achieved unparalleled success in building long-term 

customer relationships and driving sustainable growth (Jayadeva, S. M., Acharya, 

2022). Its customer-centric approach has propelled it to the top of the e-

commerce industry, with millions of satisfied customers and a market 
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capitalization that exceeds $1 trillion. Amazon's ability to harmonize customer 

satisfaction and post-purchase behaviour has set a benchmark for businesses 

across industries. 

Another compelling case study that highlights the importance of customer 

satisfaction and post-purchase behaviour is the transformation of Starbucks 

(Pe rez-Moro n, J., Madan, S, 2022). Starbucks, the global coffeehouse chain 

founded in 1971, has undergone a remarkable evolution from a small Seattle 

coffee shop to a cultural phenomenon with a presence in over 80 countries. At 

the heart of Starbucks' success is its unwavering commitment to delivering 

premium coffee experiences and fostering meaningful connections with 

customers. From its meticulously crafted beverages and cozy ambiance to its 

personalized service and community-centric approach, Starbucks has cultivated 

a loyal following of coffee enthusiasts around the world. Key to Starbucks' 

success is its emphasis on customer satisfaction and post-purchase engagement. 

The company invests heavily in employee training and development to ensure 

that baristas provide exceptional service and create memorable experiences for 

customers. By empowering employees to connect with customers on a personal 

level, Starbucks creates a welcoming atmosphere where customers feel valued 

and appreciated. Starbucks' post-purchase strategy goes beyond the coffee shop 

experience, with a focus on building lasting relationships through digital 

engagement and loyalty programs. The Starbucks Rewards program, launched 

in 2009, offers personalized rewards, special offers, and exclusive perks to 

members, incentivizing repeat visits and increasing customer lifetime value 

(Lim, S. Y. (2022). By leveraging technology and data analytics, Starbucks 

delivers targeted promotions and personalized recommendations that resonate 

with individual preferences. 
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Creative Tactics for Managing Customer Experiences 

Central to effective customer experience management is the concept of 

customer-centricity, where businesses prioritize the needs, preferences, and 

expectations of their customers above all else. By putting the customer at the 

center of their operations, businesses can build trust, foster loyalty, and create 

meaningful connections that endure over time ( Maklan, S., Antonetti, P., & 

Whitty, S, 2017). This customer-centric approach extends across all aspects of 

the business, from product design and marketing to sales, customer service, and 

post-purchase support. One key strategy for managing customer experiences is 

to create a comprehensive understanding of the customer journey. This involves 

mapping out the various touchpoints and interactions that customers have with 

the brand, from initial awareness and consideration to purchase and post-

purchase support. By understanding the customer journey, businesses can 

identify pain points, opportunities for improvement, and moments of truth that 

shape the overall experience. This insights-driven approach enables businesses 

to tailor their strategies and resources to meet the needs and expectations of 

their customers at every stage of the journey. Personalization is another critical 

strategy for managing customer experiences effectively. In today's digital age, 

customers expect personalized interactions and relevant content that resonate 

with their preferences, behaviours, and demographics. By leveraging data 

analytics, machine learning, and customer segmentation techniques, businesses 

can deliver targeted messages, recommendations, and offers that speak directly 

to individual customers. Personalization not only enhances the customer 

experience but also drives engagement, loyalty, and conversion rates. Businesses 

can enhance customer experiences by optimizing their digital channels and 

online presence. With the proliferation of smartphones, social media, and e-

commerce platforms, digital channels have become integral to the customer 
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journey. Businesses must ensure that their websites are intuitive, mobile-

friendly, and optimized for search engines to provide seamless online 

experiences.  Active engagement on social media platforms, such as Facebook, 

Twitter, and Instagram, enables businesses to connect with customers, address 

their concerns, and cultivate brand advocates. Effective communication is also 

essential for managing customer experiences successfully. Businesses must 

establish clear, consistent, and transparent communication channels that enable 

customers to interact with the brand easily. Whether through email, live chat, 

phone support, or social media messaging, businesses must be responsive to 

customer inquiries, feedback, and complaints in a timely manner. By fostering 

open communication and demonstrating empathy, businesses can build trust 

and credibility with their customers, leading to enhanced satisfaction and loyalty 

(Verhoef, P. C., Lemon, K. N., Parasuraman, 2009). In addition to proactive 

communication, businesses can leverage customer feedback and insights to 

continuously improve and innovate their products, services, and processes. By 

soliciting feedback through surveys, reviews, and social listening, businesses can 

gain valuable insights into customer preferences, pain points, and areas for 

improvement. This customer-centric approach enables businesses to iterate and 

evolve their offerings to better meet the evolving needs and expectations of their 

customers. Businesses can foster a culture of customer-centricity by 

empowering employees to deliver exceptional experiences at every touchpoint. 

By providing comprehensive training, support, and incentives, businesses can 

equip frontline staff with the tools and knowledge they need to exceed customer 

expectations. Empowered employees who are passionate about delivering great 

customer experiences can drive customer satisfaction, retention, and advocacy, 

ultimately contributing to the success and growth of the business (Keiningham, 

T. L., Aksoy, L., Bruce, H, 2020). 
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Elevating Brand Loyalty through Exceptional Customer 

Experiences 

Consumer satisfaction and post-purchase behaviour are crucial factors in 

shaping brand relationships and ultimately brand loyalty. Gitonga et al in 2021 

conducted a study on the mediating role of customer satisfaction between brand 

relationship and loyalty. The findings underscored that customer satisfaction 

significantly mediates the link between brand relationship and loyalty, 

highlighting the importance of satisfying customer experiences in fostering 

brand loyalty.  The mediating role of brand personality and brand relationships 

in connecting brand experience and brand loyalty. The study emphasized that 

positive brand experiences, reflected in brand commitment, lead to increased 

purchase brand loyalty, emphasizing the significance of building strong brand 

relationships for enhancing loyalty (Ramaseshan & Stein, 2014). Lei & Luo in 

2015 explored the mediating role of consumer satisfaction in the relationship 

between brand equity and brand loyalty. The research indicated a positive 

relationship between brand equity and consumer satisfaction, which, in turn, 

positively influenced brand loyalty, highlighting the pivotal role of consumer 

satisfaction in driving brand loyalty.  Fianto et al in 2014 investigated the 

influence of brand image on purchase behaviour through brand trust. The study 

revealed significant relationships between brand satisfaction, trust, attachment, 

and loyalty, emphasizing the interconnectedness of these factors in building 

strong brand relationships and fostering loyalty. The mediating effect of brand 

satisfaction on the relationship between brand personality and brand loyalty.  

Examining the determinants of consumer satisfaction and post-purchase 

behaviour, our study identified various influential factors. Key among these were 

product quality, service delivery, price fairness, brand reputation, and the overall 

shopping experience. These elements significantly influenced consumers' 
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perceptions of satisfaction with a brand and subsequently shaped their 

inclination towards engaging in repeat purchases or recommending the brand 

to others. The importance of these factors underscores the imperative for 

businesses to prioritize the customer experience across all touchpoints. Positive 

emotions such as happiness, excitement, and pride were strongly associated 

with satisfied customers who exhibited favorable post-purchase behaviours 

(Kinanthi, H. L. and Roostika, R, 2023). Conversely, negative emotions such as 

frustration, disappointment, and regret were linked to dissatisfied customers, 

who were less inclined to engage in positive post-purchase actions (Cronin, J. J. 

and Taylor, S. A, 1992). Recognizing and managing customer emotions emerge 

as critical strategies for businesses aiming to cultivate enduring customer 

relationships. The study explored the evolving influence of digital channels and 

social media on consumer behaviour. Increasingly, consumers rely on digital 

platforms to research products, read reviews, and share experiences with others. 

Social media, in particular, plays a significant role in shaping consumer 

perceptions and influencing post-purchase behaviours. Businesses must actively 

manage their online presence and leverage digital channels to engage with 

customers, address concerns, and foster positive interactions that drive brand 

advocacy. The study underscored the pivotal role of customer service and after-

sales support in shaping consumer satisfaction and post-purchase behaviour. 

Responsive and proactive customer service can mitigate issues and resolve 

complaints, transforming dissatisfied customers into loyal advocates. 

Businesses that prioritize customer service and invest in employee training to 

deliver exceptional experiences can differentiate themselves and build enduring 

relationships with customers. The study highlighted the importance of 

personalization and customization in driving consumer satisfaction and post-

purchase behaviour (Harrison, P., & Shaw, R, 2004). Consumers value brands that 

understand their unique preferences and offer tailored recommendations, 
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promotions, and experiences. By leveraging data analytics and technology, 

businesses can customize their offerings to individual customers, increasing 

satisfaction and fostering loyalty. 

 Future research could explore the role of emerging technologies such as 

artificial intelligence (AI), augmented reality (AR), and virtual reality (VR) in 

shaping consumer satisfaction and post-purchase behaviour ( Brakus, J., Schmitt, 

B. H., & Zarantonello, L, 2009). These technologies have the potential to 

revolutionize the way consumers interact with brands, offering immersive and 

personalized experiences that enhance satisfaction and drive engagement. 

Investigating the impact of these technologies on consumer perceptions, 

attitudes, and behaviours can provide valuable insights for businesses seeking 

to harness the power of innovation to deliver exceptional customer experiences 

(Zhang, X., Park, Y., & Park, J, 2023). There is a need for longitudinal studies that 

examine the dynamics of consumer satisfaction and post-purchase behaviour 

over time (Miller, C. J., Sajtos, L., Lemon, K. N, 2022). Consumer preferences, 

attitudes, and behaviours are subject to change due to various factors such as life 

events, economic conditions, and market trends. Longitudinal research designs 

allow researchers to track these changes and identify patterns and trends in 

consumer behaviour, providing valuable insights into the drivers of satisfaction 

and loyalty over the customer lifecycle.  Future research could explore the 

influence of environmental sustainability and corporate social responsibility 

(CSR) on consumer satisfaction and post-purchase behaviour (Hua, X., Hasan, N. 

A. M., Costa, 2023). As consumers become increasingly environmentally and 

socially conscious, they place greater importance on ethical and sustainable 

business practices. Investigating how sustainability initiatives and CSR efforts 

impact consumer perceptions, attitudes, and behaviours can inform businesses' 

sustainability strategies and enhance their brand reputation and customer 
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loyalty. Future research could explore the influence of social influence and peer 

recommendations on consumer satisfaction and post-purchase behaviour. With 

the proliferation of social media and online review platforms, consumers 

increasingly rely on the opinions and experiences of others to inform their 

purchasing decisions (Siregar, Y., Kent, A., Peirson-Smith, A, 2023). Investigating 

the mechanisms through which social influence affects consumer perceptions, 

attitudes, and behaviours can provide valuable insights for businesses seeking 

to leverage social networks to drive brand advocacy and engagement. 

Practitioners should prioritize customer satisfaction as a central tenet of their 

business strategy. By focusing on delivering exceptional products, services, and 

experiences that meet or exceed customer expectations, practitioners can lay the 

foundation for long-term relationships and loyalty. This entails understanding 

customer needs, preferences, and pain points through market research, 

customer feedback, and data analytics, and tailoring offerings accordingly. 

Practitioners should recognize the importance of post-purchase engagement in 

fostering customer loyalty and advocacy. The journey does not end with the 

completion of a transaction; it continues into the post-purchase phase, where 

practitioners have an opportunity to further engage and delight customers. This 

can involve proactive communication, personalized follow-ups, and after-sales 

support to ensure a seamless and positive experience. Incorporating digital 

channels and social media platforms into marketing and customer engagement 

strategies is another key recommendation for practitioners. In today's digital 

age, consumers rely heavily on digital channels for product research, reviews, 

and recommendations. Practitioners should leverage these platforms to interact 

with customers, address their concerns, and amplify positive experiences. Social 

media listening tools can also provide valuable insights into customer sentiment 

and trends, allowing practitioners to tailor their strategies accordingly. 
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Personalization and customization are also critical considerations for 

practitioners seeking to enhance customer satisfaction and post-purchase 

behaviour. By leveraging data analytics and technology, practitioners can 

segment their customer base, identify individual preferences, and tailor 

offerings to meet specific needs. This can involve personalized 

recommendations, promotions, and experiences that resonate with customers 

on a personal level, increasing satisfaction and driving loyalty. Lastly, 

practitioners should continually evaluate and refine their strategies based on 

feedback, metrics, and market dynamics. Consumer preferences and behaviours 

are constantly evolving, necessitating agility and adaptability in response. By 

staying attuned to changing trends, emerging technologies, and competitive 

landscapes, practitioners can stay ahead of the curve and deliver value that 

resonates with customers. 

In conclusion, this study underscores the pivotal role of consumer satisfaction 

and post-purchase behaviour in shaping enduring customer relationships. By 

elucidating the significance of managing customer experiences effectively, 

businesses can cultivate loyalty and trust, essential for long-term success. 

Through an exploration of various strategies, from personalized interactions to 

proactive problem-solving, this research advocates for a customer-centric 

approach to business operations. As consumer expectations evolve in an 

increasingly competitive landscape, prioritizing satisfaction and attentive post-

purchase engagement emerges as imperative for fostering loyalty and sustaining 

market relevance. This study thus offers valuable insights into enhancing 

customer experiences to fortify relationships and drive organizational growth. 

 

 



 

 

253 

      

References 

[1] Akbar, M., Borjali, A., Asif, M. H., & Siddiqui, S. A. (2020). Linking 

emotional brand attachment and sales promotion to post-purchase 

cognitive dissonance: the mediating role of impulse buying behaviour. 

The Journal of Asian Finance, Economics and Business, 7(11), 367-379. 

https://doi.org/10.13106/jafeb.2020.vol7.no11.367 

[2] Antonides, G. and Hovestadt, L. (2021). Product attributes, evaluability, 

and consumer satisfaction. Sustainability, 13(22), 12393. 

https://doi.org/10.3390/su132212393 

[3] Bolton, R. N., Kannan, P., & Bramlett, M. D. (2000). Implications of loyalty 

program membership and service experiences for customer retention 

and value. Journal of the Academy of Marketing Science, 28(1), 95-108. 

https://doi.org/10.1177/0092070300281009 

[4] Brakus, J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: 

what is it? how is it measured? does it affect loyalty?. Journal of 

Marketing, 73(3), 52-68. https://doi.org/10.1509/jmkg.73.3.52 

[5] Cao, Y., Ajjan, H., & Hong, P. (2018). Post-purchase shipping and customer 

service experiences in online shopping and their impact on customer 

satisfaction. Asia Pacific Journal of Marketing and Logistics, 30(2), 400-

416. https://doi.org/10.1108/apjml-04-2017-0071 

[6] Cronin, J. J. and Taylor, S. A. (1992). Measuring service quality: a 

reexamination and extension. Journal of Marketing, 56(3), 55-68. 

https://doi.org/10.1177/002224299205600304 

[7] Donio, J., Massi, P., & Passiante, G. (2006). Customer satisfaction and 

loyalty in a digital environment: an empirical test. Journal of Consumer 

Marketing, 23(7), 445-457.  

https://doi.org/10.1509/jmkg.73.3.52


 

 

254 

      

[8] Farhana, A. (2021). Applying social exchange theory to value co-creation 

frame: does it leads to customer loyalty?. Sriwijaya International Journal 

of Dynamic Economics and Business, 191-206.  

[9] Fianto, A. Y. A., Hadiwidjojo, D., Aisjah, S., & Solimun, S. (2014). The 

influence of brand image on purchase behaviour through brand trust. 

Business Management and Strategy, 5(2), 58.  

[10] Giese, J. L., & Cote, J. A. (2000). Defining consumer satisfaction. Academy 

of marketing science review, 1(1), 1-22. 

[11] Gitonga, P. K., Njuguna, R., & Thuo, J. K. (2021). Brand relationship-loyalty 

link among detergent consumers in nairobi city county, kenya: the 

mediatory role of customer satisfaction. The International Journal of 

Humanities &Amp; Social Studies, 9(4).  

[12] Harrison, P., & Shaw, R. (2004). Consumer satisfaction and post-purchase 

intentions: An exploratory study of museum visitors. International 

journal of arts management, 23-32. 

[13] Hong, Y., Chiu, C., Dweck, C. S., Lin, D. M., & Wan, W. W. (1999). Implicit 

theories, attributions, and coping: a meaning system approach.. Journal 

of Personality and Social Psychology, 77(3), 588-599.  

[14] Hua, X., Hasan, N. A. M., Costa, F. D., & Abdullah, Z. (2023). Customer 

satisfaction in the field of corporate social responsibility research -- a 

visual analysis based on citespace software. International Journal of 

Academic Research in Business and Social Sciences, 13(2).  

[15] Jayadeva, S. M., Acharya, S. K., Rani, S., & Singh, A. (2022). Brand loyalty 

and customer satisfaction in online retailing with amazon. ECS 

Transactions, 107(1), 5637-5645.  

[16] Keiningham, T. L., Aksoy, L., Bruce, H., Cadet, F. T., Clennell, N., 

Hodgkinson, I. R., … & Kearney, T. (2020). Customer experience driven 



 

 

255 

      

business model innovation. Journal of Business Research, 116, 431-440. 

https://doi.org/10.1016/j.jbusres.2019.08.003 

[17] Khan, D. S. A. S. K. (2021). Influence of social media on purchase intention 

and customer loyalty of generation y with the mediating effect of 

conviction: a case of pakistan. Pakistan Journal of International Affairs, 

4(2). https://doi.org/10.52337/pjia.v4i2.207 

[18] Kim, M. and Lennon, S. J. (2011). Consumer response to online apparel 

stockouts. Psychology &Amp; Marketing, 28(2), 115-144. 

https://doi.org/10.1002/mar.20383 

[19] Kinanthi, H. L. and Roostika, R. (2023). The influence of shopee’s 

shopping convenience. Jambura Science of Management, 5(1), 58-66. 

https://doi.org/10.37479/jsm.v5i1.17634 

[20] Lei, S. and Luo, C. (2015). The mediating role of consumer satisfaction in 

the relationship between brand equity and brand loyalty based on pls-

sem model. International Business Research, 8(2). 

https://doi.org/10.5539/ibr.v8n2p62 

[21] Lim, S. Y. (2022). Customer satisfaction on starbucks malaysia post-covid 

19 pandemic. International Journal of Tourism &Amp; Hospitality in Asia 

Pasific, 5(3), 92-104.  

[22] Lin, R., Chen, R., & Chiu, K. K. (2010). Customer relationship management 

and innovation capability: an empirical study. Industrial Management 

&Amp; Data Systems, 110(1), 111-133.  

[23] Lombart, C., & Louis, D. (2012). Consumer satisfaction and loyalty: Two 

main consequences of retailer personality. Journal of Retailing and 

Consumer Services, 19(6), 644-652. 

[24] Maklan, S., Antonetti, P., & Whitty, S. (2017). A better way to manage 

customer experience. California Management Review, 59(2), 92-115. 

https://doi.org/10.1177/0008125617695285 



 

 

256 

      

[25] Mansoor, M., Awan, T. M., & Alobidyeen, B. (2020). Structure and 

measurement of customer experience management. International 

Journal of Business and Administrative Studies, 6(4). 

https://doi.org/10.20469/ijbas.6.10001-4 

[26] Mendoza, L., Marius, A., Pe rez, M. A., & Grima n, A. (2007). Critical success 

factors for a customer relationship management strategy. Information 

and Software Technology, 49(8), 913-945.  

[27] Miller, C. J., Sajtos, L., Lemon, K. N., Salas, J., Troncoza, M., & Ostrom, L. L. 

(2022). Longitudinal upgrades and asymmetric effects of satisfaction 

and perceived-value. Journal of Services Marketing, 37(4), 478-495. 

https://doi.org/10.1108/jsm-12-2021-0475 

[28] Mugge, R., Schifferstein, H. N., & Schoormans, J. (2010). Product 

attachment and satisfaction: understanding consumers' post-purchase 

behaviour. Journal of Consumer Marketing, 27(3), 271-282. 

https://doi.org/10.1108/07363761011038347 

[29] Naafiarsha, A., Respati, H., & Fridiansjah, A. (2020). E-trust and post-

purchase experience on repurchase intention through customer 

satisfaction: study on instagram account @jastipmlg. International 

Journal of Business and Applied Social Science, 50-58. 

https://doi.org/10.33642/ijbass.v6n8p7 

[30] Nawi, N. C., Fong, M. W., & Tatnall, A. (2014). Using research case studies 

in ecommerce marketing courses: customer satisfaction at point-of-

purchase and post-purchase. Journal of Information Technology 

Education: Research, 13, 015-025. https://doi.org/10.28945/1944 

[31] Nguyen, T. H., Sherif, J. S., & Newby, M. (2007). Strategies for successful 

crm implementation. Information Management &Amp; Computer 

Security, 15(2), 102-115.  

https://doi.org/10.33642/ijbass.v6n8p7


 

 

257 

      

[32] Nijssen, E. J., Schepers, J. J., & Belanche, D. (2016). Why did they do it? 

how customers’ self-service technology introduction attributions affect 

the customer-provider relationship. Journal of Service Management, 

27(3), 276-298. https://doi.org/10.1108/josm-08-2015-0233 

[33] Nittala, R., & Moturu, V. R. (2023). Role of pro-environmental post-

purchase behaviour in green consumer behaviour. Vilakshan-XIMB 

Journal of Management, 20(1), 82-97. 

[34] Payne, A. and Frow, P. (2005). A strategic framework for customer 

relationship management. Journal of Marketing, 69(4), 167-176. 

https://doi.org/10.1509/jmkg.2005.69.4.167 

[35] Pe rez-Moro n, J., Madan, S., Cheu, J. Y., Kee, D. M. H., Cheong, L. C., Chin, R. 

J., … & Garcí a, A. P. M. (2022). Effect of service quality and customer 

satisfaction on customer loyalty: a case study of starbucks in malaysia. 

International Journal of Tourism and Hospitality in Asia Pasific, 5(1). 

https://doi.org/10.32535/ijthap.v5i1.1402 

[36] Ramaj, A. and Ismaili, R. (2015). Customer relationship management, 

customer satisfaction and loyalty. Academic Journal of Interdisciplinary 

Studies. https://doi.org/10.5901/ajis.2015.v4n3s1p594 

[37] Ramaseshan, B. and Stein, A. (2014). Connecting the dots between brand 

experience and brand loyalty: the mediating role of brand personality 

and brand relationships. Journal of Brand Management, 21(7-8), 664-

683. https://doi.org/10.1057/bm.2014.23 

[38] Rapp, A., Trainor, K. J., & Agnihotri, R. (2010). Performance implications 

of customer-linking capabilities: examining the complementary role of 

customer orientation and crm technology. Journal of Business Research, 

63(11), 1229-1236. https://doi.org/10.1016/j.jbusres.2009.11.002 

[39] Roberts, D. and Griffith, J. C. (2019). A tale of two airlines: a comparative 

case study of high-road versus low-road strategies in customer service 

https://doi.org/10.1057/bm.2014.23


 

 

258 

      

and reputation management. International Journal of Aviation, 

Aeronautics, and Aerospace. https://doi.org/10.15394/ijaaa.2019.1317 

[40] Roushdy, A. S. and Ali, G. E. (2017). The impact of customer’s engagement 

on repurchase intention: a mediating role of customer’s satisfaction -the 

case of takaful insurance industry. 569), 3(47, التجارة و للإقتصاد العلمیة المجلة-

602. https://doi.org/10.21608/jsec.2017.39984 

[41] Santos, J., & Boote, J. (2003). A theoretical exploration and model of 

consumer expectations, post-purchase affective states and affective 

behaviour. Journal of Consumer Behaviour: An International Research 

Review, 3(2), 142-156. 

[42] Siregar, Y., Kent, A., Peirson-Smith, A., & Guan, C. (2023). Disrupting the 

fashion retail journey: social media and genz's fashion consumption. 

International Journal of Retail &Amp; Distribution Management, 51(7), 

862-875. https://doi.org/10.1108/ijrdm-01-2022-0002 

[43] Suharto, S. and Yuliansyah, Y. (2023). The influence of customer 

relationship management and customer experience on customer 

satisfaction. Integrated Journal of Business and Economics, 7(1), 389. 

https://doi.org/10.33019/ijbe.v7i1.641 

[44] Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A. L., Tsiros, M., 

& Schlesinger, L. A. (2009). Customer experience creation: determinants, 

dynamics and management strategies. Journal of Retailing, 85(1), 31-41. 

https://doi.org/10.1016/j.jretai.2008.11.001 

[45] Yu ksel, A., & Yu ksel, F. (2008). Consumer satisfaction theories: a critical 

review. Tourist satisfaction and complaining behaviour: Measurement 

and management issues in the tourism and hospitality industry, 65-88. 

[46] Zablah, A. R., Bellenger, D. N., & Johnston, W. J. (2004). An evaluation of 

divergent perspectives on customer relationship management: towards 

https://doi.org/10.1108/ijrdm-01-2022-0002


 

 

259 

      

a common understanding of an emerging phenomenon. Industrial 

Marketing Management, 33(6), 475-489.  

[47] Zhang, X., Park, Y., & Park, J. (2023). The effect of personal innovativeness 

on customer journey experience and reuse intention in omni-channel 

context. Asia Pacific Journal of Marketing and Logistics, 36(2), 480-495. 

https://doi.org/10.1108/apjml-12-2022-1013 

  

https://doi.org/10.1108/apjml-12-2022-1013

