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Buying Behavior

Buying behavior refers to the thought processes, perceptions, feelings, and actions
of consumers before, during, and after a purchase. n

In the digital age, buying behavior is characterized by:

 Non-linear behavior

e Data and review driven

e Simultaneous interaction with multiple brand touchpoints
e Increased consumer decision-making power




Buying Behavior
1.Non-linear behavior o thsceens

Purchasing decisions are often based more on
"Information from others" than solely on
information from the brand, especially user-

generated content (UGC).
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Buying Behavior
2.Data and review driven

Purchasing decisions are often based more on

"Information from others" than solely on information

Star Ratings’ Impact on Purchase Probability

from the brand, especially user-generated content (UGC).
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Online reviews are the most helpful source of influence
towards making a purchase decision
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Effect on conversion rate after interacting with review
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Buying Behavior
3.Simultaneous interaction with multiple brand touchpoints

DIGITAL TOUCHPOINTS

OFFERS TO CUSTOMERS

EMAIL % .
. . WEBSITES/LANDING PAGES 'V EB SELF-SERVICE - .
PAID CONTENT - COMMUNITY EMAIL

@ sociaLmenia 9

SEARCH . e "B crar LOYALTY PROGRAM

. 3RD PARTY SITES - SURVERY
ONLINE DISPLAY . MOBI‘ISITE @ rwirTer/sociaL |

AWARENESS CONSIDERATION : SERVICE - LOYALTY EXPANSION

. WORD OF MOUTH . AGENT/BROKER & MAILINGS

. . D'RECTMA'L @ cnucemafn}n”

STORE/BRANCH OFFERS IN INVOICE

RADIO, TV
PRINT AND OUTDOOR

PHYSICAL TOUCHPOINTS

Customer Marketing -
. Allianc: ' MANAGED TOUGHPOINT . EARNED TOUCHPOINT

Consumers interact with brands through multiple channels simultaneously,
without a clear separation between online and offline.



Buying Behavior

4.Increased consumer decision-making power

. L EMPOWERED CONSUMER
Consumers are not merely passive recipients IN THE DIGITAL AGE

of information, but also have the power to
choose, compare, criticize, and voice their
opinions publicly.

CONSUMER POWER KEY BEHAVIORS
ﬂ'ﬂ Block Ads v Not Loyal to Old Brands
g Critique Brands : Expect Quick Response
%_ Mobilize and Advocate ] /.;».\:‘ Care About Ethics

MARKETING STRATEGIES TO ADAPT

I e D s

Communicate Communicate Focus on Customer
Honestly & Quickly Honestly & Quickly Experience



Consumer Decision-Making Process
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Identify a need or | 4 Research for
problem solutions

CONSUMER E d
immsd! DECISION-MAKING | gt
PURCHASE PROCESS EVALUATION

& LOYALTY OF ALTERNATIVES

Make a purchase & Compare options
become loyal g :

DECISION . < DECISION TRIAL /
CONFIDENCE @~ CONFIDENCE EXPERIENCE

Feel confident to buy Feel confidenttobuy  Try or use the product

Needs, perceptions, learning, memory, attitudes,
beliefs, personality, and cognitive biases.



Traditional Customer Journey
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CUSTOMER JOURNEy

CUSTOMER
JOURNEY

IN THE DIGITAL AGE

Customer Journey
in the Digital Age -

SEARCH  SOCIAL |NFLUENCER MARKETPLACE WEBSITE  REVIEW
ENGINE MEDIA /APP  PLATFORM

& Non-linear Real-time data 2 Customer-centric



From Funnel to Journey & Ecosystem




Summary







