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PREFACE 

 Consumer behavior and marketing strategy are two intertwined fields that are 

critical to the success of any business. This book, "Consumer Behavior and 

Marketing Strategy," is a comprehensive guide designed to bridge the gap between 

theory and practice, offering insights that are both academically rigorous and 

practically relevant. It is crafted to serve as a valuable resource for students, 

academics, and professionals who seek to understand and leverage consumer 

behavior to develop effective marketing strategies. 

The journey to writing this book was inspired by a deep fascination with the ever-

evolving nature of consumer behavior and its profound impact on marketing 

dynamics. Over the years, I have had the privilege of working with diverse 

organizations, engaging with varied consumer segments, and observing firsthand 

the shifts in consumer preferences and behavior. These experiences have provided 

a rich tapestry of insights that have informed the content of this book. 

The book is structured to provide a comprehensive exploration of consumer 

behavior and its implications for marketing strategy. It begins with foundational 

concepts, including the psychological, social, and cultural factors that influence 

consumer behavior. From there, it delves into the decision-making processes of 

consumers, exploring how they gather information, evaluate options, and make 

purchase decisions. 

One of the unique features of this book is its emphasis on the application of 

consumer behavior insights to marketing strategy. Each chapter is designed to offer 

practical tools and frameworks that marketers can use to design, implement, and 

evaluate their marketing strategies. Real-world case studies and examples are 

integrated throughout the book to illustrate key concepts and demonstrate how they 

can be applied in practice. 



 

 

A significant portion of the book is dedicated to contemporary issues in consumer 

behavior and marketing strategy. In today’s digital age, consumer behavior is 

influenced by factors such as social media, mobile technology, and online reviews. 

The book addresses these modern influences and offers strategies for marketers to 

navigate and leverage them effectively. 

I am deeply grateful to the many colleagues, students, and professionals who have 

contributed their insights and experiences to this book. Their contributions have 

enriched the content and ensured that it is both comprehensive and relevant to the 

current business environment. 

I would also like to express my gratitude to my family for their unwavering support 

and encouragement throughout the writing process. Their patience and 

understanding have been invaluable. 

As you embark on this journey through the intricacies of consumer behavior and 

marketing strategy, I hope this book provides you with the knowledge and tools to 

develop effective marketing strategies that resonate with consumers and drive 

business success. May it inspire you to think critically, act strategically, and 

continue exploring the dynamic world of consumer behavior. As you read through 

this book, I hope it not only enhances your understanding of consumer behavior and 

marketing strategy but also inspires you to think creatively and strategically in your 

marketing endeavors. May it serve as a valuable resource in your academic studies, 

professional career, or personal interest in the fascinating world of consumer 

behavior.



 

 

Abbreviations 

American Marketing Association (AMA) 

Corporate Social Responsibility (CSR) 

Customer Relationship Management (CRM) 

Fear of Missing Out (FOMO) 

Federal Trade Commission (FTC)  

Net Promoter Score (NPS)  

Requests For Proposals (RFPs) 

Values, Attitudes and Lifestyles (VALS) 

Word-of-Mouth (WOM) 

 

 



 

 

 

INDEX 

Unit 1: Introduction and Consumer Decision Process ...................................... 1 

1.1 Introduction: ................................................................................................... 1 

1.1.1 Consumer Behaviour Definition: ...................................................... 1 

1.2 Consumer Behaviour Meaning:....................................................................... 2 

1.2.1 Importance of Understanding Consumer Behaviour: ........................ 4 

1.2.2 Types of Consumer Behaviour: ........................................................ 7 

1.2.3 The Factors that Influence Consumer Behaviour: ............................. 8 

1.2.4 Contributing Disciplines of Consumer Behaviour: .......................... 10 

1.3 Consumer Decision-Making Process Explained (With Real-Life Examples): 12 

1.3.1 What is the Consumer Decision-Making Process? .......................... 12 

1.3.2 Stages of Consumer Decision Making Process: .............................. 13 

1.3.3 Levels of Consumer Decision Making: ........................................... 15 

1.4 Cognitive Dissonance Theory: ...................................................................... 15 

1.4.1 Key Components of Cognitive Dissonance Theory: ........................ 17 

1.5 Value Delivery Process in Consumer Behaviour: .......................................... 20 

1.6 Trends in Consumer Behaviours: .................................................................. 24 

1.7 Case Study .................................................................................................... 27 

1.8 Review and Discussion Question: ................................................................. 31 

Unit 2: Consumer Behavioural Models ........................................................... 32 

2.1 Introduction: ................................................................................................. 32 

2.1.1 Economic Model: ........................................................................... 32 

2.1.2 Basics Assumptions: ...................................................................... 33 

2.2 Psychoanalytic Model of Consumer Behaviour: ............................................ 35 

2.2.1 Assumptions of Psychoanalytic Model of Consumer Behaviour: .... 35 

2.2.2 Psychoanalytic Model of Consumer Behaviour: ............................. 35 

2.2.3 Importance of Psychoanalytic Model of Consumer Behaviour: ....... 37 

2.3 Sociological Model: ...................................................................................... 41 

2.3.1 Components of Sociological Model of Consumer Behaviour: ......... 41 

2.3.2 Assumptions of Sociological Model of Consumer Behaviour: ........ 43 

2.3.3 Practical Applications of Sociological Model of Consumer Behaviour:

 ............................................................................................................... 46 

2.3.4 Criticism of Sociological Model of Consumer Behaviour: .............. 49 

2.4 Nicosia Model: ............................................................................................. 51 



 

 

2.4.1 Arguments Against Nicosia Model: .................................................54 

2.5 Engel Kollat Blackwell Model of Consumer Behaviour: ................................54 

2.6 Howard Sheth Model: ....................................................................................57 

2.7 Case Study ....................................................................................................64 

2.8 Review and Discussion Question: ..................................................................68 

Unit 3: Individual Determinants of Buyer Behaviour......................................69 

3.1 Introduction: ..................................................................................................69 

3.1.1 Factors Influencing Consumer Motivation:......................................70 

3.2 Personality and Consumer Behaviour: ...........................................................72 

3.2.1 Understanding Personality in Consumer Behaviour: ........................72 

3.2.2 The Impact of Personality on Consumer Behaviour: ........................74 

3.3 Self-Concept in Consumer Behaviour ............................................................74 

3.3.1 The Role of Self-Concept in Marketing: ..........................................75 

3.4 Consumer Perception:....................................................................................77 

3.5 Consumer Learning: ......................................................................................79 

3.5.1 Components of Consumer Learning: ...............................................81 

3.5.2 Consumer Learning Process: ...........................................................83 

3.6 What is Consumer Communication? ..............................................................85 

3.6.1 Salient Objectives of Consumer Communication:............................85 

3.6.2 Characteristics of Communication: ..................................................89 

3.6.3 Components of Communication: .....................................................91 

3.6.4 Steps in Designing Persuasive Communication: ..............................93 

3.7 Values, Attitudes and Lifestyles (VALS): ......................................................94 

3.7.1 VALS categories: ............................................................................94 

3.8 Case Study ....................................................................................................98 

3.9 Review and Discussion Question: ................................................................ 103 

Unit 4: Consumers in their Social and Cultural Settings ............................... 105 

4.1 Introduction: ................................................................................................ 105 

4.2 Culture-Meaning and Significance: .............................................................. 105 

4.3 The Characteristics of Culture: .................................................................... 108 

4.4 Reference Groups: ....................................................................................... 114 

4.4.1 Meaning and Nature: .................................................................... 114 

4.4.2 Types of Reference Groups: .......................................................... 114 

4.5 Role of Family in Consumer Behaviour: ...................................................... 118 

4.6 Opinion Leadership in Consumer Behaviour: .............................................. 122 

4.6.1 Opinion Leadership Process: ......................................................... 123 

4.6.2 Methods of Measuring Opinion leadership: ................................... 126 



 

 

4.6.3 Diffusion of Innovation: ............................................................... 129 

4.7 Word-of-Mouth (WOM): ............................................................................ 135 

4.7.1 Strategic Application of Word-of-Mouth: ..................................... 135 

4.7.2 Examples of Strategic WOM Application: .................................... 137 

4.8 Case Study .................................................................................................. 139 

4.8 Review and Discussion Question: ............................................................... 146 

Unit 5: Organizational Buyer Behaviour....................................................... 148 

5.1 Introduction: ............................................................................................... 148 

5.2 Characteristics of Industrial Buying Behaviour: .......................................... 148 

5.3 Factors Influencing Industrial Buying Behaviour: ....................................... 149 

5.4 The Industrial Buying Process: ................................................................... 151 

5.5 Types of Industrial Buying Situations: ........................................................ 152 

5.6 Strategies for Industrial Marketing: ............................................................. 152 

5.7 Alternative Views on Consumer Behaviour: ............................................... 154 

5.8 Marketing Ethics and Consumer Behaviour ................................................ 155 

5.9 Consumerism:............................................................................................. 156 

5.10 Consumer Behaviour in the networked era: ............................................... 159 

5.10.1 How did Consumer Behaviour change in the Digital Era? .......... 159 

5.10.2 Challenges for Businesses in Adapting to Digital Consumer 

Behaviour: ............................................................................................ 161 

5.10.3 How Your Business Can Adapt to Consumer Behaviour in the Digital 

Age? ..................................................................................................... 163 

5.13 Review and Discussion Question: ............................................................. 166 

References ....................................................................................................... 168 

 



 

 


