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Abstract- Understanding customer behaviour has
become crucial for developing successful marketing
strategies in a market that is becoming more dynamic
and competitive. The complex interplay between
strategic marketing objectives and consumer
decision-making processes is examined in this study.
Based on psychological, social, cultural, and
economic considerations, the study looks at how
marketing strategies influence and are influenced by
customer preferences, attitudes, and behaviours. The
study combines current developments in digital
marketing, such as social media influence, ethical
branding, and personalisation, with well-known
theoretical frameworks like Maslow's Hierarchy of
Needs and the Theory of Planned Behaviour.
Primary data from consumer surveys and interviews
are supplemented by secondary data from market
reports and scholarly literature through the use of a
mixed-methods methodology. The results show that
digital interaction, emotional connection, and
tailored marketing greatly increase customer trust. .
For marketers looking to create consumer-centric
strategies that suit changing preferences and boost
customer happiness and corporate performance, this
study offers practical insights.

L INTRODUCTION

Rapid technology breakthroughs, changing consumer
expectations, and the growing integration of digital
platforms into daily life are all contributing to a
transformational shift in the global economy. At the
core of this change is the increasing significance of
comprehending consumer behaviour, not only as a
means of forecasting sales but also as a strategic
requirement for companies looking to establish
enduring, meaningful connections with their clientele.
How marketing strategies are created, used, and
improved across a variety of industries is greatly
influenced by consumer behaviour, which includes the
psychological, emotional, social, and cultural
elements that affect purchasing decisions.
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The quality and cost of a brand's products are no
longer the only factors that define its success in the
contemporary business world. Rather, it is determined
by how well the brand conveys authenticity, provides
individualised experiences, and is in line with
customer values. Data-driven, emotionally intelligent,
and customer-centric strategies are gradually replacing
traditional marketing techniques that depend on mass
communications and wide demographic segmentation.
Businesses are using tools like behavioural analytics,
artificial intelligence, and real-time interaction
platforms to better understand and impact how
consumers make decisions. But even with these
technical developments, there is still a continuous
disconnect between the efficiency of marketing
techniques based on the enormous amount of
consumer data that is available.

A basic question is brought up by this discrepancy:
Why do some marketing techniques have a profound
effect on customers while others don't produce
enduring engagement or loyalty? Traditional

According to marketing and consumer psychology
theories like the Howard-Sheth Model, the Theory of
Planned Behaviour, and Maslow's Hierarchy of Needs,
customer decisions are ordered and logical. However,
in reality, emotional whims, societal pressures, and
cognitive biases frequently cause consumer behaviour
to diverge from rational frameworks. In the digital age,
when consumers are flooded with options and
impacted by peer evaluations, influencers, viral trends,
and real-time material, these differences have become
even more noticeable.

Perception—how people understand and react to
marketing messages, brand identity, and the larger
cultural and societal context—is one element that has
a particularly significant impact on consumer
behaviour today. Consumer views and conduct can be
significantly changed by an effective campaign, a
social media post from a reliable influencer, or even a
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bad review. Furthermore, customer expectations are
always changing, with a greater focus on corporate
social responsibility, sustainability, ethics, and
inclusivity. Regardless of their legacy or market
dominance, brands that don't adjust to these
expectations run the risk of becoming obsolete.

The goal of this study is to investigate how marketing
strategy and customer behaviour interact dynamically
in both traditional and digital environments. It seeks to
pinpoint the main psychological, sociological, and
cultural factors that influence customer choices and
investigate how companies may develop marketing
plans that not only grab consumers' attention but also
foster advocacy, loyalty, and trust. Using a mixed-
methods approach that includes focus groups,
questionnaires, and sentiment analysis, the study will
look into things like perceived value, social media
influence, brand perception, personalised marketing,
and emotional involvement.

The study's conclusions will ultimately provide useful
information for marketers, brand strategists, and
company executives attempting to negotiate a more
intricate and customer-focused industry. The goal of
this research is to help create more ethical, successful,
and responsive marketing strategies that meet the
demands and preferences of today's empowered
customers by connecting theoretical models with
practical applications.

IL. LITERATURE REVIEW

1. From Rational Decision-Making to Behavioural
Insights
Traditional models of consumer behaviour often
derive from the assumption that individuals act
rationally, making purchasing decisions based on
utility maximization, product features, and price
comparisons. The Economic Man model and early
marketing concepts largely reflect this approach.
However, the emergence of behavioural
economics and consumer psychology has
challenged these assumptions by introducing
concepts such as bounded rationality, cognitive
biases, and emotional influence.
Kahneman and Tversky’s Prospect Theory (1979)
introduced key behavioural concepts like loss
aversion and framing effects, which have since
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been applied to consumer behaviour to explain
irrational purchasing patterns. Similarly, the
Theory of Planned Behaviour (Ajzen, 1991)
extends the understanding of consumer intent by
integrating attitudes, subjective norms, and
perceived behavioural control, offering marketers
a predictive lens into consumer choicesThese
theories emphasise how social cues, emotions, and
cognitive shortcuts usually take precedence over
reasoned analysis, making consumer behaviour
situational and complex.

. Psychological Drivers and Brand Interaction

Modern consumers interact with brands not only
through products but also through emotions,
identities, and values. Emotional branding, as
defined by Aaker (1997), posits that consumers
form affective bonds with brands based on
perceived personality traits and emotional
resonance. This relationship-building is critical for
loyalty, particularly in competitive markets where
functional differences between products are
minimal.

Maslow’s Hierarchy of Needs remains a relevant
framework for understanding how brands can align
their offerings with human motivations—from
fulfilling basic needs (e.g., affordability,
reliability) to higher-level aspirations (e.g., self-
expression, belonging, purpose). In this context,
successful marketing strategies target emotional
and psychological needs, not just functional
benefits.

. The Digital Consumer and the Role of Technology

The proliferation of digital platforms has
significantly altered the consumer decision-
making process. Research by Lemon & Verhoef
(2016) outlines how the customer journey has
evolved into a nonlinear, omnichannel experience
involving multiple touchpoints—such as websites,
apps, social media, and user-generated content.
Digital marketing strategies now rely heavily on
tools like artificial intelligence, data analytics, and
machine learning to track behaviour, segment
audiences, and deliver personalized experiences.
Kaplan and Haenlein (2010) argue that social
media platforms have transformed the consumer-
brand relationship from one-way communication
to two-way engagement, enabling consumers to
influence brand perception through likes, shares,
comments, and reviews. This interactivity
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amplifies the importance of e-WOM (electronic
word-of-mouth), with studies indicating that peer
reviews and influencer recommendations often
carry more weight than traditional advertisements
(Bright Local, 2020).

Trust, Ethics, and Sustainability
Ethical consumerism and corporate social
responsibility have emerged as major themes in
recent literature, particularly in relation to
Millennial and Gen Z consumers. Sheth & Sethia
(2015) discuss how a growing number of
consumers are willing to pay a premium for
sustainable and ethically produced goods, viewing
their purchases as extensions of their values and
social identities.
However, greenwashing—where  companies
falsely portray products as sustainable—can
damage consumer trust. As trust is a key
determinant of brand loyalty, marketing strategies
must ensure transparency, authenticity, and clear
ESG (Environmental, Social, and Governance)
communication to retain credibility.

. Marketing Personalization and Behavioral
Targeting

Personalized marketing has shown significant
impact on consumer engagement and conversion
rates. Studies by Kumar and Reinartz (2016)
indicate that personalization increases perceived
relevance, which in turn boosts satisfaction and
loyalty. With Al-powered recommendation
engines and predictive analytics, marketers can
now tailor content, offers, and communication to
individual consumer profiles in real time.
Nonetheless, excessive personalization can trigger
privacy concerns. Research by Bleier and
Eisenbeiss (2015) found that while relevant
personalization increases engagement, intrusive or
poorly timed targeting can lead to consumer
discomfort or distrust. Thus, successful marketing
strategies must balance relevance with respect for
data privacy and consent.

. Cultural and Social Influences on Consumer

Behaviour

Culture, social class, reference groups, and family
dynamics continue to play pivotal roles in shaping
consumer  behaviour.  Hofstede’s  cultural
dimensions theory remains influential in
understanding cross-border consumer behaviour,
while localized studies highlight the role of
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. Research  Gaps

regional language, and values in
marketing effectiveness.

Social proof, as articulated by Cialdini (2001), is

customs,

another important driver: consumers often model
their behaviour based on the actions of others. This
explains the rise of influencer marketing, where
trusted figures in digital communities can drive
substantial changes in consumer attitudes and
buying decisions.

and Emerging Directions

While the integration of psychology and
technology in marketing has advanced
significantly, gaps remain in understanding

consumer behaviour in emerging markets and
underrepresented demographics. Many studies
focus on Western consumer models, leaving
regional variations underexplored. Additionally,
the psychological impact of Al, neuromarketing
tools, and immersive environments like the
metaverse are still developing areas of research.
Furthermore, the long-term effects of digital
fatigue, algorithmic bias, and overexposure to

marketing stimuli are raising new questions about
consumer resilience, attention, and trust.
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IV.  DISCUSSION OF FINDINGS

Section: Demographics

1. What is your age group?
12 responses

@ Under 18
®18-24
25-34
® 3544
® 4554

v B

Findings: Most were between the ages of 25 and 34,
then 18 and 24.
Discussion: This represents a digitally native audience
that is more receptive to digital marketing tactics, tech-
savvy, and heavily involved with online material.

2 What is your gender?
13 responses,

® Wale

® Female
Norvbinary

@ Prefer not 1o say

Finding; slightly higher responses from male
participants.

Discussion: Indicates active consumer involvement
from women, highlighting the need for gender-
sensitive marketing strategies in product design and
communication.

3.What is your employment status?
13 responses,

® Student

® Employed (full-time)
Employed (part-time)

@ Self-employed

@ Unemployed

® Retired

Finding: Most respondents were employed full-time or
students.

Discussion: Full-time employees have spending
capacity, while students may respond to affordability,
deals, and peer influence—suggesting a dual focus in
marketing campaigns.

4.What is your highest level of education?
13 responses

@ High Schoel
@ Bachelor's Degree
Master's Degree

@ Doctorate
@ Cther

Finding: Predominantly graduates or postgraduates.
Discussion: Higher education levels may correlate
with more informed purchasing decisions and
awareness of marketing tactics, requiring brands to
ensure credibility and transparency.

Section: Consumer Behaviour
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5.How often do you shop online?
13 responses

@ Dally

@ Weekly
tonthly

@ Occasionally

@ Never

Finding: Majority shop weekly or monthly.
Discussion: E-commerce has become a regular habit.
Brands must optimize digital channels, mobile UX,
and delivery experiences to maintain relevance.

6.Do you compare prices before making a purchase?
13 responses

@ Yes
®nNo

Finding: Over 80% said Yes.
Discussion: Price sensitivity is a key factor.
Competitive pricing, discounts, and price-matching
policies can be strong marketing levers.

7.Do you read product reviews before buying?
13 responses

@ Yes
®no

Finding: Over 90% said Yes.

Discussion: Social proof heavily influences decisions.
Marketers must encourage positive reviews and
manage reputation across platforms.

8.Do you prefer to buy products from familiar brands?
13 responses

@ Yes
®No

Finding: Majority said Yes.

Discussion: Brand familiarity breeds trust. New
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brands must focus on building credibility through
consistent branding and customer satisfaction.

9.How do you usually discover new products?

13 responses

@ Social media

@ Friends/amily
Cnline ads

® In-store browsing

® TVRadio

Finding: Top sources: social media and online ads.

Discussion: Digital visibility is critical. Content
marketing, influencer partnerships, and SEO are
crucial for product discovery.

10.Do loyalty programs influence your purchase decisions?

13 responses

® Yes
®No

Finding: About 65-70% said Yes.

Discussion: Loyalty programs remain effective in
customer retention. Brands should design personalized
and value-driven loyalty rewards.

11.Do you consider sustainability (e.g., eco-friendly packaging) when making a purchase?

13 responses

® Yes
®No

Finding: Around 80% said Yes.

Discussion: Consumers are value-conscious and
increasingly eco-aware. Green marketing and
sustainability efforts enhance brand image and loyalty.

12 How important is price in your buying decision?

13 responses

@ Extremely important
@ Very important

Somewhat imporiant
@ Not impertant
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Finding: Majority marked "Very important” or
"Extremely important”.

Discussion: Even for well-branded products,
competitive pricing is essential. Value-for-money
messaging should be emphasized in campaigns.

Section: Marketing Strategy Perception

13.Which marketing method influences you the most?
13 responses

@ Social media ads

@ Tviradio commercials
Influencers

® Emall marketing

@ In-store promotions

Finding: Top: Social media ads and influencers.

Discussion:  Digital-native ~ formats outperform
traditional media. Social commerce and influencer-
based promotions should be prioritized.

14.Do you trust influencer recommendations?

13 responses

@ ves
@ No

Finding: Split responses.

Discussion: While influencers attract attention,
credibility is fragile. Authenticity, relevance, and
disclosure of sponsorships are essential.

15.Have you ever purchased a product due to an influencer’s suggestion?

13 responses

@ ves
@ No

Finding: About 60% said Yes.

Discussion: Influencer marketing is impactful,
especially in impulse-driven segments like fashion and

beauty. However, it needs strong targeting and brand
fit.
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16.Do personalized ads make you more likely to buy a product?
13 responses

® Yes
@ No

Finding: Around 65-70% said Yes.

Discussion: Personalization enhances engagement.
Brands must leverage user data responsibly to avoid
over-targeting or privacy concerns.

17.Do you follow any brands on social media?
13 responses

® Yes
® o

Finding: Over 50%s aid Yes.

Discussion: Social media is not just for engagement—
it’s a full customer journey channel. Consistent brand
voice and valuable content drive loyalty.

18.Have you stopped buying from a brand because of a negative brand image or scandal?
13 responses

® Yes
®no

Finding: Over 50% said Yes.

Discussion: Reputation management is critical.
Brands must act transparently and address issues
proactively to retain trust.

19.Would you be more likely to buy from a brand that supports social or environmental causes?

13 responses

@ Yes
@ No

Finding: Majority said Yes.

ICONIC RESEARCH AND ENGINEERING JOURNALS 402



© JUN 2025 | IRE Journals | Volume 8 Issue 12 | ISSN: 2456-8880

Discussion: Purpose-driven marketing resonates with
modern consumers. Brands aligning with societal
values enjoy stronger emotional connections.

20 Would you recommend a brand to others based on a positive experience?

13 responses

@ Yes
N

Finding: Nearly 80—85% said Yes.

Discussion:  Word-of-mouth remains powerful.
Ensuring excellent customer experience is essential
for organic promotion and loyalty.

V. OVERALL FINDINGS

The study on Consumer Behaviour and Marketing
Strategy provides important insights into how
contemporary consumers engage with companies,
make decisions about what to buy, and react to
different marketing strategies based on the survey
responses of a broad sample of 300 consumers. These
results demonstrate more general behavioural trends
impacted by emotional involvement, ethical
consciousness, and digital revolution.

1. Dominance of Young, Digitally Active Consumers
The fact that more than 60% of responders were
between the ages of 18 and 34 emphasises how
common digitally active, mobile-first consumers are.
This demographic responds to influencer and
customised marketing content, shops online, and
follows brands on social media.
Implication:  Digital-first ~ experiences, mobile
optimisation, and real-time engagement catered to
younger, tech-savvy consumers should be given top
priority in marketing plans.

2. Educated and Employed Segment Shows Higher
Brand Responsiveness
Most participants were either self-employed or full-
time employees with a bachelor's or master's degree.
Well-informed and brand-aware, this educated group
frequently investigates products before making a
purchase and bases their choices on value.
Implication: To appeal to this discriminating
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population, marketing initiatives need to be clever,
open, and consistent with consumer values.

3. Online Shopping is the Norm, Not the Exception.
There has been a significant shift away from
traditional retail, as nearly 80% of respondents said
they purchase online weekly or monthly. The
consumer experience currently revolves around digital
discovery, which is achieved through advertisements,
influencers, and platforms.
Implication: To stay competitive, brands need to spend
money on influencer relationships, digital advertising,

€-commerce

e-commerce user experience, and omnichannel tactics.

4. Price Sensitivity and Review Dependency Prevail.
Before making a purchase, more than 90% of buyers
research products and compare pricing. Reasonable
factors like price and peer reviews have a significant
impact on results, even in brand-driven or emotional
purchases.

Implication: The keys to conversion are user-
generated content, competitive price, and establishing
credibility through favourable evaluations.

5. Brand Loyalty Exists—but Trust is Fragile
More than half of respondents said they had stopped
purchasing from a business because of bad press or
unethical actions, despite the fact that brand
familiarity increases purchases.
Implication: Sustaining consumer loyalty requires
upholding brand trust via moral behaviour, openness,

and proactive communication.

6. Personalized and Influencer Marketing Work—
With Caveats
More than 60% of respondents acknowledged making
purchases based on suggestions from influencers, and
over 65% claimed that personalised advertisements
affected their choices. However, there is significant
scepticism about authenticity and a mixed level of
confidence in influencers.
Implication: Authenticity, relevance, and transparency
should be prioritised in the strategic use of
personalisation and influencer marketing.

7. Emotional and Ethical Values are Emerging Drivers
More than 70% of respondents said they were willing
to support companies with social or environmental
agendas and took sustainability into account when
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making purchases.
Implication: Brand affiliation and emotional
involvement are increased by purpose-driven
marketing that is in line with social ideals (such as
sustainability, inclusion, and ethics).

8. Loyalty Programs and Social Media Engagement
Drive Retention More than 75% of respondents
followed businesses on social media, and two-thirds of
respondents claimed that loyalty programs influenced
their purchasing decisions. These customers look to
brand partnerships for engagement, benefits, and
value.

Implication: Personalised communications, active
social media participation, and genuine loyalty
incentives are all important components of retention
strategy.

9. Media and Peer Influence Shape Consumer
Decisions

Social media and friends and family were the most
often mentioned discovery channels, and decisions
were significantly influenced by influencer material
and product reviews.
Implication: Influencer collaborations, user reviews,
and word-of-mouth are effective strategies that ought
to be incorporated into the marketing mix.

10. Gap Between Interest and Action on Sustainable
Brands Although many respondents said they
supported green and ethical brands, fewer regularly
followed through on their preferences. Price
premiums, a lack of knowledge, or worries about
greenwashing caused some people to pause.
Implication: Companies need to provide affordable,
easily accessible sustainable choices and convey their
ethical pledges in a clear and convincing manner.

CONCULSION

Understanding how psychological, emotional, and
social aspects impact purchasing decisions in a
digitally driven marketplace was the aim of this study,
which set out to investigate the intricate interaction
between consumer behaviour and marketing strategy.
The study provides important insights into the
attitudes, motives, and decision-making processes that
influence contemporary consumer behaviour through
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a systematic survey and analysis of 300 consumer
replies.

The results show that although consumers show a high
degree of brand engagement, particularly through
digital channels like social media and influencer
content, a combination of emotional or ethical factors
(brand values, sustainability, personal relevance) and
rational considerations (price, reviews, trust)
frequently influence their purchasing behaviour.
Customers are loyal to brands that share their beliefs
and strongly prefer personalised experiences. Trust is
still brittle, though, and brand blunders like scandals
or insincere advertising can easily drive away
customers.

Price sensitivity, product reviews, and brand
familiarity have become the primary factors
influencing the purchasing process, while brand
advocacy and preference are increasingly influenced
by social and environmental reasons. Although values-
based marketing is effective, companies also need to
live up to expectations about price, accessibility, and
authenticity, as evidenced by the disconnect between
favourable sentiment and brand switching or
sustainable consumption.

Overall, this study finds that emotional and perceptual
factors have a significant impact on consumer
behaviour, which goes beyond simple transactional
factors and necessitates strategic alignment in
marketing communication. Marketing tactics that
successfully combine ethical positioning, honest
communication, and personalisation can increase
brand advocacy, long-term loyalty, and consumer
engagement. Businesses must shift from product-
centric to consumer-centric thinking in an era where
consumers are more knowledgeable, empowered, and
value-driven than ever before. By utilising behavioural
data, they can cultivate not only customers but brand
advocates.
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