DECODING THE
THE CONSUMER.

Inside the black box of buying behavior
and strategic marketing.
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Every purchase is a measurable L

psychological reaction.

Human Behavior

- Actions or reactions in various situations
- Both planned and unplanned by nature
- Includes external actions and deep internal states
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Consumer Behavior

- Specific actions to buy and consume goods
- Highly intentional decision processes
- Driven by a singular goal to satisfy personal needs
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The four primary categories of buyers

in the modern market.
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Individual Consumers

Buying for personal or family daily use;
heavily driven by psychology

250

Business Buyers

Purchasing goods and raw materials
for production or operations

I

Government Buyers

Public entities buying for societal projects
via strict procurement

i

Resellers

Purchasing from manufacturers in
bulk to sell for profit
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The foundational diagnostic toolkit
for mapping customer behavior.

How:

making the purchase?

How do they go about ||

Whom:

Who is the ultimate G-

decision-maker?

Why:
Why do they need
to buy it?

| Who:

Who is our target
audience?

What:

0 What exactly does

the consumer want?

;

When:

When will they use
the service?

Where: |

Where can they buy |
or use the service?

N
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The stimulus-response paradigm of the
Smith and Taylor Black Box Model.

Black Box
Inputs (Intervening Outputs
Stimulus Variables) Response
Variables Variables
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External stimuli shape the context
of every commercial decision.

Culture & Society

Societal values, customs, and trends.

Economic

Macro conditions, inflation, and income levels.

Social Groups
Influence of family, friends, and peers.

Tech & Innovation

Advancements shifting how people live.
e | — = —

Physical & Legal

Environmental contexts and regulations.
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The seven tactical engines used

to engineer marketing stimuil..

e o —t
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Sales Advertising Public Distribution Digital Event After-Sales
Promotion Relations Marketing Marketing Service
Discounts, TV, Social Media, CSR events, Offline stores, Google Ads, Exhibitions, Repairs,
BOGO, Samples Influencers Media Relations E-commerce SEQO, Email Workshops Post-purchase
care

Engineered
Stimuli
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The internal psychological wiring that
dictates perception and choice.

Motivation

The underlying drive
to satisfy a need.

Life Cycle Perception
Shifting priorities How information is
based on age. ' ’ interpreted.
. dgt?;:ﬂ";'gg Beliefs & Attitudes
experiences. Pre-existing mindsets.

Personality

Individual traits and
characteristics.
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The cognitive journey from initial awareness
to option evaluation.
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Step 1:

Perception

Awareness via |
ads or
word-of-mouth.

iy | Active data

/-

Step 2:
Information
Search

gathering and
reading reviews.

Step 3:
Evaluation of
Alternatives

Weighing features,
price, and benefits.
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The moment of commitment and
the resulting post-purchase reality.

Step 4: \ 5 Step 5: | Step 6:
Purchase ' Post-Purchase’ Attitudes &
Decision J Behavior Feelings

e —— e b

' Solidified perception
dictating all future
behavior.

: The reality of

7 - satisfaction resulting
in repeat buys or
churn.

~ The final selection,
swayed by immediate
promotions.
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Synthesizing alternative behavioral models
refines our strategic view.

Meldrum & McDonald Model

External factors | [ BUyer's Black BoX | fr——p- Outcomes

Blythe Model
Cognition
(Learning/Knowing)
Personal &
Environmental Consumer Behavior |F= {’xf'fe-::_t.
(Feeling/Liking)
Factors -

Conation
(Desire/Intention)
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Economics

Value, pricing, and
macro constraints.
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Consumer behavior is a multidisciplinary science.

Consumer Behavior Studies

[ s R

Psychology

Motivations,
learning, and
perception.

Sociology

Group dynamics
and social status.

I
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Anthropology

Deep cultural values
and evolution.
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Modern macro-trends are fundamentally
rewiring consumer expectations.

O'I From Product to Customer

Obsessing over customer needs over pushing products.

02 Market Segmentation

Targeting specific niches rather than mass marketing.

03 Lifetime Value Focus

Prioritizing long-term relationship retention.

0 4 Hyper-Customization

Tailoring to precise, individual interests.

0 5 The Internet Catalyst

Digital connectivity accelerating all modern behavior.
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The ripple effect of consumer insights extends far beyond sales.

/]

Consumers & Society
| (To build a market serving human needs) |-

/

3 f

Academics
(To further behavioral science)

““\“ﬂ\ RS
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Ma rketlng Manager5
(T::- design better strategles}

_ﬁ__—___““aﬁ

N

Ethicists & Advoca

\

y

(To prcaten:t vulnerable populations)

(1]

Consumer
Insights

3

Policymakers & Regulators
(To draft fair trade laws)

\\\\\ S—
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Behavioral insights dictate every facet of marketing strategy.

Marketing Strategies (The Marketing Mix) |

Promotion &
Communication
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