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Read the following passages and then write a formal English essay on the given tasks that

expresses your own ideas as persuasively as possible.

(A) The prediction of consumers' ever-changing purchasing behaviors and patterns has 

become increasingly complicated. Numerous recent empirical studies have sought to identify 

the antecedents of consumer behaviors that may radically alter their intentions. Consumer 

research suggests that customers employ different information-processing strategies, 

depending on the message and its consistency with their existing beliefs. For instance, 

information that supports a person’s beliefs will lead him or her to engage in heuristic 

information processing, which requires less effort. On the other hand, consumers faced with 

information that is inconsistent with their existing beliefs will engage in analytical and 

systematic information processing, considering all informational input, which requires more 

effort. Some studies have revealed even more acute changes in purchasing behavior patterns 

when customers encounter word-of-mouth (WOM) information about a particular product or 

service. As consumers experience high levels of perceived risk associated with the purchase 

of a product, they tend to rely on WOM more than an advertising claim created by the 

product’s provider. When the WOM information supports the customer’s existing beliefs, there 

will be no conflict in consumption behavior. The tendency to rely on WOM is greater for 

service-related products with high credential quality or a high level of product involvement, 

where the customer tends to undertake assimilation efforts to reduce the discrepancy 

between his or her expectations and the performance evaluation.  

(B) The concept of ‘cognitive dissonance’ provides a number of superb insights on the 

reasons underlying inconsistencies between one’s behavior and beliefs, and why we often try 

to reduce this uncomfortable state by moderating our actions through self-justification. 

Cognitive dissonance is a psychological state of discomfort resulting from an imbalance in 

cognition (e.g., two competing beliefs co-exist), which motivates one to remove the adverse 

condition to regain cognitive balance. We frequently confront cognitive dissonance in our 

lives when we are choosing among sets of alternatives, when we are forced to make a 

positive comment despite having a negative view of a situation, or when are juggling two 

competing or ill-fitting beliefs (e.g. knowledge that smoking is dangerous and belief that 

smoking aids mental health). In the field of marketing, cognitive dissonance is often 

considered to be synonymous with post-decision or post-purchase anxiety, a state associated 

with significant purchases that usually follow consideration of attractive alternatives. For 

instance, a consumer who has just purchased an expensive car may experience cognitive 

dissonance when he or she has second thoughts about the purchase and reflects that an 

alternative could have been a better choice. 



Tasks for the Essay

Based on the passage [A],[B], and [C], write an essay on "consumer behavior." Your discussion 

must address, but not necessarily be limited to, the following: how the case of [B] is 

understood with the ideas described in [A], and how the notion of "trust" in [C] can be related 

to the case of [B].

General D irections

1. Complete your writing within 60 minutes. 

2. The length should be within the range of 400-450 words, approximately 36 lines.

3. Go directly into writing without giving any title to your writing.

4. DO NOT mention personal information such as your school, the names of your family 

members, etc.

(C) Trust is seen as an expression of security between partners when making an exchange, 

or in another type of relationship. As a belief that the partner in a negotiation will not 

exploit or take advantage of the other's vulnerability or as a willingness to rely on an 

exchange partner in whom one has confidence. Consumer trust is defined as the expectations 

held by the consumer that the service provider is dependable and can be relied on to deliver 

on its promises. Studies have pointed to trust as a fundamental ingredient for the 

development of a strong and long-term relationship between consumers and organizations. 

Three variables for the formation of trust need to be considered. The first concerns the 

consumer's notion regarding the company's competence; the second is the perception of 

benevolence; and the third is the consumer's evaluation of the company's orientation towards 

problem-solving. These build essential relationship quality, which contributes to the negation 

of the effects of a provider's negative service episode.   


