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Abstract : Introduction. Buyer conduct is a progression of practices or examples that buyers pursue before making a buy. It
begins when the shopper ends up mindful of a need or wish for an item, at that point finishes up with the buying exchange.
Business visionaries can't generally simply shake hands with their intended interest group people and become more acquainted
with them. Research is often necessary, so every organization primarily involves doing continuous research to understand and
satisfy consumer needs pattern. Aims and Objectives: The aim of the present study is to examine the different behaviors of the
consumer, including pre-purchase, purchase, and post-purchase behavior. Materials and Methods: In order to get results, face
to face interview held with 80 people which comprise a larger part of female individuals having upper as well as middle-class
status. The prime source of data collection was primary. However, the study has also used the theoretical contribution of many
researchers in their respective field. Results: Majority of the respondents were females (70%) from the age group of 20-50. The
collected data was analyzed through hypothesis testing statistical techniques such as correlation analysis, single regression
analysis, and ANOVA which has rejected the null hypothesis that there is no relation between researching the consumer
behavior at different stages and organizational performance. The real finding of this study is that simply focusing on the buying
part isn't enough to gain profits and fame, however, understanding the pre, buy and post-buy behavior of consumer performs a
huge role in organization success. The outcomes demonstrated that the organization, which deals with the three phases of
research  of  purchasing  conduct  is  able  to  establish  a  great  brand  image  as  compare  to  their  competitors.  Alongside,
enterprises can observe customer conduct in a considerably more proficient manner. Conclusion: The analyses of consumer
behavior presented in this study is an attempt to understand the factors affecting consumer purchasing behavior. This study
has revealed that those corporations are more successful, which work on understanding buying behavior instead to just focus
on the selling products. As a result, organizations perform good and grow rapidly because consumers are the one who can
make or break the company. The interviews that were conducted face to face, clearly revealed that those organizations become
at top-notch whom consumers are satisfied, not just with product but also with services of the company. The study is not
targeting the particular class of audience; however, it brings out benefits to the masses, in particular to business organizations.
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