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Introduction

What is 
Consumer Behaviors?

• The activities people engage in when selecting, purchasing, 
and using products so as to satisfy needs and desires.

• Includes the behavior of both end consumer and 
organizational purchasers. 

What is
Consumer Online Behavior 

• Online consumer behavior is the process of how 
consumers make decisions to purchase products in e-
commerce. 

• Many consumer behavior principles that describe offline 
buyer behavior also apply to online behavior

• Some consumer behavior theories for online buyer 
behavior.

• Scarcity
• Popularity
• Affinity
• Authority
• Consistency
• Reciprocity



• Scarcity

● 1) Scarcity: 

When the product is scarce, it will create more demand ( e.g. 
limited time only, deal of the day)

Scarcity refers to a basic economics problem—the gap between 
limited resources and theoretically limitless wants. 

This situation requires people to make decisions about how to 
allocate resources efficiently, in order to satisfy basic needs and 
as many additional wants as possible. 

Scarcity is also referred to as "paucity."



• Popularity

2) Popularity:

• Bandwagon effect - consumers are more likely to 
buy a brand that their friends or peers buy.

• Most countries in the world started facing empty 
shops and malls because people wanted to buy in 
the comfort of their homes.

• Digital marketing becomes effective when it is 
advertised through social media sites like Facebook, 
Twitter, Linkedin, Youtube, Google etc. 



• Affinity

3) Affinity: 

• Consumers can be strongly persuaded by friends and 
family. Viral marketing is based on this principle.

• Affinity Marketing is an approach to online marketing 
in which two parties cooperate to sell their products 
and services to selected affinity groups. 



4) Authority:

● A recommendation from an expert or a celebrity has a
very positive influence on buying decision.

● the power to give orders or make decisions , the
power or right to direct or control someone or
something .

• Authority



● 5) Consistency:

● This theory also called cognitive consistency states that when
an individual holds particular beliefs and attitude about a brand,
it is "hard" to change (e.g. habitual buying patterns, using same
sites for news etc.)

• Consistency



6) Reciprocity:

● "Do me a favour and I owe you" - research indicates that
30-day free software trial download tend to increase
sales of that item around the sampling period.

Reciprocity
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