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UNIT I - INTRODUCTION TO DIGITAL MARKETING

TOPIC 6 - Consumer Online usage and Behavior
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Demographic Behavioural Psychographic
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4 \
’ \
)
j - \
!
| 1
! |
' <
‘ Q
1
|
N J
\

Technographic Transactional
segmentation segmentation

Consumer Online usage /23CAT703-Digital Marketing/Nandhini/AP/MCA/SNSCT

TITIONS

2/9



Consumer Behavior

rIrorionss

Consumer Behavior- Past and Present

It is the key to understanding how their

customers think, act, and interact with brands.
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Studying consumer behavior helps marketers
identify factors influencing consumers' buying

decisions.
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It Is clearly evident that

1. The consumer of the past was limited in their options.

2. They must visit various stores to purchase what they need.

3. Customers were more cost-conscious than brand- or quality-conscious, and they

had little purchasing power.

4. The Main Idea Yesterday was about meeting necessities rather than trying to win

people over.
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Story of Consumer Behavior ~

SIITUTION S

What to Buy When to Buy

How they use it

Where to Buy

How often to Buy
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Online Consumer Behavior process

LILTFITI IO S

1. Need Recognition

2. Search for Information

3. Product Evaluation

4. Product Choice and Purchase

5. Post Purchase use and evaluation
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Influences on Consumer Behavior

Social Influences Marketing Influences
* Culture » Product

» Subculture * Price

* Social Class * Placement

* Reference Groups » Promotion

+ Family

Situational Influences

* Physical Surroundings
» Social Surrounding

* Time
» Task

* Momentary Conditions
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Key Factors

FITrorionss
EXTERNAL FACTORS
Demographics,
Socio-economics,
;E‘;*I']‘“'“E? E:"'"-' FILTERING
gl e ELEMENTS
Culture;
Sub- culture; SECURITY
Reference groups; CONCERN
and Marketing
FILTERED
BUYING PRIVACY
—N | BUYING [ | BUYING
MOTIVES — CONCERN
MOTIVES
INTERNAL FACTORS
Attitudes, TRUST &
. TRUSTWORTHI-
Learning,
MNESS

Perception,
Motivation,
Self image, and
Semiotics
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