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Chapter 1: Consumer Behaviour Theories: 

Insights from Psychology and Sociology 

Urooj Ahmed 

 

Consumer behaviour is a multifaceted phenomenon influenced by various 

factors such as psychology, sociology, and marketing strategies. emphasized the 

pivotal role of marketing in promoting sustainable consumption, highlighting 

the need to understand and shift consumer behaviours towards sustainability 

(White et al., 2019). This aligns with the assertion by, emphasizing the necessity 

for marketers to adapt to changes in consumer behaviour to ensure the 

company's viability through tailored marketing strategies (Widyatmoko, 2022). 

Furthermore, the study by delves into the impact of consumers' strategic 

behaviour and psychological satisfaction on retailers' pricing and inventory 

decisions, underscoring the intricate interplay between consumer psychology 

and business outcomes (Quan & Quan, 2019). Moreover, the psychological value 

of consumer goods and services, as expounded by , underscores the significance 

of psychological factors in driving consumer behaviour, indicating that 

consumer decisions are not solely transactional but are influenced by deeper 

motivations (Mandel et al., 2016). This is further supported by the work of , 

which demonstrates the application of behavioural economics in understanding 

consumer behaviour, bridging the psychological approach with economic 

models of consumer choice and market activity (Ho et al., 2006). Additionally, 

the study by highlights the dynamic nature of consumer behaviours in the digital 

environment, necessitating adjustments in digital marketing strategies to attract 

new consumer groups through various platforms and strategies (Zhou, 2021). 

This aligns with the assertion by , emphasizing the direct impact of e-marketing 
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on consumer behaviour and the varying degrees of consumer involvement in 

electronic marketing methods (Ivanovska & Karadakoska, 2015). Furthermore, 

the research by contributes to understanding consumer behaviour within 

specific cultural contexts, focusing on Muslim consumers' intention towards 

halal food consumption, thereby highlighting the importance of considering 

sociocultural factors in consumer research and marketing strategies (Eid, 2020). 

This is in line with the study by , which presents an integrative framework for 

cross-cultural consumer behaviour, emphasizing the need for marketers to 

understand foreign consumers within their cultural contexts (Luna & Gupta, 

2001). In conclusion, consumer behaviour is a complex interplay of 

psychological, sociological, and marketing factors, necessitating a nuanced 

understanding of consumer motivations, societal influences, and cognitive 

processes to effectively tailor marketing strategies and drive business success. 

Understanding the Consumer Psyche: The Psychological 

Underpinnings 

At the heart of consumer behaviour lies the human psyche, a labyrinthine realm 

where desires, emotions, and cognitive biases intertwine to shape decisions. 

Drawing from psychology, we explore theories such as Maslow's Hierarchy of 

Needs, which posits that human needs are hierarchical, with basic needs forming 

the foundation upon which higher-level needs rest. Through illustrative 

examples, we witness how this theory manifests in consumer choices, from 

purchasing essentials to indulging in luxury goods. 

Maslow's Hierarchy of Needs: A Blueprint for Understanding Consumer 

Motivation 

Maslow's theory of human motivation provides a framework for understanding 

the underlying motivations that drive consumer behaviour. According to 
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Maslow's hierarchy of needs, individuals seek to satisfy fundamental needs 

before progressing to higher-order needs such as esteem and self-actualization 

(Boston-Leary, 2024). This theory has stood the test of time as one of the most 

popular theories of human motivation in management and organizational 

behaviour (Boston-Leary, 2024). Maslow's theory has been applied in various 

contexts, including exploring the impacts of religion on different levels of 

customer needs and consumer behaviour in general (Gbadamosi et al., 2021). 

Additionally, it has been used to analyze consumer economic patterns and 

consumption behaviour, indicating its relevance in understanding consumer 

decision-making processes (Chakraborty et al., 2021). 

Marketers have leveraged Maslow's hierarchy of needs to tailor their messaging 

and offerings to resonate with consumers at different stages of their journey. The 

theory has been applied in real studies measuring motivation in different 

cultural contexts, such as in Venezuela and the United States, demonstrating its 

practical relevance in understanding consumer behaviour (Shoura & Singh, 

1999). Despite the evolution of motivation theory, Maslow's Hierarchy of Needs 

theory continues to hold sway with many marketers, influencing management 

theory and theories of employee motivation and performance (Soper et al., 1995; 

Cullen, 1994). Furthermore, Maslow's attempt to formulate a factual theory of 

motivation is consistent with observed, experimentally known facts, indicating 

its applicability in understanding consumer behaviour (Wei & Ma, 2022). 

In conclusion, Maslow's theory of human motivation, particularly his hierarchy 

of needs, provides a valuable framework for understanding consumer behaviour. 

Marketers have effectively utilized this theory to tailor their strategies and 

offerings to align with consumers' varying needs and motivations, thereby 

influencing consumer decision-making processes. 
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The Role of Emotions in Consumer Decision Making: Insights 

from Neuroscience 

Recent advances in neuroscience have shed light on the profound impact of 

emotions on consumer behaviour. Through neuroimaging studies and 

psychophysiological experiments, researchers have unraveled the neural 

mechanisms underlying emotional responses to marketing stimuli. By tapping 

into consumers' emotional states, marketers can craft more persuasive and 

compelling messaging that resonates on a deeper level, fostering stronger brand 

connections and driving purchase intent. 

Case Study: Nike's "Dream Crazy" Campaign 

The "Dream Crazy" campaign by Nike, featuring Colin Kaepernick, exemplifies 

the significant influence of emotions on consumer behaviour. Nike strategically 

tapped into consumers' emotions by celebrating the power of dreams and the 

courage to pursue them, aligning with ' assertion that emotions are a crucial 

component of consumer response (Richins, 1997). The campaign aimed to 

inspire and empower individuals to overcome adversity, resonating with Nike's 

brand values of determination and empowerment (Richins, 1997). also support 

this approach, highlighting the importance of emotional branding in creating 

resonant marketing campaigns, as emotions play a pivotal role in consumer 

experiences (Yang et al., 2020). The execution of the campaign, particularly the 

powerful video ad narrated by Kaepernick, showcased individuals who defied 

odds to achieve greatness, effectively leveraging storytelling to emotionally 

engage consumers (Ju nior et al., 2022). The use of storytelling in the campaign 

aligns with the findings of, who emphasized the influence of storytelling on 

consumers' purchasing behaviour (Ju nior et al., 2022). Additionally, the 

campaign's impact, sparking widespread debate and conversation, reflects the 

findings of Wang, who highlighted the role of emotional branding in building 
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brand equity and engaging consumers (Manohar et al., 2022). Furthermore, the 

"Dream Crazy" campaign's bold stance on social issues, particularly 

Kaepernick's activism against racial injustice, led to both supporters and critics 

expressing strong emotions. investigated the contingency of corporate political 

advocacy, using Nike's "Dream Crazy" campaign as a case study, highlighting the 

heated public debate it sparked (Hoffmann et al., 2020). Despite some backlash, 

the campaign resonated strongly with Nike's core audience, leading to increased 

brand loyalty and sales, as emotions played a significant role in reinforcing the 

brand's identity as a champion of empowerment and social change (Monferrer 

et al., 2019). 

In conclusion, Nike's "Dream Crazy" campaign effectively harnessed emotions to 

influence consumer behaviour, aligning with the established importance of 

emotions in consumer response. By strategically leveraging storytelling and 

addressing relevant social issues, Nike engaged consumers on a personal level, 

reinforcing its brand identity and driving positive consumer outcomes. 

The Power of Perception: Cognitive Biases in Consumer Decision Making 

Peering through the lens of cognitive psychology, we confront the myriad biases 

that sway consumer judgments. From the anchoring effect to the scarcity 

heuristic, these biases subtly influence perceptions and preferences, steering 

consumers towards certain products or brands. Through vivid case studies, we 

dissect real-world scenarios where cognitive biases wield their influence, 

offering a nuanced understanding of consumer decision-making processes. 

Case Study: IKEA Effect in Marketing 

The IKEA Effect, a cognitive bias where individuals place a higher value on 

products they have partially created or assembled themselves, has significant 

implications in marketing contexts. IKEA, the Swedish furniture retailer, 
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strategically leverages the IKEA Effect in its marketing strategy, as demonstrated 

in a study conducted by (Norton et al., 2011). The study found that customers 

who assembled their furniture reported higher satisfaction and attachment to 

their purchases compared to those who bought pre-assembled furniture, 

aligning with the IKEA Effect. This aligns with the findings of , who coined the 

term "IKEA effect" for the phenomenon in which consumers attach greater value 

to products they create through their own labor than to otherwise indiscernible 

products made by others (Tiehen, 2022). 

In the execution of its marketing strategy, IKEA emphasizes the DIY aspect, 

highlighting the sense of accomplishment and personalization that comes with 

assembling furniture. This approach aligns with the findings of , who 

emphasized the importance of cognitive psychology in investment decision-

making, as the IKEA Effect taps into consumers' sense of accomplishment and 

ownership (Xie et al., 2018). Furthermore, IKEA's store design and marketing 

materials are tailored to encourage exploration and interaction, reinforcing the 

IKEA Effect by allowing customers to "try before they buy," as highlighted by 

(Burt et al., 2011). 

The impact of IKEA's strategic use of the IKEA Effect is evident in its influence on 

consumer behaviour and purchasing decisions. Customers perceive greater 

value in their purchases due to the effort invested in assembly, leading to 

increased satisfaction and loyalty, as supported by the findings of , who identified 

prospect behavioural factors as having a negative correlation to investment 

performance (Silwal & Bajracharya, 2021). Additionally, the DIY aspect of IKEA's 

products fosters a sense of ownership and attachment, further reinforcing brand 

loyalty and advocacy, aligning with the findings of , who discovered the impact 

of cognitive biases on investment decisions of investors in Nepal (Dhakal & 

Lamsal, 2023). 
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In conclusion, the case study of IKEA's marketing strategy demonstrates how 

cognitive biases, such as the IKEA Effect, can significantly influence consumer 

behaviour in marketing contexts. By understanding and leveraging these biases, 

companies can effectively enhance consumer satisfaction, loyalty, and brand 

advocacy. 

Anchoring Effect: The Art of Setting Reference Points in Pricing Strategies 

The anchoring effect, a cognitive bias where individuals heavily rely on the first 

piece of information encountered when making decisions, has profound 

implications for pricing strategies. Empirical studies and pricing experiments 

have explored the effectiveness of anchoring techniques in driving consumer 

behaviour and optimizing pricing strategies. 's study on dynamic pricing with 

loss-averse consumers and peak-end anchoring demonstrated that peak-end 

anchoring leads to a range of optimal constant pricing policies, even with loss-

neutral buyers, highlighting the impact of anchoring on pricing strategies 

(Nasiry & Popescu, 2011). Furthermore, 's research on anchoring effects in art 

auctions provided evidence of anchoring on the part of buyers, influencing their 

bidding behaviour and perceptions of value (Beggs & Graddy, 2009). 

In the context of consumer behaviour, investigated the optimal pricing of online 

products based on customer anchoring-adjustment psychology, emphasizing the 

role of anchoring in shaping consumers' price perceptions and purchase 

decisions (Liu et al., 2022). Additionally, explored the role of the spotlight effect 

in pay-what-you-want (PWYW) pricing from an anchoring and adjustment 

perspective, highlighting the influence of internal reference prices on 

consumers' pricing decisions (Roy et al., 2021). These studies collectively 

demonstrate the significant impact of anchoring on consumer behaviour and 

pricing strategies. 
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Moreover, the anchoring effect has been observed in various domains, including 

risk perception, live streaming commerce, and international merger and 

acquisition equity decisions. 's study on cognitive biases of consumers' risk 

perception of foodborne diseases in China highlighted the significant role of the 

anchoring effect in interfering with consumers' risk perception (Lei et al., 2019). 

's experimental study on the anchoring effect of consumers' price judgment in 

experiencing scenes provided further evidence of consumers being affected by 

anchoring when making price judgments (Zong & Guo, 2022). Additionally, 's 

research on anchoring in international merger and acquisition equity decisions 

emphasized the excessive influence of decision-makers' judgments biased 

toward initial values, underscoring the pervasive nature of the anchoring effect 

(Xiao, 2020). 

In conclusion, the anchoring effect significantly influences consumer behaviour 

and pricing strategies across various domains, highlighting the importance of 

understanding and leveraging this cognitive bias in strategic marketing and 

pricing efforts. 

Conformity and Social Influence: The Power of Peer Pressure in Consumer 

Decisions 

he tendency to conform is a significant component of consumer susceptibility to 

normative interpersonal influence (Clark & Goldsmith, 2005). Conformity is 

generally defined as the tendency of group members to establish a group norm 

and the tendency of individuals to comply with the respective norm (Khandelwal 

et al., 2018). This normative consumer conformity refers to the conforming of 

behaviour to be in line with the perceived expectations of other consumers, for 

example, shopping for or purchasing certain products because a consumer 

wants to fit in with his or her own social group (Park & Feinberg, 2010). 
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Moreover, research suggests that conformity is a crucial factor for people 

belonging to a collectivistic culture (Han, 2018). 

Furthermore, it has been found that consumers who have more tendencies to 

conformity proceed according to social signs (Mosavi et al., 2013). Additionally, 

attention to social comparison information is an individual difference factor 

affecting consumer conformity (Bearden & Rose, 1990). From a marketing and 

consumer behaviour perspective, selfimage is strongly influenced by the social 

environment, and the results show that consumers possessing interdependent 

selfconstruals prefer donations to a greater extent than those with independent 

selfconstruals (Giessen et al., 2004; Winterich & Barone, 2011). 

Understanding the dynamics of social influence, such as conformity, is crucial for 

marketers as they can leverage social proof and peer endorsements to sway 

consumer perceptions and drive brand engagement. This impact on consumer 

behaviour and preferences has been substantial in recent years (-, 2023). 

Moreover, promotions resulting from consumer perceptions and preferences 

significantly influence purchase decisions (Khalida et al., 2022). Additionally, the 

influence of social media, which promotes social interpretations of uncertainties 

and risk, ultimately enhances panic stockpiling among customers (Naeem, 

2020). 

In conclusion, conformity plays a pivotal role in shaping consumer preferences 

and purchase decisions. Marketers can leverage social influence, such as 

conformity, to sway consumer perceptions and drive brand engagement. 

Understanding the mechanisms by which individuals conform to group norms 

and adopt collective behaviours is essential for marketers to effectively utilize 

social proof and peer endorsements. 
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Social Identity Theory: How Group Affiliation Shapes 

Consumer Behaviour 

Social identity theory posits that individuals derive their selfconcept from their 

membership in social groups, leading to ingroup favoritism and outgroup 

derogation (Billig et al., 1991). This theory makes a clear distinction between a 

person's behaviour toward the in-group and out-groups (Zeugner-Roth et al., 

2015). By tapping into consumers' group identities and affiliations, marketers 

can foster a sense of belonging and community around their brands (Fatma et 

al., 2018). For instance, customer-company identification, originating from 

social identity theory, can lead to various consumer outcomes, including 

customer loyalty (Fatma et al., 2018). Moreover, brand community identification 

increases oppositional loyalty by enhancing brand commitment and self-brand 

connection (Liao et al., 2020). 

Loyalty programs have been found to influence consumer behaviour and 

preferences significantly (Uncles et al., 2003). Members of loyalty programs 

were generally less sensitive than other customers to perceptions of lower 

service quality and any price disadvantage relative to competitors (Uncles et al., 

2003). Additionally, the relationship between corporate social responsibility 

(CSR) practices and consumer loyalty is conditioned by consumers feeling a part 

of their region, consistent with social identity theory (Ferrí n et al., 2020). 

Furthermore, the greater the alignment between the consumer’s self-identity 

and the brand’s meanings, the more likely it is that the consumer will think the 

brand will enhance their identity and, by extension, the greater the extent of 

their loyalty (Obiegbu et al., 2019). 

The impact of social identity theory is also evident in the context of consumer 

behaviour and brand attitudes. Consumers exhibit oppositional brand loyalty 
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due to both their self-categorization and affective commitment (Japutra et al., 

2014). Moreover, consumers can connect emotionally and psychologically with 

aspirational groups to improve their self-image and establish connections with 

in-groups to enhance the sense of group attachment (Ji & Liang, 2022). 

Additionally, the study of stigmatized-identity cue perception is integral to 

consumer behaviour, as consumer products can operate as methods of identity 

expression (Chaney et al., 2018). 

In conclusion, social identity theory has a significant impact on consumer 

behaviour, brand loyalty, and advocacy. Marketers can leverage this theory to 

foster a sense of belonging and community around their brands, ultimately 

driving consumer loyalty and advocacy. 

Cultural Capital and Consumer Taste: Exploring Bourdieu's 

Theory 

Pierre Bourdieu's theory of cultural capital has been influential in sociology, 

particularly in understanding how social background and cultural knowledge 

intersect with consumer preferences. Bourdieu's analysis in "Distinction" 

focused on how cultural capital reproduces existing hierarchical structures of 

economic, cultural, social, and symbolic capital (Erel, 2010). Cultural capital, 

defined as high-status cultural signals used in cultural and social selection, was 

developed by Bourdieu to analyze how culture and education contribute to 

social reproduction (Lamont & Lareau, 1988). This concept has been applied to 

various aspects of society, including health, where it contributes to the 

understanding of social inequalities (Abel, 2008). Additionally, the sociological 

notion of homology has been acknowledged to explain observed cultural 

behaviour, where an individual's position in the social structure determines 

cultural participation (Montoro–Pons et al., 2021). Bourdieu's role in developing 
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the concept of cultural capital has been emphasized, highlighting its importance 

in his work (Markowska, 2018). Furthermore, the application of Bourdieu's 

concept of cultural capital has extended to digital cultural measurement, 

identifying its forms and parameters for cultural assessment (Bastos, 2010). 

Moreover, the exploration of cultural equity has provided insights into the 

characteristics defining a culturally symbolic brand and its downstream 

consequences for consumer behaviour in the era of globalization (Torelli et al., 

2020). These references collectively demonstrate the significance of Bourdieu's 

theory of cultural capital in analyzing how social background and cultural 

knowledge intersect with consumer preferences across various domains. 

Bridging the Gap: Integrating Psychology and Sociology in 

Consumer Research 

The integration of psychology and sociology in consumer research has been a 

subject of critical analysis, aiming to integrate insights from both disciplines. The 

limitations of each discipline in isolation have been interrogated, advocating for 

a holistic approach that synthesizes psychological theories of individual 

decision-making with sociological perspectives on social influence. This 

integration aims to construct a more comprehensive framework for 

understanding consumer behaviour (Fournier, 1998). The interdisciplinary 

nature of consumer behaviour research has been emphasized, highlighting the 

need to draw from various social science disciplines, including psychology and 

sociology, to enrich the understanding of consumer behaviour (Wells & Martin, 

2017). Furthermore, the integration of psychological and sociological 

perspectives has led to new discoveries, emphasizing the potential for a 

synergistic relationship between the two disciplines (Oishi & Talhelm, 2012). 

Additionally, it has been suggested that there is much to be gained by integrating 

insights from consumer psychology with those of consumer sociology and 
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consumer anthropology, emphasizing the potential for a more comprehensive 

understanding of consumer behaviour (Belk, 2005). However, it is important to 

note that while there is potential for integration, challenges exist, such as the 

need to gain widespread use of interdisciplinary approaches among marketing 

academics (Lin et al., 2018). Moreover, the interdisciplinary nature of consumer 

neuroscience has been acknowledged, highlighting the challenges and possible 

solutions in integrating neuroscience with consumer research (Plaßmann et al., 

2015). The interdisciplinary nature of consumer behaviour has also been a 

subject of debate, with critics discussing the defining properties and goals of the 

field, emphasizing the need for interdisciplinary perspectives (MacInnis & 

Folkes, 2010). Evaluating the influence of interdisciplinary research has been 

recognized as important for the development of science, emphasizing the need 

for a balanced approach that draws from multiple disciplines (Fu et al., 2023). 

Overall, the integration of psychology and sociology in consumer research 

presents opportunities for a more comprehensive understanding of consumer 

behaviour, but it also requires addressing challenges related to interdisciplinary 

collaboration and the synthesis of diverse perspectives. 

Theoretical Synthesis: Toward an Integrated Model of Consumer 

Behaviour 

The integrated models of consumer behaviour aim to provide a comprehensive 

framework that incorporates various psychological and sociological constructs 

to understand the complex nature of human decision-making (Park & Ha, 2014). 

These models draw from theories such as the Theory of Planned Behaviour, 

norm activation model, and ethical concepts to capture the multifaceted drivers 

of consumer behaviour (Chang & Chou, 2018; Chan et al., 2007).  Furthermore, 

the utility theory has been used to explain consumers' evaluation procedures 

and decision-making processes, emphasizing the importance of understanding 
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the perceived value of marketing strategies in consumer behaviour (Ajina, 

2019). Additionally, the effects of perceived interactivity on web site preference 

and memory have been found to influence consumer behaviour, highlighting the 

role of personal motivation in shaping consumer preferences (Chung & Zhao, 

2006). Moreover, the incorporation of construal-level theory and team 

identification literature has been proposed to determine the effects of message 

type on sport consumers' supportive behaviours, indicating the significance of 

psychological theories in understanding consumer responses (Jang et al., 2019). 

Theoretical models of consumer behaviour also consider the impact of identity-

based motivation on consumer research, emphasizing the role of psychologically 

salient identities in integrating new information and experiences into the self-

concept (Shavitt et al., 2009). Furthermore, socio-cultural, experiential, 

symbolic, and ideological aspects have been highlighted as relevant to 

consumption and consumer culture theory, emphasizing the interdisciplinary 

nature of understanding consumer behaviour (Granot et al., 2013). Additionally, 

the ethical implications of nudging and consumers' approval of nudges have 

been examined through the prism of moral foundations theory, shedding light 

on the ethical dimensions of consumer decision-making (Chowdhury, 2021). 

In conclusion, the theoretical synthesis of integrated models of consumer 

behaviour draws from diverse disciplines such as psychology, sociology, and 

marketing to provide a comprehensive understanding of consumer decision-

making processes. By integrating various theoretical perspectives, these models 

offer a holistic framework for examining the multifaceted drivers of consumer 

behaviour, contributing to the refinement and validation of consumer research. 
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Mapping the Consumer Journey: Insights from Market Research 

Armed with a multidisciplinary toolkit, market researchers embark on a quest 

to decode the consumer journey. Through the lens of consumer behaviour 

theories, we explore methodologies such as surveys, focus groups, and 

ethnographic studies, which yield rich insights into consumer attitudes, 

preferences, and purchasing behaviours. Through illustrative 

graphs and diagrams, we visualize the intricate pathways traversed by 

consumers as they navigate the marketplace. 

Customer Journey Mapping: Visualizing Consumer 

Touchpoints and Decision Nodes 

Customer journey mapping offers a structured approach to understanding the 

sequence of touchpoints and decision nodes that shape the consumer 

experience. By tracing consumers' interactions across various channels and 

stages of the purchase process, marketers can identify key opportunities for 

engagement and optimization. Through case studies and journey mapping 

exercises, we illustrate how businesses use customer journey maps to enhance 

customer satisfaction, streamline conversions, and drive loyalty. 

Sentiment Analysis and Text Mining: Extracting Insights from Consumer 

Feedback 

Sentiment analysis and text mining techniques enable marketers to extract 

valuable insights from unstructured consumer feedback data. By analyzing 

textual data from customer reviews, social media conversations, and online 

forums, marketers can uncover emerging trends, sentiment patterns, and brand 

perceptions. Through text mining algorithms and sentiment scoring models, we 

demonstrate how businesses leverage textual data analysis to inform product 

development, reputation management, and marketing strategy. 
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Case Study: Airbnb's Sentiment Analysis for Guest Reviews 

The case study of Airbnb's sentiment analysis for guest reviews aligns with 

various scholarly works (Cheng & Jin, 2019; . highlighted the importance of 

understanding what Airbnb users care about, which resonates with Airbnb's 

focus on guest feedback (Cheng & Jin, 2019; Zhang et al., 2023). emphasized the 

power of sentiment expressions on peer-to-peer rental platforms, reflecting the 

significance of sentiment analysis in understanding consumer feedback (Zhang 

et al., 2023; Medhat et al., 2014). provided insights into sentiment analysis 

algorithms and applications, which underpin the methodology used by Airbnb 

in analyzing guest reviews (Medhat et al., 2014). Additionally, Ding et al. (2021) 

explored sources of satisfaction and dissatisfaction in Airbnb accommodation, 

aligning with Airbnb's goal of identifying emerging trends and issues in guest 

feedback data (Ding et al., 2021; Vassilikopoulou et al., 2022). contributed to the 

understanding of negative reviews through aspect-based sentiment analysis, 

which is relevant to Airbnb's approach in addressing cleanliness and 

maintenance concerns (Vassilikopoulou et al., 2022). Furthermore, Liu (2012) 

provided foundational knowledge on sentiment analysis and opinion mining, 

which forms the basis for Airbnb's sentiment analysis methodology (Liu, 2012; 

Guttentag, 2019). offered a literature review on Airbnb's progress, providing 

context for the platform's reliance on user-generated content and sentiment 

analysis (Guttentag, 2019). Lastly, Singh et al. (2021) conducted a sentiment and 

emotional analysis related to Airbnb's modified cancellation policy, 

demonstrating the relevance of sentiment analysis in response to consumer 

behaviour changes, such as during the COVID-19 pandemic (Singh et al., 2021). 

These references collectively support the significance of sentiment analysis in 

understanding consumer feedback and driving improvements in the hospitality 

industry, as exemplified by Airbnb's case study. 
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Navigating the Digital Landscape: Challenges and Opportunities 

In an era characterized by digitalization and data proliferation, consumer 

behaviour undergoes a paradigm shift, presenting both challenges and 

opportunities for marketers. Through a nuanced discussion, we examine the 

impact of digital technologies on consumer decision making, from personalized 

marketing algorithms to social media influencers. By drawing on empirical 

research and industry trends, we anticipate future directions in consumer 

behaviour theory, charting a course towards more adaptive and insightful 

marketing strategies. 

Personalization and Data-Driven Marketing: Balancing Relevance and Privacy 

Personalized marketing strategies have become increasingly prevalent in the 

digital age, leveraging consumer data and predictive analytics to deliver tailored 

messages and recommendations (Shah et al., 2018). By analyzing demographic, 

behavioural, and contextual data, marketers can segment audiences and 

customize content to meet individual preferences and needs (Bacile et al., 2014). 

However, the widespread collection and use of consumer data raise concerns 

about privacy, consent, and data ethics (Wirtz et al., 2007). The delicate balance 

between personalization and consumer privacy has sparked ethical debates and 

necessitated a closer examination of the implications of these practices (Martin, 

2023). 

In the dynamic realm of consumer behaviour, one thing remains constant: 

change. As societal values evolve, technologies advance, and markets fluctuate, 

our understanding of consumer behaviour must adapt in tandem. By embracing 

the interdisciplinary insights gleaned from psychology and sociology, we equip 

ourselves with the tools needed to navigate this ever-evolving landscape, 

unlocking new possibilities for innovation, empathy, and ethical engagement in 

the realm of marketing and commerce. 
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Bridging Theory and Practice: Case Studies in Consumer 

Behaviour 

To breathe life into theoretical frameworks, we turn to real-world case studies 

that illustrate the practical application of consumer behaviour theories in 

diverse contexts. 

Coca-Cola's Marketing Strategies: A Tale of Brand Loyalty 

The case study of Coca-Cola's marketing strategies and brand loyalty aligns with 

various scholarly works Ku hn & Gallinat (2013). explored the influence of 

anticipation of cola brands on gustatory processing in the brain, which resonates 

with the psychological mechanisms underpinning Coca-Cola's brand loyalty, 

particularly in terms of taste perception and brand cues. Additionally, LaTour et 

al. (2010) delved into the impact of childhood memories on consumer 

perceptions, shedding light on how emotional resonance and nostalgia 

intertwine to create a formidable consumer bond with Coca-Cola. Furthermore, 

Sultan et al. (2019) provided insights into consumer perception of brand 

awareness and loyalty, which is relevant to understanding the enduring success 

of Coca-Cola and its strategic maneuvers in maintaining brand loyalty. Moreover, 

Gertner & Rifkin (2017) discussed Coca-Cola's integrated marketing efforts and 

their impact on consumer engagement and brand value, which aligns with the 

critical analysis of Coca-Cola's marketing strategies and its mastery of consumer 

psychology. These references collectively support the critical analysis of Coca-

Cola's marketing strategies and brand loyalty, highlighting the psychological 

mechanisms and emotional resonance that contribute to its enduring success. 

Fast Fashion Phenomenon: The Zara Success Story 

Delving into the realm of fashion retailing, we explore the meteoric rise of Zara, 

a Spanish fast-fashion giant renowned for its agility and responsiveness to 
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consumer trends. Through a sociopsychological lens, we dissect Zara's unique 

business model, characterized by rapid production cycles, trend forecasting, and 

consumer-driven innovation. By analyzing Zara's strategic integration of 

psychology and sociology, we uncover the secrets behind its ability to capture 

the hearts and wallets of fashion-conscious consumers worldwide. 

Zara's success in the fast-fashion industry can be attributed to its unique 

business model, characterized by rapid production cycles, trend forecasting, and 

consumer-driven innovation. The company's ability to capture the hearts and 

wallets of fashion-conscious consumers worldwide can be understood through 

a sociopsychological lens, integrating psychology and sociology into its strategic 

approach (Lopez & Fan, 2009). Zara's internationalization process follows a 

classic "stage model," entering geographically or culturally close markets before 

expanding into more distant ones (Lopez & Fan, 2009). Additionally, Zara's 

success is linked to its fast-paced fashion business model, which has a short 

production cycle compared to its competitors (Gujral et al., 2016). The 

company's agility and responsiveness to consumer trends have allowed it to 

pioneer an approach to navigate the volatility of fast fashion, offering valuable 

lessons for companies facing rapidly changing markets (Sull & Turconi, 2008). 

Furthermore, Zara's marketing strategies have played a crucial role in its 

success. The company's ability to react quickly to phenomena and optimize its 

strategies has been essential in maintaining its edge over other brands, 

especially in local markets such as China. However, it is noteworthy that Zara's 

marketing and advertising activities are relatively limited compared to other 

brands in the global fast fashion industry. Despite this, Zara has managed to 

maintain its success through a clear and precise identification of itself, 

contributing to its viral marketing strategies. Moreover, Zara's supply chain 

management, particularly its super-responsive supply chain, has been a key 
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factor in its success. The company's ability to make initial shipment decisions for 

new products has led to increased total average season sales and a reduction in 

the number of unsold units at the end of the regular selling season. Additionally, 

Zara's success has been associated with its fast fashion model, which has 

disrupted the traditional fashion industry by rapidly refreshing its products with 

new styles, capturing media and consumer attention. 

In conclusion, Zara's success in the fast-fashion industry can be attributed to its 

unique business model, internationalization strategy, marketing approach, 

supply chain management, and agility in responding to consumer trends. By 

integrating sociopsychological perspectives, Zara has been able to revolutionize 

the fashion retailing industry and maintain its competitive edge in the global 

market. 

Empirical Insight 

In the quest to decipher consumer behaviour, empirical research serves as our 

guiding light, illuminating the hidden patterns and trends that shape market 

dynamics. 

The Influence of Social Media on Millennial Consumer Behaviour 

The impact of social media platforms on the purchasing decisions of millennial 

consumers has been a subject of recent empirical studies. These studies have 

revealed the profound influence of peer recommendations, influencer 

endorsements, and usergenerated content on millennials' brand perceptions 

and purchase intentions (Tauran et al., 2022; Hood, 2023; Chivandi et al., 2020; 

Amitay et al., 2020; Chiguvi & Musasa, 2022). For instance, research has shown 

that social media marketing has a positive and significant effect on brand image, 

which in turn influences purchasing decisions (Tauran et al., 2022). Additionally, 

the role of Instagram, a prominent social media platform, has been explored in 
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the consumer decisionmaking process of young adults, particularly in the 

context of apparel purchases (Hood, 2023). Furthermore, the influence of social 

media platforms and brand awareness on consumer decisionmaking and buying 

behaviour patterns has been examined, highlighting the importance of engaging 

millennial consumers with social media campaigns and mobile technology 

development (Chivandi et al., 2020; Chiguvi & Musasa, 2022). 

Moreover, the impact of influencer endorsements on purchase intention has 

been studied, with findings indicating that social media activity has a positive 

impact on brands, particularly among millennial women who tend to follow 

current trends (Amitay et al., 2020). Additionally, the study of the antecedents 

and consequences of Generation Y luxury fashion goods purchase decisions has 

shed light on the structural model of these decisions, emphasizing the attitudes, 

preferences, intentions, and decisions of millennials in the marketplace (Soh et 

al., 2017). Furthermore, the nexus between brand consciousness and 

psychological antecedents of consumer decision-making styles has been 

explored, revealing a positive relationship between brand consciousness and 

psychological antecedents among millennial consumers (Chiguvi & Musasa, 

2022). 

In conclusion, recent empirical studies have provided valuable insights into the 

mechanisms of social influence in the digital age, particularly in relation to the 

impact of social media platforms on the purchasing decisions of millennial 

consumers. These insights are crucial for marketers seeking to engage this 

coveted demographic, as they highlight the significance of peer 

recommendations, influencer endorsements, and user-generated content in 

shaping brand perceptions and purchase intentions among millennials. 
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Future Directions: Navigating Uncertainty in a Dynamic 

Landscape 

As we gaze into the crystal ball of consumer behaviour, we confront a landscape 

characterized by rapid change and uncertainty. Yet, amidst the flux, 

opportunities for innovation and adaptation abound. 

In an era marked by environmental consciousness and social activism, we 

forecast the ascendancy of conscious consumerism as a dominant force shaping 

market trends. From ethical sourcing and sustainable production to corporate 

social responsibility, consumers increasingly prioritize brands that align with 

their values and beliefs. By embracing this shift towards conscientious 

consumption, marketers can forge authentic connections with consumers and 

foster long-term brand loyalty. 

In the era of digital transformation, technological innovations such as artificial 

intelligence, augmented reality, and blockchain revolutionize the landscape of 

consumer behaviour. By harnessing the power of data analytics and machine 

learning, marketers gain unprecedented insights into consumer preferences and 

behaviours, enabling personalized marketing strategies and immersive brand 

experiences. However, with great power comes great responsibility, as 

marketers must navigate ethical considerations and privacy concerns in an 

increasingly data-driven world. 

In the realm of consumer behaviour, theory serves as our compass, guiding us 

through the labyrinth of human desires and societal influences. Yet, it is through 

the application of theory in practice, through case studies, empirical research, 

and strategic foresight, that we unlock the true potential of consumer insights. 

As we navigate the ever-evolving landscape of marketing and commerce, let us 



 

 

23 

      

remain steadfast in our commitment to understanding, empathizing, and 

engaging with consumers in meaningful ways. 

  



 

 

24 

      

References 

[1] Abel, T. (2008). Cultural capital and social inequality in health. Journal of 

Epidemiology & Community Health, 62(7), e13-e13.  

[2] Ajina, A. (2019). The perceived value of social media marketing: an 

empirical study of online word-of-mouth in saudi arabian context. 

Journal of Entrepreneurship and Sustainability Issues, 6(3), 1512-1527.  

[3] Bacile, T., Ye, C., & Swilley, E. (2014). From firm-controlled to consumer-

contributed: consumer co-production of personal media marketing 

communication. Journal of Interactive Marketing, 28(2), 117-133.  

[4] Bastos, A. (2010). Discovering digital cultural capital in london’s events 

of art and technology: reviewing the last decade..  

[5] Bearden, W. and Rose, R. (1990). Attention to social comparison 

information: an individual difference factor affecting consumer 

conformity. Journal of Consumer Research, 16(4), 461.  

[6] Beggs, A. and Graddy, K. (2009). Anchoring effects: evidence from art 

auctions. American Economic Review, 99(3), 1027-1039. 

[7] Belk, R. (2005). Exchange taboos from an interpretive perspective. 

Journal of Consumer Psychology, 15(1), 16-21.  

[8] Billig, M., Abrams, D., & Hogg, M. (1991). Social identity theory: 

constructive and critical advances.. Contemporary Sociology a Journal of 

Reviews, 20(6), 944.  

[9] Boston-Leary, K. (2024). Leveraging maslow's hierarchy of needs to 

build nursing's more inclusive future. Nursing Administration Quarterly, 

48(1), 55-64.  

[10] Burt, S., Johansson, U., & Thelander, A . (2011). Standardized marketing 

strategies in retailing? ikea’s marketing strategies in sweden, the uk and 

china. Journal of Retailing and Consumer Services, 18(3), 183-193.  



 

 

25 

      

[11] Chakraborty, S., Konwar, J., & Pandit, A. (2021). Ordinal to cardinal 

positional transformation of need hierarchy. Journal of Contemporary 

Issues in Business and Government, 27(02).  

[12] Chan, R., Wong, Y., & Leung, T. (2007). Applying ethical concepts to the 

study of “green” consumer behaviour: an analysis of chinese consumers’ 

intentions to bring their own shopping bags. Journal of Business Ethics, 

79(4), 469-481.  

[13] Chaney, K., Sanchez, D., & Maimon, M. (2018). Stigmatized-identity cues 

in consumer spaces. Journal of Consumer Psychology, 29(1), 130-141. 

[14] Chang, S. and Chou, C. (2018). Consumer intention toward bringing your 

own shopping bags in taiwan: an application of ethics perspective and 

theory of planned behaviour. Sustainability, 10(6), 1815.  

[15] Cheng, M. and Jin, X. (2019). What do airbnb users care about? an 

analysis of online review comments. International Journal of Hospitality 

Management, 76, 58-70.  

[16] Choi, J., Jeon, D., & Kim, B. (2019). Privacy and personal data collection 

with information externalities. Journal of Public Economics, 173, 113-

124.  

[17] Chowdhury, R. (2021). The ethics of nudging: using moral foundations 

theory to understand consumers' approval of nudges. Journal of 

Consumer Affairs, 56(2), 703-742.  

[18] Chung, H. and Zhao, X. (2006). Effects of perceived interactivity on web 

site preference and memory: role of personal motivation. Journal of 

Computer-Mediated Communication, 10(1), 00-00.  

[19] Clark, R. and Goldsmith, R. (2005). Market mavens: psychological 

influences. Psychology and Marketing, 22(4), 289-312.  

[20] Cullen, D. (1994). Feminism, management and self-actualization. Gender 

Work and Organization, 1(3), 127-137.  



 

 

26 

      

[21] Dhakal, S. and Lamsal, R. (2023). Impact of cognitive biases on 

investment decisions of investors in nepal. The Lumbini Journal of 

Business and Economics, 11(1), 35-48.  

[22] Ding, K., Choo, W., Ng, K., Ng, S., & Song, P. (2021). Exploring sources of 

satisfaction and dissatisfaction in airbnb accommodation using 

unsupervised and supervised topic modeling. Frontiers in Psychology, 

12.  

[23] Eid, W. (2020). Understanding muslim consumers halal food 

consumption intention. International Review of Management and 

Business Research, 9(1), 19-37.  

[24] Erel, U. (2010). Migrating cultural capital: bourdieu in migration studies. 

Sociology, 44(4), 642-660. 

[25] Fatma, M., Khan, I., & Rahman, Z. (2018). Csr and consumer behavioural 

responses: the role of customer-company identification. Asia Pacific 

Journal of Marketing and Logistics, 30(2), 460-477.  

[26] Ferrí n, P., Castro-Gonza lez, S., & Bande, B. (2020). Corporate social 

responsibility, emotions, and consumer loyalty in the food retail context: 

exploring the moderating effect of regional identity. Corporate Social 

Responsibility and Environmental Management, 28(2), 648-666.  

[27] Fournier, S. (1998). Consumers and their brands: developing 

relationship theory in consumer research. Journal of Consumer 

Research, 24(4), 343-353.  

[28] Fox, G., Lynn, T., & Rosati, P. (2022). Enhancing consumer perceptions of 

privacy and trust: a gdpr label perspective. Information Technology and 

People, 35(8), 181-204.  

[29] Fu, C., Luo, H., Liang, X., & Yu, S. (2023). The profit and risk in the 

interdisciplinary behaviour. Frontiers in Physics, 11.  



 

 

27 

      

[30] Gbadamosi, A., Fletcher, K., Sani, K., Panditharathna, R., & Bamber, D. 

(2021). Exploring the role of religion in consumer decision-making 

processes: perspectives on developing nations..  

[31] Gertner, D. and Rifkin, L. (2017). Coca-cola and the fight against the 

global obesity epidemic. Thunderbird International Business Review, 

60(2), 161-173.  

[32] Giessen, B., Rijken, N., & Louw, J. (2004). Brief research note: self 

congruity, reference groups, and consumer behaviour. Sa Journal of 

Industrial Psychology, 30(1).  

[33] Granot, E., Alejandro, T., & Russell, L. (2013). A socio-marketing analysis 

of the concept of cute and its consumer culture implications. Journal of 

Consumer Culture, 14(1), 66-87.  

[34] Gujral, M., Rauzela, M., & Chuchu, T. (2016). An application of the 

marketing mix and online marketing as a business strategy for smme 

cafes in south africa. Journal of Economics and Behavioural Studies, 

8(3(J)), 14-25.  

[35] Gupta, S. (2022). Application of predictive analytics in agriculture. 

Technoaretetransactions on Intelligent Data Mining and Knowledge 

Discovery, 2(4).  

[36] Guttentag, D. (2019). Progress on airbnb: a literature review. Journal of 

Hospitality and Tourism Technology, 10(4), 814-844.  

[37] Han, T. (2018). Determinants of organic cotton apparel purchase: a 

comparison of young consumers in the u.s.a. and south korea. 

Sustainability, 10(6), 2025.  

[38] Ho, T., Lim, N., & Camerer, C. (2006). Modeling the psychology of 

consumer and firm behaviour with behavioural economics. Journal of 

Marketing Research, 43(3), 307-331.  



 

 

28 

      

[39] Hoffmann, J., Nyborg, K., Averhoff, C., & Olesen, S. (2020). The 

contingency of corporate political advocacy: nike’s ‘dream crazy’ 

campaign with colin kaepernick. Public Relations Inquiry, 9(2), 155-175.  

[40] Ivanovska, L. and Karadakoska, E. (2015). Impact of e-marketing on 

consumer behaviour. Ekonomski Pogledi, 17(4), 67-81.  

[41] Jang, W., Kim, D., Lee, J., & Wann, D. (2019). The impact of hedonic and 

meaningful messages on sport consumers’ responses to athlete 

foundations: a focus on fan identification level. Communication & Sport, 

8(3), 346-363.  

[42] Japutra, A., Ekinci, Y., Simkin, L., & Nguyen, B. (2014). The dark side of 

brand attachment: a conceptual framework of brand attachment's 

detrimental outcomes. The Marketing Review, 14(3), 245-264.  

[43] Ji, L. and Liang, X. (2022). Reviewers’ identity cues in online product 

reviews and consumers’ purchase intention. Frontiers in Psychology, 12.  

[44] Jindal, R. and Malaya, D. (2015). Predictive analytics in a higher 

education context. It Professional, 17(4), 24-33. 

[45] Ju nior, J., Limongi, R., Lim, W., Eastman, J., & Kumar, S. (2022). A story to 

sell: the influence of storytelling on consumers' purchasing behaviour. 

Psychology and Marketing, 40(2), 239-261.  

[46] Khalida, L., Fadli, U., Savitri, C., & Faddila, S. (2022). The effect of 

promotions and consumer preferences on purchase decision., 982-986.  

[47] Khandelwal, U., Yadav, S., Tripathi, V., & Agrawal, V. (2018). E-consumer 

conformity and its impact on consumer attitude. Journal of Asia Business 

Studies, 12(4), 455-468.  

[48] Kra hmer, D. and Strausz, R. (2023). Optimal nonlinear pricing with data-

sensitive consumers. American Economic Journal Microeconomics, 

15(2), 80-108.  



 

 

29 

      

[49] Ku hn, S. and Gallinat, J. (2013). Does taste matter? how anticipation of 

cola brands influences gustatory processing in the brain. Plos One, 8(4), 

e61569.  

[50] Lamont, M. and Lareau, A. (1988). Cultural capital: allusions, gaps and 

glissandos in recent theoretical developments. Sociological Theory, 6(2), 

153.  

[51] LaTour, K., LaTour, M., & Zinkhan, G. (2010). Coke is it: how stories in 

childhood memories illuminate an icon. Journal of Business Research, 

63(3), 328-336.  

[52] Lei, S., Wang, S., Wu, L., & Tsai, F. (2019). Cognitive biases of consumers’ 

risk perception of foodborne diseases in china: examining anchoring 

effect. International Journal of Environmental Research and Public 

Health, 16(13), 2268.  

[53] Liao, J., Dong, X., Luo, Z., & Guo, R. (2020). Oppositional loyalty as a brand 

identity-driven outcome: a conceptual framework and empirical 

evidence. Journal of Product & Brand Management, 30(8), 1134-1147.  

[54] Lin, M., Cross, S., Jones, W., & Childers, T. (2018). Applying eeg in 

consumer neuroscience. European Journal of Marketing, 52(1/2), 66-91.  

[55] Liu, B. (2012). Sentiment analysis and opinion mining. Synthesis 

Lectures on Human Language Technologies, 5(1), 1-167.  

[56] Liu, T., Li, W., & Jia, X. (2022). Consumer data vulnerability, peer privacy 

concerns and continued usage intention of sharing accommodation 

platforms: the moderating roles of perceived benefits. Information 

Technology and People, 36(6), 2234-2258.  

[57] Liu, X., Zhou, Y., Qi, W., & Wang, J. (2022). Optimal pricing of online 

products based on customer anchoring-adjustment psychology. 

International Transactions in Operational Research, 31(1), 448-477.  



 

 

30 

      

[58] Lopez, C. and Fan, Y. (2009). Internationalisation of the spanish fashion 

brand zara. Journal of Fashion Marketing and Management, 13(2), 279-

296.  

[59] Luna, D. and Gupta, S. (2001). An integrative framework for cross-

cultural consumer behaviour. International Marketing Review, 18(1), 45-

69.  

[60] MacInnis, D. and Folkes, V. (2010). The disciplinary status of consumer 

behaviour: a sociology of science perspective on key controversies. 

Journal of Consumer Research, 36(6), 899-914. 

https://doi.org/10.1086/644610 

[61] Mandel, N., Rucker, D., Levav, J., & Galinsky, A. (2016). The compensatory 

consumer behaviour model: how self-discrepancies drive consumer 

behaviour. Journal of Consumer Psychology, 27(1), 133-146.  

[62] Manohar, S., Kumar, R., Saha, R., & Mittal, A. (2022). Examining the effect 

of emotional branding in building brand equity of social marketing 

campaigns: a case on swachh bharat, india. Society and Business Review, 

18(2), 197-218.  

[63] Markowska, B. (2018). Cultural capital as analytical category: between 

economy and culture. Zoon Politikon, Special Issue, 133-155.  

[64] Martin, K. (2023). Predatory predictions and the ethics of predictive 

analytics. Journal of the Association for Information Science and 

Technology, 74(5), 531-545.  

[65] Medhat, W., Hassan, A., & Korashy, H. (2014). Sentiment analysis 

algorithms and applications: a survey. Ain Shams Engineering Journal, 

5(4), 1093-1113.  

[66] Monferrer, D., Tena, M., & Estrada, M. (2019). Increasing customer loyalty 

through customer engagement in the retail banking industry. Spanish 

Journal of Marketing - Esic, 23(3), 461-484.  



 

 

31 

      

[67] Montoro–Pons, J., Caballer-Tarazona, M., & Garcí a, M. (2021). From 

pirates to subscribers: 20 years of music consumption research. 

International Journal of Consumer Studies, 45(4), 690-718.  

[68] Mosavi, S., Elham, R., & Ghaedi, M. (2013). Studying some of the factors 

that have effect on consumer propensity to observe, using nokia cell 

phone as a case. African Journal of Business Management, 7(35), 3403-

3409.  

[69] Naeem, M. (2020). The role of social media to generate social proof as 

engaged society for stockpiling behaviour of customers during covid-19 

pandemic. Qualitative Market Research an International Journal, 24(3), 

281-301.  

[70] Nasiry, J. and Popescu, I. (2011). Dynamic pricing with loss-averse 

consumers and peak-end anchoring. Operations Research, 59(6), 1361-

1368.  

[71] Norton, M., Mochon, D., & Ariely, D. (2011). The ikea effect: when labor 

leads to love. Journal of Consumer Psychology, 22(3), 453-460. 

https://doi.org/10.1016/j.jcps.2011.08.002 

[72] Obiegbu, C., Larsen, G., & Ellis, N. (2019). Experiential brand loyalty: 

towards an extended conceptualisation of consumer allegiance to 

brands. Marketing Theory, 20(3), 251-271.  

[73] Oishi, S. and Talhelm, T. (2012). Residential mobility. Current Directions 

in Psychological Science, 21(6), 425-430.  

[74] Osorio, J. and Ames, C. (2016). Predictive modeling of complications. 

Current Reviews in Musculoskeletal Medicine, 9(3), 333-337.  

[75] Park, J. and Feinberg, R. (2010). E-formity: consumer conformity 

behaviour in virtual communities. Journal of Research in Interactive 

Marketing, 4(3), 197-213.  



 

 

32 

      

[76] Park, J. and Ha, S. (2014). Understanding consumer recycling behaviour: 

combining the theory of planned behaviour and the norm activation 

model. Family and Consumer Sciences Research Journal, 42(3), 278-291.  

[77] Plaßmann, H., Venkatraman, V., Huettel, S., & Yoon, C. (2015). Consumer 

neuroscience: applications, challenges, and possible solutions. Journal of 

Marketing Research, 52(4), 427-435.  

[78] Quan, J. and Quan, Y. (2019). Effects of consumers’ strategic behaviour 

and psychological satisfaction on the retailer’s pricing and inventory 

decisions. Ieee Access, 7, 178779-178787.  

[79] Richins, M. (1997). Measuring emotions in the consumption experience. 

Journal of Consumer Research, 24(2), 127-146.  

[80] Roy, R., Sharma, P., Chan, R., & Potdar, V. (2021). Exploring the role of 

spotlight effect in pay-what-you-want (pwyw) pricing—an anchoring 

and adjustment perspective. Psychology and Marketing, 38(5), 866-880.  

[81] Shah, N., Steyerberg, E., & Kent, D. (2018). Big data and predictive 

analytics. Jama, 320(1), 27.  

[82] Shavitt, S., Torelli, C., & Wong, J. (2009). Identity-based motivation: 

constraints and opportunities in consumer research. Journal of 

Consumer Psychology, 19(3), 261-266.  

[83] Shoura, M. and Singh, A. (1999). Motivation parameters for engineering 

managers using maslow's theory. Journal of Management in Engineering, 

15(5), 44-55.  

[84] Sicilia, M. (2005). Teaching e-commerce personalization technology: the 

need for a comprehensive view. Journal of Information Technology 

Education Research, 4, 085-096.  

[85] Silwal, P. and Bajracharya, S. (2021). Behavioural factors influencing 

stock investment decision of individuals. International Research Journal 

of Management Science, 6(1), 53-73.  



 

 

33 

      

[86] Singh, N., Teotia, Y., Singh, T., & Bhardwaj, P. (2021). Covid-19 pandemic: 

a sentiment and emotional analysis of modified cancellation policy of 

airbnb., 633-644.  

[87] Soper, B., Milford, G., & Rosenthal, G. (1995). Belief when evidence does 

not support theory. Psychology and Marketing, 12(5), 415-422.  

[88] Sull, D. and Turconi, S. (2008). Fast fashion lessons. Business Strategy 

Review, 19(2), 4-11.  

[89] Sultan, K., Akram, S., Abdulhaliq, S., Jamal, D., & Saleem, R. (2019). A 

strategic approach to the consumer perception of brand on the basis of 

brand awareness and brand loyalty. International Journal of Research in 

Business and Social Science (2147-4478), 8(3), 33-44.  

[90] Tiehen, J. (2022). The ikea effect and the production of epistemic goods. 

Philosophical Studies, 179(11), 3401-3420.  

[91] Torelli, C., Oh, H., & Stoner, J. (2020). Cultural equity: knowledge and 

outcomes aspects. International Marketing Review, 38(1), 99-123.  

[92] Uncles, M., Dowling, G., & Hammond, K. (2003). Customer loyalty and 

customer loyalty programs. Journal of Consumer Marketing, 20(4), 294-

316.  

[93] Vassilikopoulou, A., Kamenidou, I., & Priporas, C. (2022). Negative airbnb 

reviews: an aspect-based sentiment analysis approach. Euromed Journal 

of Business.  

[94] Wang, E. (2019). Role of privacy legislations and online business brand 

image in consumer perceptions of online privacy risk. Journal of 

Theoretical and Applied Electronic Commerce Research, 14(2), 0-0.  

[95] Wang, W. (2022). Data marketing optimization method combining deep 

neural network and evolutionary algorithm. Wireless Communications 

and Mobile Computing, 2022, 1-10.  



 

 

34 

      

[96] Wang, X., Yuen, K., Wong, Y., & Teo, C. (2018). E-consumer adoption of 

innovative last-mile logistics services: a comparison of behavioural 

models. Total Quality Management & Business Excellence, 31(11-12), 

1381-1407.  

[97] Wei, Z. and Ma, Y. (2022). The limitation and optimization of maslow's 

hierarchy of needs theory in enterprises’ application. BCP Business & 

Management, 17, 161-168.  

[98] Wells, V. and Martin, D. (2017). Research frontiers in cognitive, socio-

cognitive, behavioural, social and applied psychology: implications for 

marketing theory and consumer research. Journal of Marketing 

Management, 33(11-12), 873-877.  

[99] White, K., Habib, R., & Hardisty, D. (2019). How to shift consumer 

behaviours to be more sustainable: a literature review and guiding 

framework. Journal of Marketing, 83(3), 22-49.  

[100] Widyatmoko, W. (2022). Development of marketing strategy through 

social media impact on consumer behaviour in the digital era. 

Proceeding of the International Conference on Economics and Business, 

1(1), 112-120.  

[101] Winterich, K. and Barone, M. (2011). Warm glow or cold, hard cash? 

social identity effects on consumer choice for donation versus discount 

promotions. Journal of Marketing Research, 48(5), 855-868.  

[102] Wirtz, J., Lwin, M., & Williams, J. (2007). Causes and consequences of 

consumer online privacy concern. International Journal of Service 

Industry Management, 18(4), 326-348.  

[103] Xiao, H. (2020). Anchoring in international merger and acquisition 

equity decisions: evidence from chinese firms. Baltic Journal of 

Management, 15(3), 395-410. https://doi.org/10.1108/bjm-04-2019-

0124 



 

 

35 

      

[104] Xie, Z., Cao, X., Yan, L., & Wu, X. (2018). Decisions on investing social funds 

in technology research and development based on cognitive psychology. 

Neuroquantology, 16(6).  

[105] Yang, K., Kim, H., & Zimmerman, J. (2020). Emotional branding on fashion 

brand websites: harnessing the pleasure-arousal-dominance (p-a-d) 

model. Journal of Fashion Marketing and Management, 24(4), 555-570.  

[106] Zeugner-Roth, K., Z abkar, V., & Diamantopoulos, A. (2015). Consumer 

ethnocentrism, national identity, and consumer cosmopolitanism as 

drivers of consumer behaviour: a social identity theory perspective. 

Journal of International Marketing, 23(2), 25-54.  

[107] Zhang, X., Wei, X., Zhang, T., Liang, S., Ma, Y., & Law, R. (2023). Power of 

sentiment expressions on peer-to-peer rental platforms: a mixed-

method approach. Journal of Travel Research, 63(2), 428-446.  

[108] Zhou, J. (2021). How consumer behaviours shape digital marketing. 

[109] Zong, Y. and Guo, X. (2022). An experimental study on anchoring effect of 

consumers’ price judgment based on consumers’ experiencing scenes. 

Frontiers in Psychology, 13. 

 

 

 

 


