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Abstract

As a result of technological improvements, consumer purchase decision process deviates from its traditional be-
haviors. Considering the traditional consumer behavior, process of product purchase decision begins with being
exposed to a stimulus, to various phases, finally to decision phase. Technological changes enable consumers to
have ready access to available rich information about all types of products immediately after being exposed to a
stimulus. At this stage, a new concept Zero Moment of Truth (ZMOT) plays a crucial role that accompanies more
information seeking activity prior to going to the store. In this study, theoretical and existing academic literature
investigated with a prior similar research conducted in US and Asia to analyze the results across different demo-
graphic segments, and to compare ZMOT against other MOTs.
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1. Moment of Truth (MOT)

Moment of Truth (MOT), in marketing, can be described assistances of contact between a
consumer and a brand that gives the consumer an opportunity to form an impression about the
brand in question. While traditionally considered one point in time, these four marketing moments
of truth can occur over time since they involve more interaction.

1.1. First Moment of Truth (FMOT)

Procter & Gamble in 2005 define this first interaction between customer and product and they
saw the critical importance of the seven seconds after a shopper first encounters a store shelf.
Hence, they labeled this at the shelf decision moment as the First Moment of Truth (FMOT)
(Ellison, 2005). FMOT is the first interaction between product and the visual appearance, pack-
aging, beauty is critical point of determining whether a consumer makes a purchase. The custom-
ers see the product and her impression will be first step of buying, so the brands should try to turn
shoppers into the customers.

1.2. Second Moment of Truth (SMOT)

Actual use of the product — or experiencing the brand — is known as the Second Moment of
Truth (SMOT). Procter & Gamble CEO, Lafley described the new challenge of brands as winning
two moments of truth. The first moment occurs at the store shelf, when a consumer decides
whether to buy one brand or another. The second occurs at home, when she uses the brand — and
is delighted, or isn’t. It is the challenge for shopkeepers to keep these standards at high level. If
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they do not, they may lose the chance of converting a one-time shopper into a repeat customer
(Lofgren, 2005)

1.3. Third Moment of Truth (TMOT)

Third Moment of Truth (TMOT) can be described as buyers criticism or response towards a
brand, item or service i.e. purchaser gets to be brand promoter and gives back by means of verbal
exchange or online networking publishing (Ashby & Miles, 2002). At this point, the customer has
potentially become a great advertisement and approval. They reflect their emotion, satisfaction,
curiosity or even anger by experience of product. The consumer behaves like your walking ad-
vertisement tool. If they like or dislike the product that can share on social media, they can write
their opinion the forums websites.

1.4. Zero Moment of Truth (ZMOT)

Nowadays; customers want to search how products improve their lives. According to brands
the operations that meeting with these shoppers is called Zero Moment of Truth (ZMOT). ZMOT
is a crucial new addition to classic three-step process of stimulus, shelf and experience (Lecinski,
2011). Marketers today have faced up a new idea or stage which can be called a new moment
between stimulus and shelf in every product category. In recent years, with the advent of
smartphones consumers start to learn more about the considered products at the time of stimulus.
They start experiencing the products first in digital world. Many consumers use the Internet to
collect information on brands and products before making purchases offline (Venkatesan et al.
2007; Teltzrow et al. 2007). Shoppers are check on more information from more sources, before
they buy. Digital technologies are changing consumer behavior and enabling the creation of a
credible, consumer-led information cycle. Digitally empowered consumers actively search online
for brand and market information ahead of making purchase decisions. Those interactions consti-
tute new “Moments of Truth” (MOT) between brands and consumers that are not accounted for
before. Consumer behavior is changing in the light of advancing digital capabilities. The im-
portance of online recommendations is more significant as consumers turn to their peers and user
generated content (reviews, ratings etc.) — rather than marketers—for brand information. As
consumers share their experiences online, this information becomes available to other consumers
either through interpersonal connections, searchable results or suggestions. This new phenome-
non is called ZMOT, which is the moment consumers are exposed to a stimulus and readily grabs
his smartphone, laptop, tablet etc. to seek credible 3rd party information online about what they
are looking for. Moments of Truths created following a brand experience produce both positive
and negative user generated content, which increasingly are being indexed to appear in search-
engine results—and represent an initial moment of truth (ZMOT) for information seeking con-
sumers.

2. Research methodology

This research gives insight on alternative ways to solve the issues related with brand switching
intention, customer loyalty, and customer complaint management. Also, the results could be com-
pared with the prior researches which were conducted in US (Lecinski, 2011), and Asia (Lecinski
& Flint, 2013) to analyze the effects of regional and demographic variables on consumer buying
decisions. All details have been discussed below.
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2.1. Research aim

This research investigates the effects of ZMOT on consumer buying decision in Turkey in the
following aspects: examine ZMOT based on the different demographic variables, analyze ZMOT
against Stimulus and FMOT in 6 different sectors, and compare ZMOT among with 6 different
sectors. Additionally, to investigate whether there is a meaningful relationship between the
sources that customers use while purchasing and the demographic characteristics.

2.2. Research method & limitations

The research is constrained to consumers living in Turkey who have recently have as of late
had a shopping background in the previous 3 months. It is applied to as an exploratory research
on 279 surveyors. Questions are obtained from a similar study applied in US (Lecinski, 2011).

2.3. Data collection methods

Survey questionnaires was used as an information gathering strategy during this study which
are mainly classified as descriptive or analytical surveys where the descriptive survey refers to
the survey that is focused on frequency analysis by counting the number of responses attained
from the sample group on a particular question within the questionnaire. Survey questionnaire
applied in this study is based on web-based and the paper-pencil. The surveyors choose randomly
from consumers both Turkish citizens and foreigners who lives in Turkey for studying or working.

2.4. Data analysis methods

In the analysis of the data, descriptive statistics are presented with frequency, percentage,
mean, standard deviation. Analyzes were done with SPSS 22.0 package program.

2.5. Data analyzing

The outcomes from survey questionnaire will is analyzed both across different sectors and
demographic information as seen below. In addition, responses will help decide the role of demo-
graphic factors such as age, gender, level of education and income to define what will be the
significant phase among all phases in consumer decision process.

2.5.1. Determination of variables affecting customer group

A chi-square analysis was conducted to investigate if there is a meaningful relationship be-
tween customer groups and participants' genders. The results obtained are summarized in Table
1.

Table 1. Group and gender

Group
X2
Gender Stimulus | FMOT ZMOT P
Male ; zozify 354Z‘V 436gfy
° 0 —— —— 0.15 | 0.93
n 28 54 60
Female
% 19.7% 38.0% 42.3%

A chi-square analysis was conducted to investigate whether there is a meaningful relationship
between the age of the participants and the customer groups. The results obtained are summarized
in Table 2.
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Table 2. Group and age

Grou
Age Stimulus FMO!I)“ ot | X p
1825 n 6 19 18
% 14.0% 44.2% 41.9%
2634 n 33 66 69
% 19.6% 39.3% 411% | 5001 | 001
3544 n 17 17 19
% 32.1% 32.1% 35.8%
R n 0 1 14
% 0.0% 6.7% 93.3%

A chi-square analysis was conducted to investigate whether there is a meaningful relationship
between customer groups and marital status of the participants. The results obtained are summa-
rized in Table 3.

Table 3. Group and marital status

. Group P
Marital Status g s T FMOT ZMOT X P
. n 34 63 71
Single = T 2% 37.5% 42.3%
° 2'2 ° 40 ° 49 ° 0.10 | 0.95
Married n
% 19.8% 36.0% 44.1%

A chi-square analysis was conducted to investigate whether there is a meaningful relationship
between the customer groups and the participants' educational levels. The results obtained are
summarized in Table 4.

Table 4. Group and education level

. Group P
Education Level
ducation Leve Stimulus | FMOT | ZMOT | * P
High School —— 4 ! 17
% 14.3% 25.0% 60.7%
University ; 232§‘V 374§‘V 394§W
° 2‘3 ° 5'0 ° 49 *— 7.19 | 0.30
Master n
% 18.9% 41.0% 40.2%
PhD n 3 4 10
% 17.6% 23.5% 58.8%

A chi-square analysis was conducted to investigate whether there is a meaningful relationship
between the customer groups and the participants' educational levels and results shown in Table.5.
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Table 5. Group and income level

Group
I Level 2
neome Leve Stimulus | FMOT ZMOT X P
No income n 6 14 10
% 20.0% 46.7% 33.3%
n 6 23 20
2500 TL
0-2500 % 12.2% 46.9% 40.8%
n 23 42 48
2500-5000 TL
500-5000 % 20.4% 37.2% 42.5%
31.14 | 0.01
5000-7500 TL — 14 20 14
% 29.2% 41.7% 29.2%
n 3 1 21
-10000 TL
7500-10000 % 12.0% 4.0% 84.0%
n 4 3 7
10000 TL+
0000 % 28.6% 21.4% 50.0%

A chi-square analysis was conducted to check if there is a meaningful relationship between
the customer groups and the occupations of them. The results obtained are summarized in Table
6 shown below.

Table 6. Group and occupation

Group
Income Level Stimulus | FMOT zvor | X | P
Employee n 0 0 6
% 0.0% 0.0% 100.0%
Housewife 1 2 > &
o | 20.0% 50.0% 30.0%
_ n 20 37 41
Private Sector =, =570, 37.8% 41.8%
_ n 16 3 3
Public Sector =, =550 37.1% 37.1%
_ n 0 0 6
Retired ” 0.0% 0.0% 100.0% 34.79 | 0.01
Self-employ- | n 5 7 9
ment o | 238% 33.3% 42.9%
n 3 17 13
Student % 9.1% 51.5% 39.4%
n 5 g 3
Unemployed = - 31.3% 50.0% 18.8%
n 5 6 16
Other v | 18.5% 222% 59.3%

Analysis of variance was used to examine whether the participants' mean resource use in the
procurement process differed from the difference in the analysis of Sidak. The purpose of identi-
fying the groups that caused the difference was the analysis of Sidak. The results could be seen
in Table 7.
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Table 7. Number of source and group in 6 different sectors

tandar
Sector Group n Mean ]S)evigtio(ril p

Stimulus 56 4.70 3.00

Automotive FMOT 103 6.50 3.62 0.01
ZMOT 120 4.71 2.60
Stimulus 56 1.70 2.90

Baby Care FMOT 103 2.27 3.18 0.43
ZMOT 120 1.91 2.56
Stimulus 56 3.50 2.48

Skincare / Cosmetics FMOT 103 4.40 2.77 0.03
ZMOT 120 3.78 1.66
Stimulus 56 2.23 1.46

Household FMOT 103 3.17 2.29 0.01
ZMOT 120 3.40 2.01
Stimulus 56 3.20 2.03

Books FMOT 103 3.85 2.70 0.40
ZMOT 120 3.60 1.95
Stimulus 56 3.14 2.28

Clothing FMOT 103 3.61 2.92 0.40
ZMOT 120 3.28 1.68

2.5.2. Hypotheses

In order to define the relationship between procurement process (ZMOT, FMOT and Stimulus)
and different demographic variables and sectors, hypotheses below have been set.

Based on the data analysis, the outcomes of these hypothesis could be found as below:

HI: It differs according to the behaviors of the genders of the participants in the procurement
process. — Rejected

H2: The marital status of the participants is different according to the attitudes of the partici-
pants in the procurement process. — Rejected

H3: It differs according to the behaviors of participants' ages in the purchasing process of
participants. — Accepted

H4: 1t differs according to the attitudes of the participants 'educational level in the Participants'
purchasing process. — Rejected

H5: Income levels of participants are different according to the behaviors the participants fol-
low in the procurement process. — Accepted

Heé: It differs according to the behaviors of the participants' professions in the Participant's
procurement process. — Accepted

H7: The average number of resources the participants spend in the procurement process differs
according to the behavior of the participants in the procurement process. — Accepted

Copyright © 2015 by IJSSER
ISSN: 2149-5939



315

Ertemel, A.V., Peyk,P. (2018). The impact of zero moment of truth on consumer buying decision: An explora-
tory research in Turkey. International Journal of Social Sciences and Education Research, 4(2), 309-316.

3. Discussion and findings

In today’s communication environment, the shoppers are digging up more information from
more sources before they buy. In fact, ZMOT is now just as important as stimulus and FMOT. It
could be also seen in the outcomes of the questionnaire that consumers’ Internet based research
take place, acts as the most determining phase in decision making process. The outcomes of this
research start with determining on a macro and industry level how shoppers and consumers make
decisions, by understanding three core components: the average length of the decision-making
purchase cycle; the sources used to make final decisions and the last purchase time. Based on the
results, the dwell time that consumers spend during ZMOT is much longer than the time they will
spend at a store shelf. In other words, ZMOT gives the brands a powerful way to truly influence
customers before the store moments. We can say that planning in each sector happening a day to
1 years or more before purchase. The role of demographic factors such as age, gender, level of
education and income level among all phases in consumer decision process also studied. The
research is constrained to consumers living in Turkey who have recently have as of late had a
shopping background in the previous 3 months. It is determined that the marital status of the
participants was not effective on the customer groups and that the married and single participants
exhibited Stimulus, FMOT and ZMOT behaviors at similar rates. Also, it is determined that the
gender of the participants did not affect the customer groups and male or female participants
exhibited similar behaviors of Stimulus, FMOT, ZMOT behaviors. The age of participants is in-
fluential on customer groups. Additionally, it is determined that there was a significant relation-
ship between participants' attitude levels of Stimulus, FMOT, ZMOT according to their profes-
sion was found more frequently among workers, employers and retirees and among ZMOT,
housewives, unemployed and students.

3.1. Recommendations

It is critical to clearly comprehend what has changed during the technological development
and how the Internet and smartphones have streamlined access to data. Beforehand, we would
have seen an advert (Stimulus) and afterwards moved specifically to the product or service
(FMOT). We would have gone to the shop and would have had to trust the salesperson. Nowa-
days, we do not need to trust the experts. We can be the experts with conducting our own exami-
nation, finding the best price, product or service and then make a well-informed decision. We do
not have to accept the price that the salesperson offers us, as we have researched the real price
that they will let the item go for, and we certainly do not take the product or service they are
pushing, as we know that has a common issue if it has. We — the customers — changed the game.
We want better, and we now have the tools / devices to improve our decision while purchasing
something. With the support of these tools, the products need to be better, and businesses needs
to be transparent. The weak will falter, while the strong will prosper and customers will become
ever more intelligent in their purchase research. Marketers have to help the consumers in their
quest for information. They have to be there at ZMOT and support users through first, second and
third moments to help create new moments of truth for new prospects. This study links this recent
phenomenon to already existing literature on the concept that has its roots in suggestive impulse
buying. Having discussed the theoretical foundation, a research also is conducted on Turkish con-
sumers to examine the relative importance of the altered phases in decision-making process. It
has been discovered that ZMOT phase is significantly important in buying process across all sec-
tors being examined. The research can be extended further with among other sectors. This way,
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more insights can be obtained about consumer buying decision process in today’s communication
environment. As a further research idea, this newly theorized phenomenon can also be studied in
relation to brand preference, brand switching intention and behavior, customer loyalty and cus-
tomer complaint management issues.
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