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Consumer
Psychology
and
Behavior
on
Social Media



How consumers
think, feel, and act



Model of Consumer Behavior
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Marketing

“Meeting
needs
profitably”



Value

the sum of the
tangible and
intangible
benefits and costs



Value

Total
customer

benefit

Customer
perceived

value

Total
customer

cost

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012
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Customer Value Triad

Quality, Service, and Price
(asp)

Quality

Service Price
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Value and Satisfaction

* Marketing

— identification, creation, communication, delivery,
and monitoring of customer value.

e Satisfaction

— a person’s judgment of a product’s
perceived performance
in relationship to
expectations

12



Building
Customer Value,
Satisfaction,
and
Loyalty



Customer Perceived Value,
Customer Satisfaction, and Loyalty

Customer
Perceived
Performance

Customer
Perceived

Customer Customer

: : ]
Value | Satisfaction | oyalty

Customer
Expectations

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012 14



Customer Perceived Value

Product benefit

Total
customer

benefit

Services benefit

Personnel benefit

Customer
perceived

value

Image benefit

Monetary cost

Total
customer

cost

Time cost

Energy cost

Psychological cost

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012
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Satisfaction

“a person’s feelings of pleasure or
disappointment that result from comparing a
product’s perceived performance (or outcome)
to expectations”
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Loyalty

“a deeply held commitment to
rebuy or repatronize

a preferred product or service

In the future

despite situational influences and
marketing efforts having the
potential to cause switching
behavior.”
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Customer Value Analysis

. ldentify the major attributes and benefits customers
value

. Assess the quantitative importance of the different
attributes and benefits

. Assess the company’s and competitors’ performances
on the different customer values against their rated
importance

. Examine how customers in a specific segment rate the
company’s performance against a specific major
competitor on an individual attribute or benefit basis

. Monitor customer values over time

18



Components of the
Marketing Offering

Value-based prices

Attractiveness
of the
Product market offering

features mix
and quality and quality

Services
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Product Levels:
The Customer-Value Hierarchy

................ « Potential product

......... * Augmented product

""" * Expected product
~--"* Basic product

---» Core benefit

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012
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Analyzing Consumer Markets

 The aim of marketing is to meet and satisfy

target customers’ needs and wants better
than competitors.

* Marketers must have a thorough
understanding of

how consumers think, feel, and act

and offer clear value to each and every target
consumet.

21



Factors Affecting Consumer Behavior

Source: http://www.itinfopoint.com/post/55/factors-affecting-consumer-behavior/ 22



The Evolution of
Marketing Management

Marketing Mix Modern Marketing Marketing Mix
Four Ps Management Four Ps Four Cs
Customer
Product People .
solution
Place Processes Customer cost
Promotion Programs Convenience
Price Performance Communication




Marketing 4Ps and 4Cs

: Customer : Social
l Satisfaction | Media
' !
Marketing Mix Modern Marketing : Marketing : Marketing
Four Ps Management I Four Cs I New Four Ps
Four Ps : : by Kim Kadlec (2012)
' !
l Customer
Product People I : : Purpose
I solution '
' |
l l
|
Place Processes I Customer cost : Presence
l l
' !
' |
|
Promotion Programs I Convenience : Proximity
' |
l l
' !
|
Price Performance 1] | Communication : Partnership
' !
' I




What Influences
Consumer Behavior?

e Cultural Factors
e Social Factors
e Personal Factors

25



Consumer Behavior

* Consumer behavior is the study of how
individuals, groups, and organizations select,
buy, use, and dispose of goods, services, ideas,
or experiences to satisfy their needs and
wants.

* Marketers must fully understand both the
theory and reality of consumer behavior.

26



Key Psychological Processes

Motivation

— Freud, Maslow, Herzberg

Perception

— Perception is the process by which
we select, organize, and interpret information
inputs to create a meaningful picture of the world

Learning
Emotions

Memory

27



Maslow’s Hierarchy of Needs

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012
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Maslow’s hierarchy of human needs
(Maslow, 1943)

Self-
actualization

/ Esteem \
/N
/= N\
/ Survival \

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Maslow’s Hierarchy of Needs

Self-fulfillment

needs

Psychological
R L | needs

Belongingness and love needs:
intimate relationships, friends

Source: http://sixstoriesup.com/social-psyche-what-makes-us-go-social/
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Social Media Hierarchy of Needs

Hierarchy of Needs

S
o Self
Actualization

Maslow’s Social Media

Optimization &
Monetization

Personal
Branding

Community
Building

Love &
Belonging

Ky
/ Safety &

Security Structure

Existence

Physiological
SR (Presence)

Social Media Hierarchy of Needs - by John Antonios
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Social Media Hierarchy of Needs

Self actualization @ Creativity & sense-making

Love/ Belongmg / \Frlondshlp and family
Safety / \mploymenf

PhysiologicV \h nnnnnnn .
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The Social Feedback Cycle
Consumer Behavior on Social Media

Marketer-Generated User-Generated

P

Form
Use Opinion 1alk

\

Awareness | Consideration

-

Source: Evans et al. (2010), Social Media Marketing: The Next Generation of Business Engagement
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The New Customer Influence Path

Awareness

| m You
. 1
Consideration g;\
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Engagement

Structured Engagement
Engagement Process on Social Media

Collaboration

Source: Evans et al. (2010), Social Media Marketing: The Next Generation of Business Engagement
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Nothing
IS
so practical
as a
good theory



Theory

* a set of propositions or
an abstract conceptualization
of the relationship between
entities.
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Purpose of theory

* increase scientific understanding
through a systematized structure
capable of both explaining and
predicting phenomena (Hunt, 1991)
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Theory

e astatement of relations among concepts
within a set of boundary assumptions and
constraints (Bacharach, 1989)

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Marketing

ldentifying
and
meeting
human and social needs

Source: Kotler and Keller (2011)



Basis of Marketing Theory




Disciplinary Underpinnings of
Marketing Theory

The economics basis of marketing
The psychological basis of marketing

The sociological basis of marketing

Cultural aspects of marketing
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Psychological foundations of

Motivation
Perception

marketing

Decision making

Attitudes

Persuasion

Sou

rce: Backer & Saren (2009), Marketing Theory: A Student Text, 2"

Edition,

Sage
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Psychological Constructs and
Some Associated Marketing Areas

Psychological

Marketing areas

Construct

Learning Brand recall, loyalty

Motivation Consumer needs, choice conflicts
Perception Product packaging, advertising content
Decision Brand selection, consumer involvement,
making post-purchase evaluation

Attitudes Customer satisfaction, trust, ad influence

Personality

Consumer segmentation, materialism, addictions

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Motivation

* both physiological needs (e.g. hunger, thirst,
pain avoidance, security, maintenance of body
temperature)
and psychogenic needs (e.g. achievement,
affiliation, status, approval, power)
motivate consumer behaviour

Source : Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Motivation and
Psychological Needs

* the waste of money and/or resources by
people to display a higher status than others’
is clearly linked to the psychological ego-
related needs for status, approval and self-
confidence, although it may be influenced in

part by extrinsic factors, such as social norms
and cultural values

Source : Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Overall Model of Consumer Behavior

External
Influences

S eriences and Acquisitions

Culture Decision
Subculture Process
Demographics St
Social Status Sliuations
Reference Groups Problem
Family Recognition
Marketing Activities
Information
Self-Concept Search

and

Lifestyle Desires
: y ' Alternative Evaluation

Internal and Selection
Influences

. > Qutlet Selection
Perception and Purchase
Learning
I'\\/Iﬂe?ory Postpurchase
0 |ve§ Processes
Personality
Emotions
Attitudes

. . oNS

Source: J. Paul Peter and Jerry Olson (2004), Consumer Behavior & Marketing Strategy, 7th edition,, McGraw-Hill/Irwin 47



EXHIBIT W4.1.1

EC Consumer Behavior Model

Consumer Environmental Merchant and Intermediary
Characteristics Characteristics Characteristics
Aga Flow Cutture Brand reputation
Gender Safisfaction Nomative social influsnce Tshworthiness
Ethinicity Experienca {Peer/superior influence) Policies and procedures
Independent | Educafion  Prefarence Informational social influance ST IIEEIIT I T T
Variables | Lifastyle Habit Legal, institutional, govemmint,
Psychological Trust regulations, political
makaup Aftitude
Knowladga Innovativenass
Values Parsonality
Market Stimuli Buyers’ Decisions
Product/Service + (depandant variablos)
Characteristics Consumer Onling
Productservice knowledge > ¥
Product’saervice type Intnnﬂurﬁ Purchase Repurchase
Product/service availability y
Product/zervice customization
Product’service quality
S EC Systems (Technology and Web Site Variables)
Diffarentiation Payment and Logistics Web Site Features Customer
Frequency of purchase Supports Service
Tangibility Payment Options Accuracy Simple design  FAQs
gm"-i'id Delivery Options Up-to-date Mavigation Email
Timeliness and accuracy of  Information Eassof use  Call Canters
T order dalivery presentation Consistency Personalization
Condition of product received Completenass Access One-to-ona
Security markating
Intervening .| Privacy
Variables v

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3" edition, Pearson
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Customer Satisfaction in EC

Information Quality

Accuracy of Content

Up-to-Date Content

Information Presentation

(Visual representation of products)
Completeness of Content
(Detailed description of products)

Privacy and Security
Simple Design

Ease of Navigation
Ease of Use
Consistency of Web Site

Flexibility (Billing and Delivery Option)
Timeliness of Order Delivery
Accuracy of Order Delivery

Condition of Products Received
Responsiveness

Fairness of Policies and Procedures

Empathy (Compensation and Apologies)

Consumer Satisfaction
with an Internet Store

________

Copyright ©2011 Pearson Education, publishing as Prentice Hall

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3" edition, Pearson
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TRUST IN EC

* Trust

The psychological status of
willingness to depend on another
person or organization.

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3" edition, Pearson
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EC Trust Models

Trust Certificates and Seals
Vendor Evaluation (BBBOnline)
Product Evaluation
Consumer Endorsement
Co-Branding
Alliances/Affiliates

Web Site Design

Return Policy

Privacy Statement

Free Samples

Education Efforts by Vendor
(The use of security, size, and
financial resources)
Simplicity of Shopping

Recommendation Agent
Avatar /

\ E Security and Privacy | A

Trustworthiness of
Internet Merchant

Competency
Benevolence

Y

Security Control

E Integrity
+ Privacy Control

>
7>

Trustworthiness of
Shopping Channel

Reliability
Understandability

Trust in
Internet Merchant

Payment and Logistics

Trust in Internet
as Shopping Channel

EC Trust

Business Culture

Effective Law

1
1
1
i Consumer Protection
1
1
|
1

Trust in Business and
Regulatory Environments

_________ SR PRSI P

Copyright ©2011 Pearson Education, publishing as Prentice Hall

Demographics, Previous Experience,
Personality, Cultural Difference

Source: Turban et al. (2010), Introduction to Electronic Commerce, 3" edition, Pearson
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Theories used in
IS research

88 Theories



http://is.theorizeit.org/

88 Theories used in IS research

. Absorptive capacity theory

. Actor network theory

. Adaptive structuration theory

. Administrative behavior, theory of
. Agency theory

. Argumentation theory

. Behavioral decision theory

. Boundary object theory

O 00 N O 1 B W N B

. Chaos theory
10. Cognitive dissonance theory

Source: Larsen, K. R., Allen, G., Vance, A., Eargle, D. (Eds.) (2015). Theories Used in IS Research Wiki. http://IS.Theorizelt.org 53



http://is.theorizeit.org/

11.
12.
13.
14.
15.
16.
17.
18.
19.
20.

88 Theories used in IS research

Cognitive fit theory
Cognitive load theory
Competitive strategy (Porter)
Complexity theory
Contingency theory

Critical realism theory

Critical social theory

Critical success factors, theory of
Customer Focus Theory
Deferred action, theory of

Source: Larsen, K. R., Allen, G., Vance, A., Eargle, D. (Eds.) (2015). Theories Used in IS Research Wiki. http://IS.Theorizelt.org >4



http://is.theorizeit.org/

31
32
33
34
35
36

37.
38.
39.
40.

88 Theories used in IS research

. Flow theory

. Game theory

. Garbage can theory

. General systems theory

. General deterrence theory

. Hermeneutics

Source

llusion of control

mpression management, theory of
nformation processing theory
nstitutional theory

: Larsen, K. R., Allen, G., Vance, A., Eargle, D. (Eds.) (2015). Theories Used in IS Research Wiki. http://IS.Theorizelt.org
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41.
42.
43.
44.
45.
46.
47.
48.
49.
50.

88 Theories used in IS research

International information systems theory

Keller's Motivational Model

Knowledge-based theory of the firm

Language action perspective

Lemon Market Theory

Management fashion theory

Media richness theory

Media synchronicity theory

Modal aspects, theory of
Multi-attribute utility theory

Source

: Larsen, K. R., Allen, G., Vance, A., Eargle, D. (Eds.) (2015). Theories Used in IS Research Wiki. http://IS.Theorizelt.org

56


http://is.theorizeit.org/

51.
52.
53.
54.
55.
56.
57.
58.
59.
60.

88 Theories used in IS research

Organizational culture theory
Organizational information processing theory
Organizational knowledge creation

Organizational learning theory
Portfolio theory

Process virtualization theory
Prospect theory

Punctuated equilibrium theory
Real options theory
Resource-based view of the firm

Source: Larsen, K. R., Allen, G., Vance, A., Eargle, D. (Eds.) (2015). Theories Used in IS Research Wiki. http://IS.Theorizelt.org >7



http://is.theorizeit.org/

61.
62.
63.
64.
65.
66.
67.
63.
69.
/0.

88 Theories used in IS research

Resource dependency theory
Self-efficacy theory
SERVQUAL

Social capital theory

Social cognitive theory

Social exchange theory

Social learning theory

Social network theory

Social shaping of technology
Socio-technical theory

Source: Larsen, K. R., Allen, G., Vance, A., Eargle, D. (Eds.) (2015). Theories Used in IS Research Wiki. http://IS.Theorizelt.org >8



http://is.theorizeit.org/

/1.
72.
/3.
/4.
/5.
/6.
/7.
/8.
79.
30.

88 Theories used in IS research

Soft systems theory

Stakeholder theory

Structuration theory

Task closure theory
Task-technology fit

Technological frames of reference
Technology acceptance model
Technology dominance, theory of

Technology-organization-environment framework
Theory of collective action

Source: Larsen, K. R., Allen, G., Vance, A., Eargle, D. (Eds.) (2015). Theories Used in IS Research Wiki. http://IS.Theorizelt.org 59
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31.
32.
33.
34.
85.
36.
37.
38.

88 Theories used in IS research

Theory of planned behavior

Theory of reasoned action

Transaction cost economics

Transactive memory theory

Unified theory of acceptance and use of technology

Usage control model

Work systems theory

Yield shift theory of satisfaction

Source

: Larsen, K. R., Allen, G., Vance, A., Eargle, D. (Eds.) (2015). Theories Used in IS Research Wiki. http://IS.Theorizelt.or

9]
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Top 10 IS Theories 2014

Institutional t
Social networ

Contingency t

neory (9.4%)
k theory (6.7%)
neory (6.6%)

Organizationa

© 0 N O U A W DNhPRE

culture theory (5.8%)

Transaction cost economics (5.6%)

DelLone and McLean IS success model (5.1%)
Technology acceptance model (5.1%)
Socio-technical theory (4.8%)

Garbage can theory (4.0%)

10. Diffusion of innovations theory (3.7%)
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Social Media Services and
Information Systems

* Social Media Services (SMS)
* |Information Systems (IS)
 Computer Mediated Communication (CMC)
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Theories of Information Systems

Theory of Reasoned Action (TRA)
Technology Acceptance Model (TAM)
Theory of Planned Behavior (TPB)

Unified Theory of Acceptance and Use of
Technology (UTAUT)

Integration of User Satisfaction and
Technology Acceptance (IUSTA)

63



(1975)

r————.————-—-—-————---———--———--------

+

-

TRA |

Fig. 1.1 Schematic pr
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——=—— Feedback
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I 1
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obgect X 3 L}
N N
1
I
1
___________________________
ion of ptual fr k relating beliefs, attiudes,

intentions, and behaviors with respect 1o a given object.

Inieniion 1o
perform behavior X

1
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Fig. 1.2 Schematic presentation ol conceptual framework [or the prediction of spe-

cific intentions and behaviors.

Fishbein, M., & Ajzen, |. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to Theory and

Research. Reading, MA: Addison-Wesley.
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Fiure 1. Theory of Reasoned Action (TRA).

Davis,F.D.,R.P.Bagozzi and P.R.Warshaw,“User acceptance of computer technology : A comparison of two
theoretical models ”,Management Science,35(8),August 1989,pp.982-1003 65
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Ajzen, I., (1985) “From Intentions to Actions: A Theory of Planned Behavior,” in J. Kuhl and J. Beckmann (Eds.)
Action Control: From Cognition to behavior, Springer Verlag, New york, 1985, pp.11-39. 66



TPB
(1989)

Beliefs and
Evaluations

(E byeg)

MNormalive Beliefs
amd Motivation to
comply (£ nb;me;)

Behavioral

Iritention
1B

Actual

Behavior

%

Subjective
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Bahavigral ballafs { Attitudsa
and —n toward the

outcoma evaluations bahav o

Narmative ballafs Sub ject lva
and

motivation to comply Norm

Control ballefs Pﬂréalvad
and — bahavioral

percelved facilitatlon control

FIG. 10.2. Theory of planned behavior,

Intant lon

(=]

Ficure |. Theory of Reasoned Action (TRA).

Bahavior

=

'd-

Ajzen, I., (1989) “Attitude Structure and Behavior,” in A. R. Pratkanis, S. J. Breckler, and A. G. Greenwald(Eds.),
Attitude Structure and Function, Lawrence Erlbaum Associates, Hillsdale, NJ, 1989, pp.241-274.
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Beliefs and
Evaluations

(E byeg)

Attinade
Toward

TPB

MNormalive Beliefs
amd Motivation to
comply (£ nb;me;)

Subjective

Mom

(1991)

FIG. 1. Theory of planned behavior

(50)

Behavior (A1 \

Behavioral
Iritention
1B

Actual
Behavior

%

Ficure |. Theory of Reasoned Action (TRA).

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes,

50, 179-211.
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(1989)
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FiGURE 2. Technology Acceptance Model ({ TAM ).
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Systim
Use

Davis,F.D.,R.P.Bagozzi and P.R.Warshaw,“User acceptance of computer technology : A comparison of two
theoretical models ”,Management Science,35(8),August 1989,pp.982-1003
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Anthtude Behavioral

Actual

o=

T A M 2 b S
(2000) Figure 2. Technology Acceptance Model (TAM ).
Flgure 1 Propased TAM2—Extension of the Technology Acceptance Model
Experience Voluntariness
Subjective \ \\! /
\\’ ] Perceived
Image Usefulness
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Tob to Use Behavior
Relevance

Perceived

Ease of Use
Output T

. echnology Acceptance Model
Quality &
Result
Demonstrability
Venkatesh, V., & Davis, F. D. (2000) “A theoretical extension of the technology acceptance model: Four
longitudinal field studies”, Management Science, 46(2), pp. 186-204. 71
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